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( EORGE AND HENRY got themselves into 

Fthis in spite of ample warning which ran 
something like this: “Remember now . .. if I hear 
the word BUSINESS tonight, you'll be extremely 
sorry. 

... but it didn’t do any good. It never does. 

It just so happens that most successful men have 
their BUSINESS on their minds wherever they go. 
It gets under their skin like nothing else. It’s the 
most important single thing in their lives. 

This fact is quickly recognized by Advertising 
men... and many of them take advantage of it. 

They know BusINEss is the one thing that 
brings together the golfers, the bridge-players, the 
mystery-lovers. It’s the one interest shared by all 
men of Management with equal intensity. The 
one force that makes a powerful, compact market 
out of a certain magazine’s audience! 

{dvertising men know that Business Week's un- 
usual strength results from its unusual importance 
to its readers. 

For, there’s nothing casual about business news 


Has this ever 
happened 
to you? 


COD 


today. Management-men need a ‘private wire’ to 
its source .. . need a magazine whose pages are 
backed with known authority . . . need a publi- 
cation with the swift pace of weekly regularity. 

They get that important service through 
Business Week. These men who are managing 
American industries get that kind of business 
news service ... and one thing more: They get 
a business goods service, not duplicated by any 
other magazine of any kind. 

In the first 5 months of °41, for example, 
Business Week has displayed nearly as many pages 
of advertising as all the rest of its field together 
... and shows an issue-by-issue gain of about 27 
over its own figures for a year ago! 

That’s the way the men of Advertising are turn- 
ing unusual READER-INTEREST to their own advan- 
tage. And that’s the way many advertisers are 
getting back 100 cents on every advertising dollar 
invested. 

Has that ever happened to you? 
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‘9 like ads that wre in ah much, 


says H. L. DURGIN 


Chief Engineer 
Central Vermont Public Service Corp. 
Rutland, Vt. 


Guest Reviewer of the 
Advertising in ELECTRICAL WORLD 
for May 3st, 1941 


NUMBER 9 OF A SERIES 


@ ‘If the fellows who write the advertis- 
ing for Electrical World would just keep 
in mind that we're all up to our necks in 
work, it would help”, H. L. Durgin said. 
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“I like ads that are in as mu 
Iam... that’s the kind I'm 


“Then you prefer the ‘remi 
of advertising” we suggeste:| 
ture—the company name—.’ 

“Certainly not!”, he int rupted 
page is worth looking at that doe 
any more than say ‘Hello!’. By all 
include some constructive « orthwh 
formation. But leave out the mean 
designs and generalities.” 

“As for instance . . 


Mr. Durgin thumbed through th 
31st issue of Electrical World and » 
at an ad featuring—well, let's sa 
balls, in the interests of self-prese 
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Market Research New as P 


Post-war Activities 


A four-point program towards solution of perplexing 
problem of post-war utilization of wartime facilities 


@ OUR NEED to lay plans for peace- 
time utilization of wartime facilities 
is apparent both from historical and 
present considerations. In the 1920-21 
depression a most aggravating factor 
was the excess inventories in many in- 
dustries which piled up as the result of 
continued high rates of production in 
plants which were expanded in the pe- 
riod 1914-1920. These heavy inven- 
tories caused widespread financial dis- 
tress and the reorganization of a num- 
ber of well-known companies. Excess 
Capacities continued to be a serious 
hindrance to obtaining the most econ- 
omical utilization of plants and the 
attainment of normal operating profits 
in many industries during the 1920's 
and to the present day is a factor in a 
few industries. On the other hand, 
tus fate did not befall the greatest 
‘ucer of war explosives because its 
capacities were turned to the 

ng of new peacetime products of 
stry. Apparently it was not de- 

d by the temporary high activity 
ated in 1919-20 by the filling of 

ed on an address before the indus- 


Session of the Association of Na- 
Advertisers convention at Rye, N. Y. 
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By DONALD R. G. COWAN 


Manager Commercial Research, 
Republic Steel Corporation, 
Cleveland 


shortages of many materials, the ex- 
tension of bank credit and the infla- 
tionary price situation. For most con- 
cerns, however, this period provided a 
false sense of security, covered up their 
excess capacities, burdened them with 
inventories, and plunged them into the 
1920-21 depression with idle plants far 
in excess of normal requirements. 


Besides the danger of this situation 
repeating itself, there is the possibility 
of it being very much worse. Each 
soldier of World War II requires ap- 
proximately eighteen civilians to sup- 
ply him with the equipment and muni- 
tions of war as compared with only 
five people back of each soldier in 
World War I. Today’s soldier eats no 
more, wears no more clothes or re- 
quires no more comforts than the sol- 
dier of twenty-five years ago. His re- 
quirement is a vastly increased supply 
of mechanized instruments of war of 


many types, which in turn necessitates 
a great expansion in the field of heavy 
manufacture, including airplanes, 
tanks, large and small guns of many 
varieties, fast trucks, and much other 
equipment. Expansion in this direc- 
tion is necessitating an enlargement of 
buildings, the installation of extensive 
machinery and the construction of 
warehouses and hundreds of workers’ 
homes, all of a more or less durable 
nature. The industries back of the di- 
rect producers of these goods are un- 
dergoing similar extensions in the 
utilization of machinery. Much of this 
expansion is unnecessary for ordinary 
peacetime operations as indicated by 
the necessity for government financ- 
ing and ownership of some of the 
projects. Once brought into existence, 
however, whether publicly or privately 
owned, these facilities are more or less 
durable and must be regarded as an 
important factor in future peacetime 
production and marketing. 

Since excess plant capacities may 
give rise to a very serious readjustment 
of production after the present war, 
what steps may be taken by manage- 
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ment to find new markets, more eco- 
nomical ways of marketing, and new 
products which may give employment 
to excess plant facilities? A fourfold 
answer may be given: (1) study gen- 
eral market trends; (2) study the 
trends in industries which might use 
the output of a particular plant; (3) 
study marketing methods in order to 
make them more economical and effec- 
tive; and (4) study the markets for 
new and improved products. 


Study General Market Trends 

Because markets are people, it is im- 
portant for the individual corporation 
whether selling directly or indirectly 
to ultimate consumers to give atten- 
tion to population trends, purchasing 
power, and buying habits, especially as 
these factors relate to future use of 
present plant extensions. 

Population is no longer growing rap- 
idly, the increase since 1915 having 
been from 100,000,000 to 130,000,- 
000 or thirty per cent, with a smaller 
rate year by year. Consequently, we 
cannot depend much on population 
growth to provide a large demand for 
goods unless immigration is allowed to 
increase very substantially, a rather 
improbable factor unless undertaken 
here or in Canada to relieve desperate 
European conditions. 
population 
growth, the physical output of indus- 


Notwithstanding slow 


try has increased approximately forty 
per cent, and some industries such as 
automobile, steel, and electrical appa- 
ratus and appliances have expanded 
much more than this. This means that 
on a per capita basis the individual 
now has more goods to use and a high- 
er standard of living. In 1914 the av- 
erage consumer spent about thirty- 
seven per cent of his outlay for food 
and liquor, while today he spends only 
thirty-one per cent. He spent thirteen 
per cent for clothing, and now only 
ten per cent. Transportation took five 
per cent, but now requires eleven per 
cent. The government only took 0.1 
per cent, but in 1937 was taking 2.7 
per cent, and will take more. Home 
maintenance, once twenty-six per cent, 
is now twenty-seven per cent. Recrea- 
tion took four per cent—now five 
per cent, 

These shifts in buying indicate that 
a greater part of our money is being 
spent for durable goods—the goods 
most likely to be affected by the de- 
fense program. Also, we are spending 
a greater amount of money. The 1914 


total outlay was only $313; 1937 was 
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Four-Point 

Market Research Plan 

1], Study how general market 
trends may affect the de- 
mand for goods which yeur 
plant may readily produce. 

2. Study the trends in those in- 
dustries which may be favor- 
ably situated to meet short- 
ages and replacements and to 
market new products. 

3, Study your marketing meth- 
ods in order to improve them 
and thereby extend the mar- 
ket demand for your prod- 
ucts. 

4, Study the markets for new 
and improved products and 
adapt the products them- 
selves to customers’ prefer- 
ences in order that there may 
be no delay in launching a 
complete program for selling 
as much as possible of the 
output of excess plant capac- 
ity after the termination of 
this war. 











$549, an increase of seventy-five per 
cent. The $84 spent on home main- 
tenance is now $151, and the $17 for 
transportation is $60. Therefore, we 
have had not only a shift in consump- 
tion but an expansion above the 
amount required by the increase in 
population—in short, a higher stand- 
ard of living. Expansion in per capita 
consumption of food and clothing 
cannot be increased very much, while 
that of more durable goods depends 
very much on their cheapness and on 
whether individual incomes can be in- 
creased in the long run through fur- 
ther increase in the productive efh- 
ciency of labor. 

The average age of the population, 
due to decline of birth rate, is getting 
older and is certain to affect demand 
very profoundly. There will be some- 
what less inclination to change styles 
rapidly or to try new products but 
there will be demand for more living 
comfort. 

Still another thing in limiting de- 
mand is increased taxes to pay for the 
war expenditures that will bear heavily 
on personal expenditures and will be 
likely to curtail buying of more expen- 
sive cars, homes, and luxury goods of 
all sorts. 

We have gone through a long pe- 





riod in which the increased use of ma 
chinery has raised the productive eff 
ciency of labor, and provided not on! 
cheaper and more varied products bu 
larger incomes with which to bu 
them. Continuation of this importa: 
trend will depend on freedom of en 
terprise, invention, and research. 

For the individual concern, the: 
tendencies indicate severe competitior 
relatively greater expansion of durab! 
goods, and emphasis on comfort in co: 
sumer products and economy, in bot 
producer and consumer goods of a! 


kinds. 
Study Industry Trends 


In addition to general market trends, 
the individual concern might give at- 
tention to the conditions likely to af 
fect industries which might use the 
output of its extra plant capacity. 
This kind of market research may be 
an important consideration in planning 
and equipping the factories now being 
built so that re-adaptation to peace- 
time output may be economically car- 
ried out at some future date. While 
each firm will need to study the trends 
in a different group of industries, the 
following list suggests the possibilities: 

(a) Aviation, to meet the great de- 
mand for planes as a result of the great 
number of trained pilots and possible 
lower costs of plane building through 
assembly line production; 

(b) Shipbuilding, to replenish the 
huge ocean shipping losses of Great 
Britain and other belligerents; 

(c) Construction, including the re- 
building of slum areas, the replanning 
of metropolitan areas to take care of 
the general outward movement of pop- 
ulation from the centers of daily work, 
and new residential areas and trans- 
portation facilities; 

(d) Railroads — replacement of 
worn-out locomotives and other rail- 
road equipment, now postponed and 
also made more necessary by the de- 
fense program, and the development ot 
lighter railroad steels; 

(e) Farm Market, including home 
modernization, replacement and repair 
of other farm buildings, refencing of 
fields and more economical farm ma- 
chinery; 

(f) Plastics; 

(g) Television; 

(h) Home Appliances; 

(i) Substitutes, especially which 
them are likely to be temporary 
which permanent ; 

(j) Foreign Construction, includ 

(Continued on Page 80) 
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The new Johns-Manville packings catalog is delivered in a protective carton with an 


address 


label featuring the trade character heralding its arrival. 


Note brass name 


plate affixed to the brass binding to identify the volume when standing in the file 


Jolus-Manuille Pachings Cataleg alse 
G Good Sales Presentation 


Interesting trade character provides human interest 


and serves 


@ HE’S just a little guy—only seven 
inches high and not quite three months 
old—yet already he’s rated the busi- 
est, hardest working packing salesman 
in the field! 

Who is he? Call him 
“Joe,” or “Packing Pete.” 


“Oscar,” 
A ffection- 
ately known by a score of names, he’s 
the happy shirt-sleeved character who 
rolls up his sleeves and sells Johns- 
Manville packings in the new 118-page 
I-M catalog. 


orn of an inspiration and a block 
probably 


any other single factor, is re- 


wood, “Oscar,” more 
ble for the enthusiastic reception 
i¢@ new J-M catalog by salesmen, 
butors, and customers alike. 
lere’s how it all started: 

ren Johns-Manville decided to 
ice a new packing catalog we 
ved the entire marketing set-up 
tound that we needed consider- 
more than an “aid to make it 
tor the prospect to buy.” What 
ctually needed was a two-fisted, 
tool—one__ that 


hitting selling 
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By GORDON F. PRICE 


Copywriter, Advertising Department, 
Johns-Manville Sales Corporation, 
New York 


would contain all the necessary buy- 
ing information presented with a sell- 
ing viewpoint. Out of this realiza- 
tion came the following basic objec- 
tives: 

1. It must contain all the neces- 
sary facts, figures, and service recom- 
mendations, plus as much additional 
helpful data as possible—presented in 
the most convenient and usable form, 
arranged and indexed according to 
customer and distributor preference. 

2. It must be dramatized in such 
a way that distributor salesmen could 
use it effectively as an attention-get- 
ting sales presentation. 

3. It must create a favorable im- 
pression on the prospect. Designed for 
several years’ use, it must wear well 
and reflect the reliability of the com- 
pany—the “prestige” angle. 


With these objectives clearly estab- 


to emphasize features of products listed 


lished we were ready to start the ac- 
tual building. 

We decided exactly what specific 
material should be included, how it 
should be organized and approximate- 
ly how much space each section should 


The new J-M packings character which 
to inject a bit of life and human 
catalog of a product usually difficult 








interest into the 


| 
was created 
to dramatize | 
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This selection of spreads from the new Johns-Manville packings catalog gives a good idea of its general format and the interesting manner in which the trade ¢ 
has been used in connection with the product. In addition to having all necessary product and technical data to facilitate selection and buying, the dramatic t 
used makes the catalog an effective sales presentation for salesmen. A less expensive, saddle stitched edition was also produced from the same plates for wider dis 


occupy. A complete 118-page, 82x 
11 rough dummy was prepared before 
1 word of copy was written or a single 
photograph taken. 

But we still had 


to find some way to dramatize the 


So far, so good. 


product. After all there are few things 
as uninteresting and deadly as an or- 
dinary photograph of industrial pack- 
ing. We needed some device to add 
emphasize the 


human interest and 


important features of each style— 
something that could be carried all 
through the book without becoming 
repetitious and monotonous. 

That’s 


ceiy ed! 


when “Oscar” was con- 

A little figure, a packing engineer, 
would do the job perfectly. Interest- 
ing in his own right, he could be pho- 
tographed with the packing to hu- 
manize the catalog and point out spe- 
cial construction details or unusual 
characteristics of each style. At the 
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same time, he would eliminate the 
need for such over-worked devices as 
arrows, pointing hands or lettering on 
the photographs. Furthermore, he 
would also eliminate the expense of 
combination plates that such treat- 
ments usually require. 

After considerable searching we lo- 
cated the ideal man to create our un- 
born character—Roy Patten, a sculp- 
tor who has specialized in making 
wooden puppets for marionette shows. 
Mr. Patten carved Oscar’s head, arms, 
feet, and torso of wood and jointed him 
with pipe cleaners and sponge rub- 
ber. The entire figure was painted in 
tones of gray to simplify the photo- 
graphic work and make it easier to 
visualize the final print. 

He’s a cocky little figure and he 
quickly made friends with everyone 
who saw him. 

A professional photographer was 
engaged to take the pictures and he, 


together with the writer, spent two 
full weeks in the factory stock room 
doing the job. 

That’s headaches and 
the cussin’ started. Adhesive tape, 
piano wire, thumb-tacks and_ pins 
were used to hold our “Packing En- 
These 


props were later painted out with re- 


where the 


gineer” in the proper poses. 
touching on the final print. In spite 
of all this, the heat of the lights or 
a misdirected nudge often caused the 
whole set-up to collapse just as « 
picture was ready to be taken. Ma: 
times two hours or more were required 
to prepare the set-up and arrange 
lights for a single photograph e\ 
though in most cases a complete p« 
cil layout had been prepared in 
vance. 

Working from eight in the mo: 
ing until nine at night, covered w 
grease and graphite from head to fo 
we considered it a successful day if 
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the trade ch 
dramatic ¢ 
or wider dis 








od up with eight or ten good 
os. Negatives were developed each 
nicht as a check on the day’s results 
re we closed up shop. 
me very helpful trick which may 
be worth passing along was the way 
pictures were cropped in the cam- 
A cardboard mask was cut for 
shot, scaled to the exact shape 
and size the photograph would fill in 
the catalog. This mask was pasted on 
the ground glass of the camera and 
the picture composed within the open 
area. In this way we saved ourselves 
a good many production problems 
when it came time to order plates. 
All plates are 120-screen and were 
made as large as possible to further 
emphasize details of the packing. 
Most of the plates bleed at the top 
and both sides of the page. A large 
percentage carry over on two pages. 
Copy was written with the “‘sales 
clearly in 


presentation” objective 


in mind. The description of each 
packing is prefaced with an explana- 
tory sub-head outlining in few words 
the chief service recommendation and 
important characteristics of the pack- 
ing. This is followed by a block of 
real shirt-sleeve selling copy and two 
sections devoted to “Construction De- 
tails” and “Styles and Forms” respec- 
tively. Sizes, weights, and methods 
of packaging are included in tabular 
forrn at the bottom of the page. 

All of one type of packing such as 
rod plunger and valve stem packing, 
piston packing, sheet packing, etc., 
are grouped together and _ separated 
from the other types by descriptive 


ay 


se.tion pages.” These section pages 


contain photographs of manufactur- 
ing operations and a brief description 
of the general characteristics of the 


packings immediately following. This 
has proved to be an effective and dra- 


matic way of indexing the book. 
Also, it again helps carry out the sales 
presentation objective. 

e faces and sizes were kept uni- 
form throughout the book. Because of 
th ght of the photographs, bold 
ty is used all the way through— 
th point Futura Display for heads, 
te nt Futura bold italic for sub- 
he ind ten-point Garamond bold 


it leaded) for text. 
ther step in organizing the book 
y-to-find sections was the use 
0 ed paper for the introductory 
a ference material pages. The 
elve pages in the catalog, de- 
to the table of contents, intro- 
d 1, and recommendation tables, 
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as well as the last fourteen pages con- 
taining a section on the care and main- 
tenance of packing, engineering tables, 
and a numerical and alphabetical in- 
dex, are printed in dark brown ink on 
buff enameled paper to separate them 
from the actual product pages printed 
in black ink on white enameled stock. 

We eliminated the fly leaf alto- 
gether and printed the table of con- 
tents or “Contents at a Glance” on the 
first page in the book to further sim- 
plify the finding of any section. 

Early in our planning we had de- 
cided to use brass Parallex binding for 
the catalog because of its modern ap- 
pearance and its ability to hold the 
book flat while lying open on the desk. 

Our only objection to this type of 
binding was the lack of identification 
on the back bone. To overcome this, 
we designed a curved metal plate, two 
inches long and a half inch wide 
made of black enameled twenty-six- 
gauge brass. At each end of the plate 
is a 3/16-inch lug, bent over to form 
a hook, which clips on to the spiraled 
wire and holds the plate firmly against 
the backbone of the book. The J-M 
trade mark and the word, “Packings,” 
appearing in brass against the black 
background immediately identifies the 
catalog on the shelf. To the best of 
our knowledge, this is the first time 
any wire-bound book has been identi- 
fied in this way. 

The cover of the catalog is .025 
black pressboard, gold embossed and 
varnished both sides. This is just about 
the toughest, heaviest stock we could 





find and gives a stiffness and body 
comparable to that of a case-bound 
book, at considerably lower cost and 
with the additional advantages pro- 
vided by the spiral binding. 

The catalog is to be used primarily 
by distributor salesmen; therefore, we 
designed a personalized “presentation” 
sticker containing the distributor’s im- 
print for the inside front cover. The 
“packing engineer” appears promi- 
nently on this label pointing to the 
recipient’s name which is filled in by 
the salesman. Another special label 
was made for the mailing carton. 
Here again Oscar serves as an eye- 
catcher to insure attention when the 
catalog must be delivered through the 
mail. Covering the major portion of 
the label, he carries a reproduction of 
the catalog to be found inside and an- 
nounces in balloon copy, “Here it is 
—Your copy of the New Johns-Man- 
ville Packing Catalog.” 

In most cases, however, the book 
will be delivered by the salesmen, thus 
providing an excellent opportunity to 
review the entire packing requirements 
of the plant and, in many cases, serv- 
ing effectively as an “opener” in con- 
tacting mew or prospective accounts. 
In this case, the carton serves to pro- 
tect the books when stacked in the 
salesman’s car or in the stock room. 

In addition to the complete 118- 
page catalog, costing approximately 
seventy cents each, a forty-four page 
saddle-stiched edition, containing only 
the most popular packings, was pro- 

(Continued on Page 89) 


Johas-Manviite 
PISTON PACKING 


In addition to a comprehensive index in the front of the new Johns-Manville pack- 
ings catalog, a series of illustrative section pages segregates related items and 
provides an opportunity to show some of their manufacturing operations and give a 
brief description of their general characteristics, all useful in a sales presentation 
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Sun Oil “p-2! Campaign Ji Medel 
Defense-time Program 


A variety of sales promotion literature has been supplied to Sun Oil salesmen to supplement the publication copy in the new P-Q campaign. At the left is a 
type book which presents the company's production and research facilities and analyzes lubrication requirements for best result of industrial equipment by m 
fications and gives detailed lubrication recommendations. The folder in the center is a general folder explaining the P-Q idea and the part correct lubrication: 
in speeding up today's production. At the right is one of the specialized booklets, this one consisting of sixty-two pages of actual performance runs with Sunco ¢ 
cutting oil and many important bits of information that are invaluable to the man in the shop who works with machine tools. All sales literature is printed in blue, 


Publication copy and sales literature show how Sun 
Petroleum products can help speed defense production 


@ TODAY, in every § advertising 
journal, we are constantly reading 
about advertising’s responsibility in 
this vast defense program. Many are 
saying advertising faces its greatest 
challenge. Some have taken up the 
well-known “flag waving” appeal and 
ire doing a swell job of it. Others have 
just reverted to straight institutional 
idvertising. But fundamentally, isn’t 
advertising doing more to help Ameri- 
can industry if it brings to the atten- 
tion of the industrial executive the 
data on the latest methods and prod- 
ucts that can help him step up pro- 
duction of his plant? 

Without doubt, industry’s most im- 
portant problem today is how to get 
more production out of its present 
equipment. “Production” is on the tip 
ot practically every industrial execu- 
tive’s tongue. Increased output is the 
primary aim .. . and the man who 


tells industry a new way to increase 


18 


By A. E. ALDRIDGE, JR. 


Advertising Department, Sun Oil 
Company, Philadelphia 


plant productivity immediately has an 
interested audience. The man who 
offers facts to prove he can step up 
production certainly holds this audi- 
ence and sells them. 

So today, more than ever before, 
“Tell All” advertising and selling can 
prove a real benefit, not only to adver- 
tising, but to every American industry. 
Facts about products today can be 
used to increase production tomorrow! 

But these facts must be brought to 
the attention of industrial executives 
—they must be presented in such a 
way that they are easily understood 
and readily usable. Many facts about 
industrial production that are common 
knowledge in some circles are not even 
known to others who could make use 


of them in today’s production emerg- 
ency. 

Toa great extent this was certainly 
true of petroleum products for in- 
dustry. Many executives looked upon 
the lubrication engineer only as some- 
one who sold them a dark liquid that 


answered some purpose in the plant 


and was apparently satisfactory to the 
shop superintendent. That this or that 
petroleum product was vital to the 
maintenance of production schedules 
was a rather intangible fact—perhaps 
just a sales point for the oil salesman. 
However, actual experiences ot! 
lubrication engineers were constantly 
proving the vital part petroleum p 
ucts played in maintaining and 
creasing production. Day after « 
reports trickled in from the men 19 
the field of how a change to the 
petroleum product—whether it be u- 
bricant, cutting oil, or processing ¢ 
had improved quality, performa” ©; 
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{ made possible new highs in pro- 

ction. Such experiences had already 
rned Sun engineers the title of “doc- 
rs of industry.” 

[he question came to our mind that 

view of the tremendous “all-out” 
production efforts throughout the 
country weren’t these just the kinds 
of facts every industrial executive and 
buyer should know? Then why not 
drive home this information in such a 
way that the important relationship 
between petroleum products and pro- 
duction would be immediately under- 
standable? 

lo be sure, most oil companies had 
built their advertisements around case 
histories—we had always made this a 
“must” in preparing our own adver- 
tisements. But right now the problem 
was to present clear, concise produc- 
tion facts in a new and more convinc- 
ing way. 

Upon studying competitive adver- 
tisements, along with our own, we 
realized another problem confronted 
us. In general, we were all using the 
same appeal. If we were going to gain 
the executive’s attention, and keep 
it, we had to have some distinctive 
‘reason-why” — something different 
from the rest of the crowd . . . some- 
thing that would also tie-in with, 
ind make understandable, the value of 
the right petroleum product in obtain- 
ing peak production . . . something to 
make him think of our products as 

right ones in achieving this goal. 

Many said oil is oil and that’s all 
you have to talk about in selling, or 
rtising. But we couldn’t seem to 
et that the manufacturers of soap, 
Cigarettes, mouth wash, and many 
other products had a similar problem 

ll being the same.” We all know 
success of Ivory soap with 
44/100) Pure” Lifebuoy 
‘B.O.” . . . Lucky Strike with 
Toasted” Listerine with 
tosis.” Of course, these were all 
mer campaigns, but just why 
in’t the fundamental idea be ap- 
le to industrial advertising, when 
d up with facts? 
lustrial leaders had said if Ameri- 
dustry could step up production 
present equipment by as little 
per cent, today’s urgent demands 
ore materials could be easily met. 
this increase had been more than 
ed in many plants where a 
had been made to the right 
eum product. Then wasn’t this 
ey to what industry should be 


Publication copy in the Sun Oil "P-Q" cam- 
paign presents useful facts as dramatically 
as possible, with installation photos, interest 
arousing headlines which tell a quick story 
to the quick reader, and punchy, concise 
text that gives important details. McLain 
Organization, Inc., Philadelphia, is the agency 


told? Weren’t the increases in produc- 
tion made possible with our products 
an opportunity for us to help indus- 
try meet today’s challenge . . . and 
at the same time give us a good sales 
point? 

Well, with these facts in mind we 
decided to track down our selling idea 
from a logical angle. Fundamentally, 
every industrial executive and buyer 
thought of production as being de- 
pendent upon two important factors— 
labor and equipment. 

Therefore, it seemed as though our 
first problem was to make them realize 
that one other factor, a third element 
just as important as the other two, 
was the application of the right 
petroleum product in the right place. 
In other words, the use of the most 
efficient lubricant, the correct coolant, 
or the right processing oil made pos- 
sible an increase in production. 

Continuing along the factual and 
logical train of thought, if we placed 
these three elements in an equation we 
would have labor, plus equipment, plus 
the right petroleum product equal 
what on the other side of the equation? 

The answer in any shop or plant is 
the total number of products, pieces 
produced, or completed by the plant. 
Or to bring it down to the language 
of the industrial executive today it is 
the Production Quota of the plant— 
a figure indicative of the products 


completed. 


PETROLEUM 
PRODUCTS 





Our new theme was “Production 
Quota” and how industry could im- 
prove its “Production Quota” with 
the correct petroleum products. Now, 
we had solved our first problem in 
attaining a more understandable and 
convincing way of presenting vitally 
important facts to industrial buyers 

and at the same time had hit 
upon a distinctive appeal for Sun 
industrial products. 

However, you and I know that from 
the advertising and selling standpoint, 
just “Production Quota” still lacked 
something very vital to creating sales. 

(Continued on page 60) 
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By S. D. DISTELHORST 


Sales Promotion Manager, Cochrane Corporation, Philadelphia 


cinters on How to Get the Most Out 
of the Pullicity Effort 


A type of publicity of real value to the promotion 
campaign can be obtained by codperating with editors 


@ AN EFFECTIVE News Bureau is 
is much a part of an up-to-date in- 
dustrial sales promotion department as 
the advertising, sales bulletin, and cat- 
alog preparation functions. Grabbing 
free business paper space that should 
be paid for as display advertising is 
bad technique and poor judgment. 
Editors are qualified to discriminate 
between news and advertising and all! 
publicity efforts must be organized 
around the editor’s requirements to be 
at all effective. 

Fortunately for most manufactur- 
ers, they are concerned with markets 
represented by a very small propor- 
business 


tion of the thousands of 


papers. The papers in which display 
idvertising is carried form the nu- 
cleus of the list since these papers rep- 
resent readers who are primarily inter- 
ested in your products — or you 
wouldn’t be trying to interest them 
Secon- 


dary mediums come next: those papers 


through paid display space. 


in which advertising would be desir- 
able if the budget allowed the addi- 
tion of more advertising. If a still 
broader list is advisable, directories 
and market data books can be combed 
for additional papers in fringe mar- 
kets. We have twelve papers on our 
list in which we advertise; about fif- 
teen secondary publications; and over 
seventy more papers circulating to the 
more-or-less fringe markets — but 
still logical readers, some of whom 
have an interest in our type of equip- 
ment. 


20 


For a convenient check of thorough 
coverage, list the horizontal functions 
in your own plant and the vertical 


markets to whom you sell: 
HORIZONTAL VERTICAL 
MARKETS MARKETS 
General Management Utilities 
Production Steel Mills 
Metal Products 


Chemicals 


Engineering 
Purchasing 
Power Food 
Trathe Textiles 
Office Management Petroleum 
Accounting Rubber 
Sales Institutions 
Advertising Marine 
Maintenance Municipal 


In preparation of publicity ma- 
terial it is important to put yourself 
in the editor’s shoes and remember 
that service to the readers comes first 


and foremost if the magazine and 
your successful publicity efforts are 
to survive. As in all direct mail 
undertakings, it is best to add the 
editor’s name personally than to send 
the material addressed only to the 
publication. You may have a better 
acquaintance with the publication’s 
space salesman but even if you should 
be successful in forcing publication of 
your material through this channel, it 
won’t build the good will of the edi- 
torial staff that is so productive of 
extra services when instilled by intelli- 
gent handling of the publicity ven- 
ture. 

While thinking of the psychological 
handling of publicity, it might be 
advisable to show your material as 
originating from your “News Bureau” 


even though prepared by the adver 
tising department, as it is after all 
news and not advertising. If the 
material is generally released, mimeo 
graph it instead of trying to supply 
each editor with an individually typed 
copy. Nothing gets in an editor’s hair 
so much as to discover he had been 
duped into featuring an article that 
everyone else is carrying. Show him 
that you are asking no special favors. 
Tell him that here is your news tor 
this week or this month, and that he 
is the sole judge—you’ll be surprised 
at your batting average after the 
same item has been considered by over 
a hundred different editors! 


Preparation of Publicity 


manufacturers are accus 


Many 
tomed to thinking of publicity in 
terms only of new products and new 
While these are important 
categories — most publications hay 


catalogs. 


separate departments devoted to ec: 
of these news classifications — the 
portunity for developing a real n 
service is available. A carefully 
pared review of a new catalog 
always desirable but a copy should 
sent, too, as many editors prefe! 
do their own reviewing. Both c 
log and new equipment items sh 
be brief but complete. 

In preparing new equipment it 
the story should be written to im; 
information and not be just a ma 
facturer’s “puff.” Stay clear of co 
names so dear to manufacturers - 
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I sTHE Operation o£3 ae Power, May, 1 
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slow down is ty . By the installa- Gg ping meters: 
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Several examples of typical efforts of the Cochrane news bureau, including (1) new product announcements with interesting and informa- 
tive illustrations; (2) simple but factual announcement of new catalog; (3) new or newsworthy applications of existing products, with 
llustration where possible; (4) feature articles especially prepared in cooperation with editors, or material sent out as a general release; 
Close cooperation with editors is one of the best means of building effective publicity 


and (5) items regarding personnel changes. 


steam trap is still a steam trap. In 


discussing the product’s use and par- 
t direct 


ticular make a 
comparison with competitive products. 


value, don’t 


Pertormance data including limiting 
capacities and operating requirements 


ill necessary. Outline what hap- 


pens between a logical starting point 
or inlet to a finishing point or outlet, 
making the outline as nearly as pos- 
sible a step-by-step one, perhaps in 


c ection with a lettered cross-sec- 
or diagram or photograph. 

itline the factors in the product 
will go to keep it in useful 
e; means for lubrication, safe- 
ds against failure, provisions for 
tenance, and protection against 
ging 


ire, Capacity, or speed. 


conditions of temperature, 
If the 
liscusses an improvement of an 
1g product, don’t write it up 
ew.” State specifically the points 
provement as compared to pre- 
designs in your lines. 
scriptions prepared along these 
serve to eliminate curiosity seek- 
y showing exactly what the prod- 
s and what it does. They present 
tacts needed by the true prospect 
nterpretation into answers to his 
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plant and product problems. Answer- 
ing inquiries is expensive and every- 
thing possible must be done to 
improve quality along with quantity. 
Words “free” 


have been proven effective in solicit- 


such as “new” and 


ing quantities of inquiries. Mention 
and _ tables,” 
“tabulated 

data,” and similar phrasings for the 


of “charts more-or-less 


complete engineering 
material contained in catalogs has the 
same result. 

New applications of old products 
lend themselves particularly well to 
News Bureau activity and are most 
often overlooked. Performance rec- 
ords of products in typical applica- 
tions are also excellent source material, 
especially if actual dollar savings are 
All 
readily 
reports, service department records, 
and _ the files. This 
type of item is, of course, strictly 
news and typifies the service that 
can be rendered an over-worked edi- 


explained. the information re- 


quired is available in call 


correspondence 


tor. No solicitation for inquiries is 
made; in fact, it is sometimes inter- 
esting to omit any mention of your 
own company name, particularly if 


the equipment is readily identified 


from the illustrations offered to the 


editor. If anyone should write the 


editor for further information, he will 


gladly pass the inquiry along. An 
ideal news story is one which can be 
cut off at any point and still be 


complete from the editor’s standpoint. 
It is wise to keep this in mind because 
where one editor will only be able to 
use a couple of inches, another may 
wish to use a large display. 

The preparation of feature-length 
articles is an important function. 
Usually it pays to prepare these for 
the exclusive use of some one editor, 
to his specification. A signed article 
by a recognized author is highly 
prized. And a business paper editor 
finds his work simplified if he can 
secure the article he desires from your 
chief engineer through a News Bu- 
reau geared to help him. Many times 
the author is paid even though the 
article may have been completely pre- 
pared by the sales promotional per- 
While 
the 
for special articles, it is the Bureau’s 
function to place these specially- 
prepared articles as they come to 

(Continued on Page $8) 


sonnel. many editors will 


contact company News Bureau 
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By FREDERICK B. HEITKAMP 


Elizabeth, N. J. 


@ THESE are busy days for the real 
sales manager, demanding a shift in 
plans each day and, perhaps, several 
times a day. But, tomorrow will be 
busier still, and the live sales manager 


will be planning now for tomorrow. 


If we take a quick look at the gen- 
eral picture, there are plenty of prob- 
lems to keep us in a daze. We must 
keep our eyes focused on the imme- 
diate problems and our immediate jobs. 

Whether we have lost or whether 
we are still retaining the export mar- 
kets depends upon the products in- 
volved, but most of us are primarily 
concerned with the domestic market 
ind the speeding of our defense pro- 
gram. All over the country efforts 
ire being put forth to get greater 
production and more efhcient produc- 
tion 

Sales management can do a great 
deal to speed the defense program. 
Sales managers are the contact between 
the customers’ needs and the factory 
output, and how we handle our out- 
put in our various companies will 
determine its effective use. That 
Hieans we must all determine a selling 
policy and then do something about 
that selling policy under the present 
<.ccumstances. We must watch good 
will, We must render extra service. 
We must know our customers’ needs, 
«nd above all—must give calm ad- 
vice, 

Basically it is necessary for sales 
management to get out into the field. 
Sales managers today must set the 
pace themselves. Morale ot the sales 
force must be strengthened and dif- 
ficult complaints of customers must 
be handled, and the priority question 
must be carefully explained. This may 


mean a diversion of the regular selling 


Vice-president, American Type Founders Sales 


Corporation, 


Selling in a World at War 


Present conditions call for vigorous sales manage- 
ment and more, not less, effective work in the field 


effort on the part of the salesman to 
more of a public relations job, and 
possibly more research. 

We are confronted with the need 
for more, not less, effective selling. 
This requires the shaking up of your 
sales force; perhaps, the draft has 
already done that for you. Put a burr 
under your salesmen, put on pressure, 
wake them up, exert leadership, and 
by “leadership” I refer to pressure 
in its most pleasant and agreeable 
form. We must get better control 
of the salesman, and under no circum- 
stances take a chance in relaxing from 


our sales efforts. 


These are days when 
rumors of all sorts are rampant, but 
be sure to get the facts, and be sure 
to handle rumors and see to it that 
your salesmen know what is actually 
going on. 

We must tie in with shifting mar- 
kets. There are opportunities for sales 
in markets which heretofore never 
existed, brought about by the defense 
program and brought about by inci- 
dental expansions due to the defense 
program. The increased wages and 
purchasing power of the lower level 
group will demand a different atten- 
tion to that market, whereas a possible 
decrease in income in upper levels, 
brought about by increased taxes, may 
cause a shifting in policy toward that 
group. 

There is plenty of real creative 
selling still to be done. All of us are 
not active in defense industries, al- 
though most companies are involved 
in one way or another. We must not 
lose track of the necessity of real sell- 
ing. 


And real selling must be done at 
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the point of contact. Today, as never 
before, the salesman in the field rep 
resents your company, and the way 
in which he represents it and the 
effectiveness with which he puts over 
your basic ideas determines the result 
or the profit which your company is 
going to achieve. 

Good selling tools are not enough, 
good promotion is not enough. We 
must make certain that the salesman 
at the point of contact is using this 
material. 

Hold to your old customers—it will 
be hard to win them back after this 
emergency is over. Keep your cus 
tomers interested in buying. Keep 
control of your customers. Know 
where and when to give preference 
when you are in a tight spot, and 
make your customers feel that they 
are getting a break. The average 
customer will be reasonable if situa 
tions are explained to him. 

Watch for shift in authority in 
Today there 


closer executive control and decisio 


customer’s plant. 
are being made much more rapid 
and by the higher-ups much m 
frequently than heretofore. 

See to it that your product get 
the greatest possible use in the hat 
; There is still 
great unused value in most produ: 
Push the products 


of your customer. 


which are sold. 
your line which are available if 5 
are short in production on other lin 
Don’t go hog-wild on expenses. Do 
be a calamity howler, but be realis' 
resourceful, and be calm. 

Sales managers should have what 
call an “M Day” on their progra 


(Continued on Page 127) 
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Exatemeal Houde Ongant—How and Why 
hey are Puldished 


An analysis of 192 external house publications giv- 


ing essential data on purpose, success, and mechanics 


@ WHILE the joke page may be con- 
sidered the most popular feature of 
several external house organs in the in- 
dustrial advertising field, according to 
INDUSTRIAL MARKETING’s nation-wide 
survey, even in those few cases that 
does not indicate the value which is 
placed upon the house organ as part 


of the promotional effort. A manu- 


tacturer of wire rope, for instance, 
talls into this category and after hav- 
ing published its paper for thirty-seven 
ye says it is considered “our best 
idvertising investment.” 


\mong the 329 house organs in- 


cluded in the survey which was sum- 
m ed in last month’s issue, 192 are 
C hed as external publications; i.e., 


; 


ted wholly, or at least primarily, 
rsons who represent customers 
iles prospects other than dealers, 
vutors, etc. House organs direct- 
» the latter group and essentially 
sales division are included in 
les classification which will be 
1 in a subsequent article. 
importance of external house 
is part of the sales and promo- 
effort is indicated by a classi- 
n of comments on this point in 


ollowing divisions by percent- 
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ages: All important, 34 per cent; very 
important, 40 per cent; important, 14 
per cent; while less than 12 per cent 
hold them of indirect or secondary im- 
portance in their promotional pro- 
grams. 

How successful do publishers of ex- 
ternal house organs believe they have 
been? Replies on this point indicate 
that 20 per cent have been outstand- 
ing successes; 51 per cent very good; 
24 per cent good; and less than six 
per cent, only fair. 


Functions of House Organs 


Now that we have the score, let’s 
go back and see what they were shoot- 
ing at. Here are the highlights of a 
few replies to the question: “Principle 
function or objective of the publica- 
tion?”: 

“To maintain and improve customer 
relations and to broaden the fields of 
use and markets for the company’s 
products.” 

“To secure orders at lowest cost of 
any advertising source.” 

“To inform manufacturers, design- 
ers, engineers, and chemists of the 
latest developments in our products.” 

“To show range of products and in- 


stallations made by the company, plus 
interesting applications.” 

“To keep contacts with prospective 
purchasers who already have been in- 
terviewed but are not ready to pur- 
chase automatic heat immediately.” 

“Promote readership of our publica- 
tion and help sell advertisers therein.” 

“We wanted a magazine that would 
bring to the man in the service station 
a wealth of dramatic and educational 
material about American industry not 
otherwise available in general publica- 
tions. We wanted a magazine that 
would hold its own on the desks of 
the leading executives of business con- 
cerns—our customers. Of course, we 
want the magazine to pull its freight 
in the sale of our products, but we 
are content for it to do so less directly 
than most house publications. ... We 
wanted to get away from the institu- 
tional aspect in our magazine and also 
from the appearance of being a glori- 
fied series of advertising broadsides 
bound together.” 

“Give media and market data on 
our three publications.” 

“To report news of the needle 
trades; describe improvements and de- 
velopments in machine-sewed prod- 
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Perhaps one of the most startling successes in the external house organ field is “Link-Belt 
News,” published by Link-Belt Company, Chicago. Its circulation has grown by demand to 
over 140,000 copies since 1934. Tabloid news style is used throughout the eight pages. A 
popular feature is the back picture page with a girl "Claire," who has become a favorite 
with the readers. Russell B. Kern, who does the company's publicity work, is the editor 


ucts; to furnish information about 
improved methods, and to advance 
suggestions on how to cut manufac- 
turing costs.” 

“To show actual reproductions of 
blotter advertising successfully used by 
various advertisers.” 

“Good will ambassador.” 

“Create prestige, arouse interest, de- 
velop inquiries (postcard enclosed) .” 

“To convey technical information 
and news of products to members of 
industry.” 

“Devoted to improvement of high- 
ways, railways, and municipalities 
through better drainage practice.” 

“To tie together highly diversified 
line; to build prestige; to exploit prod- 
ucts not active enough to use paid ad- 
vertising.”” 

= To sell goods.” 


“To announce new products, serv- 
ice, and personnel.” 
“Acquaint house magazines with 
the products we manufacture through 
the medium of a publication designed 


to be of benefit to the editors.” 

“To stimulate the use of copper and 
its alloy es 

“Permanent record of the cotton in- 
dustry—advise mills of current legis- 
lations and trends.” 

“To keep customers and prospects 
alive to the latest uses for our prod- 
ucts.” 

“Low pressure sales medium for 
broad line of products.” 

“Do a good public relations job for 
our dealer organization.” 

“Keep owners sold on our trucks 
and uncover new prospects.” 

“Educate operators and mechanics 
for more efficient operation and lower 


maintenance costs tor our equipment.” 
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“Indirect testimonial advertising— 
shows who uses our products.” 

“Support salesmen’s efforts.” 

“To secure good will of laundries 
by publishing timely articles on sales 
management, production, legal ques- 
tions, etc.” 

“To give suggestions to heat treat- 
ers and metallurgists that may be of 
value to them in their work.” 

“To stimulate interest in home own- 
ership and building, tying in local 
dealer as source of supply of our prod- 
ucts and other quality building mate- 
rials.” 

“To demonstrate the part our prod- 
ucts play in maintaining the Ameri- 
can way of living.” 

“To enhance the standing of our 
company among prospects and cus- 
tomers.” 

“General publicity for the wide 
range of products carried in stock; 
show new applications of steel; gen- 
eral good will builder; contact trade 
not usually called on by salesmen.” 

‘To prevent customers of one of 
our products from thinking that’s all 
we manufacture, and to keep them in- 


formed on all of our products.” 


getting our 


< 


“Just another way of 
name before our trade.” 
“To educate designing engineer in 
the structure and application of self- 
lubricating bearings.” 

“Puffs.” 

The foregoing are only thirty-seven, 
plus, reasons why external house or- 
gans are published. Nearly every pub- 
lisher states it in a different way; but 
it all adds up to promoting business 
from one angle or another. 


Success of House Organs 
And how successful are house or- 


gans in promoting business? Whethe 
the statements can be backed up wit 
figures is not known, but a number o1 
advertisers say their house organ is th 
last thing they would eliminate in th 
advertising program. One manufac 
turer of heavy industrial equipmen: 
does quote figures in his statement 
“Management considers it our mos 
important advertising effort. Many di 
rect orders for equipment selling fo 
$7,000 and more are traceable; 26% 
inquiries were received on a one-pag: 
new product description.” 

Other comments on the success of 
their house organs include the follow 
ing: 

“Very! Produces an unusually hig! 
percentage of inquiries.” 

“Entirely successful—our best me 
dium.” 

“Letters requesting merchandising 
services offered in the paper averag: 
nearly 300 per issue.” (19,000 circu 
lation. ) 

“Received about thirty ‘accountable’ 
good inquiries from first issue.” 
( New.) 

“Very successful. Production men 
are continually commenting on it and 
save them for future reference.” 
“Fair. More a good will builder 
than an actual business getter.” 


“Evidence from field men and sales 
offices shows they and their customers 
and prospects get ideas and valuable 
application data from the publication. 
Get direct inquiries, too.” 

“Reaction from first four issues 
gratifying.” 

“Most successful of all direct mail 
efforts undertaken.” 

“Reader questionnaires show that it 
is decidedly effective.” 

“Of inestimable value in building 
good will.” 

“Inquiry returns have been very 
satisfactory.” 

“Our most successful promotion 
activity; majority of copies filed b 
recipients; ‘renewal rate’ eighty pe! 
cent; reports on applications of o 
product bring an average of 200 1 
quiries per issue. (Circulation 30,00‘ 
A copy of an article saves pages 
correspondence. Salesmen value it.” 

“Helps to introduce traveling 6 
resentatives.” 

“Second only to our business paj 
advertising.” 

“Increased demand every issue.” 
“Each issue results in several act 
sales of machines; our salesmen se 
on desks of many important prod 
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in officials; our board of directors 
|| approve expenditures for it when 
her advertising must be curtailed.” 
‘Very successful in keeping small 
istomers On our customer list.” 
‘Gross profits on direct results more 
in pays its costs.” 

‘Over 4,000 of our 7,200 circula- 
tion is by actual request from all 
rts of the world.” 

Is regarded as important contribu- 


r 


tion to literature of our industry, but 
does not compete with regular busi- 
ness journals.” 

‘Produces inquiries and_ enlarges 
contacts for salesmen; leads to estab- 
lishment of paint testing programs by 
large paint users and specifiers; other 
publications reprint material.” 

“Good enough that it has been pub- 
lished for thirty-two years.” 

“Unusually successful from an edu- 
cational standpoint.” 

“Remarkably successful. Customers 
consider it their own magazine; throw 
brickbats and bouquets; contribute ar- 
ticles and photographs; raise hell when 
the issue is late; reply strongly to 
keyed advertisements.” 
direct 


“Second only to specific 


mail.” 

‘Very successful; has been issued 
monthly without interruption for 
thirty-four years.” 

Even management says it is a 
eoake 

It is considered as important as the 
business paper advertising that it sup- 
plements.” 

Very. Voluntary ‘subscriptions’ in- 
creased from 3,000 to 7,000 in 
eighteen months.” 

\ll house organs which are started, 
But, as 


pointed out last month, an analysis of 


ever, are not successful. 


reasons given for suspension of 
lications definitely indicates that 
fault is not so much with the pub- 
ion itself, but rather that adequate 
power is not available to handle it 
successful manner. Details of the 
mnel responsible for the produc- 
of external house organs is treated 


(ner on, 
st Popular Features 


hat are the reasons for the success 
xternal house organs? The an- 
S are as varied as those dealing 
the purposes of these papers. If 
success is directly tied to their 
popular features, it is quite in- 
ting, because these run the gamut 
1 a recipe page in the house pub- 
ion of a manufacturer of elec- 












































trical control devices, to a monthly 
short fiction story in the publication 
of an automotive parts manufacturer. 
Practical, useful, business slanted ma- 
terial, however, leads in popularity as 
the general thing, as will be noted in 
the following comments on what is 
considered the most popular features 
of publications included in this sur- 
A Sets Defends emgage 


vey: 
“Feature articles; ‘Recent Interest- wr “an for 
. ‘. : reew yee Pipe Installation 
ing Jobs’; and ‘Technical Editor . 
Talks’.” 
“Pictures and stories covering ex- 
tinguishment of actual fires.” 
“Numerous illustrations and _ brief 
captions for quick, easy reading.” 
“Authoritative articles on electrical 
engineering and outstanding dramatic 
photography.” 
“Whole magazine—pictorial roto- 
gravure.” oe U.S. PIPER 
“General wire rope review course on nes Be 
back page of each issue.” ail =. LOOKING Vue yy 
“Editorial, plus story each issue of 
what large users are doing.” 
“New construction news.” 
“Industrial biographies.” 
“Page on market statistics.” (Pub- 
lisher. ) 
“Problem solution story in pictures; 
cartoon-joke page.” 
“Installation articles, well illus- 
trated.” 
“Building digest and floor contrac- 
tor success stories.” 
“Technical articles.” 
“Photographs which express human 
interest or tie in with current news.” 
“““Mac’s Chat,’ jokes, articles on 
pattern development.” 
“Special sales; discounts.” 
“Travel stories and articles dealing 
with outstanding installations of our 


products.” 





“Articles by prominent industrial- 
ists.” 

“Loss prevention clinic.” 

“Survey shows photographs of 
equipment installations most interest- 


ing.” 





“Hobbing problem discussions.” 

“Any picture showing gagetry, odd 
devices, believe-it-or-not stuff.” 

“Series of articles and photographs 
imparting direct information on chem- 
ical engineering.” 

“Probably the joke page.” 

“The exploitation of company per- 
sonnel in sales work and customer re- 
lation developments based on various 
applications of our product.” 

“*The Chef’s Corner,’—thousands 
of copies go to customers’ homes— 





ee 


Stee! Horizons,” published by Allegheny Ludlum Steel Corporation, Pittsburgh, is one of the 
outstanding magazine-style external house organs. It has a ‘Fortune’ format and is litho- 
graphed, usually in five colors, by Republic Bank Note Company. C. P. Richardson, account 
executive, Walker & Downing, agency, is editor. It has twenty-four pages including cover 


many customers’ wives have complete 
file of recipes.” (Manufacturer of elec 
trical control apparatus. ) 

“Descriptions of new developments 
of interest to scientists.” 

“Readers say: 37 per cent pictures; 
$2 per cent case stories; 22 per cent 
editor’s notes; 9 per cent clay pipe 
ads.” 

“Informative studies regarding the 
use of piping in industry, and original 
engineering studies.” 

The lead-off article, which is longer 
ind more informative than other 
stories.” 

“Our questions and answers column 
for shop men.” 

“Large photographs and editorials.” 

“Reports from the field giving serv- 
ice results.” 

“Column of helpful hints and ‘good 
housekeeping’ for electrical contrac- 
soni 

“Instructive articles on operation of 
power plant equipment.” 

“Articles dealing with lubrication 
problems and practice of specific in- 
dustries.’ 

“Pictures of installations.” 

“Cost cutting stories; trucks in 
service. 

“Page of informal chat regarding 
happenings in the industry and people 


im it. 

Mentalnastics’—a mathematical 
puzzle carried on for the past seven 
years.” 

“Cartoon character, Bill Drite.” 

“Our president's comments on top 
ics of the day—and stories of fishing.” 

“Pictures of jobs; technical informa- 
tion; questions and answers.” 

Running contest letters from op- 
erators and mechanics on their best 
ideas 7 

“Cartoons of shop incidents and 


ph losophic al column.” 
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“Series of articles on “My Favorite 
Small House’ by leading architects.” 

“Technical data on welding costs.” 

“Light, good humored articles; pic- 
tures.” 

“Our ‘Good Advertising Contest’ 
and annual merit award, and questions 
and answers section.” 

“Names of persons in our market.” 

“Articles on how to run business.” 

“A safety hints column has met 
with good reception.” 

“Most comments on fiction story 
which appears in each issue.” 

“Full page photos of models in gar- 
ments made on our machines.” 

“Maybe our popular girl model car- 
ried in each issue.” 

“Treatment of individual customer- 
company activities and accomplish- 


ments in the use of steels.” 
How Old Are They? 


According to this survey, the exter- 
nal house organ has come into popu- 
larity during the last 20 years; in fact, 
88 per cent of them are under 20 years 
old. The division of this group is as 
follows: Less than five years old, 47 
per cent; from five to nine years, 18 
per cent; 10 to 14 years, 16 per cent; 
1§ to 19 years, six per cent. There are 
six from 20 to 24 years of age; cight 
from 25 to 29 years old; four from 
30 to 34 years; two from 35 to 40 
years; one 49 years old—‘Pittsburgh 
Plate Products,” by Pittsburgh Plate 
Glass Company; and one which has 
74 years—"The 
Locomotive,” by Hartford Steam Boiler 


been published for 


Inspection and Insurance Company. 
The growing popularity of the ex- 
ternal house organ during the last 20 
years no doubt is due to the increasing 
use of various types of sales promo- 
tional material to supplement publica- 


tion advertising. 





When Issued and How 


Once a month is the most popula 
frequency with which external hou 
organs are issued, this being true wit 
nearly 36 per cent of the publicatio: 
in this study. Other frequencies fo 
low in this order: Bi-monthly, 25 px 
cent; quarterly, 23 per cent; six a 
published five times a year; five, eig! 
times; two, semi-annually; two, sen 
monthly; and a smattering at odd i: 
tervals. 

Practically all external house orgar 
are mailed in envelopes; only 13 out 
of the 192 in this survey are self 
mailers. About 45 per cent of thos 
using envelopes print something be 
sides the corner card on them to creat 
interest in the contents. Practically 
all include a return postage guarantee. 

In less than 50 per cent of the cases 
are external house organs sent to stock 
holders as a regular practice. Some are 
sent quarterly at dividend time, others 
when there are special issues. 
Circulation of House Organs 

The circulations of external house 
organs range from 250 copies to 160, 
000 copies per issue; the number, of 
course, being determined by the size 
of the market to be covered and the 
selectivity used in compiling the mail- 
ing list, although on this latter point 
there is a tendency to be liberal because 
one important function of the com 
pany publication is to contact espe 
cially those customers and prospects 
who cannot be covered economically 
by the sales force. 

The great bulk of circulations in 
this field run between 1,000 and 35, 
000; there are three with circulations 
from 100,000 to 109,999, and four 
which have over that amount. The 
mean of the circulations of all these 
house organs is around 15,000 copies 
Size and Number of Pages 

The majority of external house o! 
gans fall within a few general s 
classifications: 13 per cent of then 
from 10x14 inches to 15'%x2! 
inches; five per cent from 9x11! 
9344x1234 inches; 56 per cent fr 
8x10'4 to 8354x1134 inches; abo 
nine per cent from 6x8 to 6344x9 
inches. The most popular size is 8 
11 inches, 47 per cent of all be 
trimmed to those dimensions. 

About 26 per cent of the public 
tions consist of eight pages per iss 
and another 25 per cent average f: 
pages; 12 per cent have 12 pages; 
per cent, 16 pages; eight per cent, 
(Continued on Page 54) 
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Reincke-Ellis-Younggreen & Finn, Inc., Chicago 


The New Science of Aduertising 


A new approach to the analysis of advertising as 
a scientific rather than an inspirational practice 


@ A GREAT deal of muddy think- 
ing about advertising is due to a 
vagueness in regard to what adver- 
tising it, This is a common experi- 
ence when we endeavor to communi- 
cate ideas about abstractions. 

All we really mean when we talk 
about advertising are the effects of 
Advertising 
by itself simply doesn’t exist. ‘To 


a written sales message. 


advertise” means to publish an adver- 
tisement and an advertisement relates 
to something specific—a product or an 
idea. We hear that advertising is a 
great economic force, that by increas- 
ing demand it has made mass produc- 
tion possible, that it has made available 
to millions what would normally have 
been the privilege of hundreds. We 
have the opponents of advertising who 
call it an economic waste and the 
defenders who say it is responsible 
for our American standard of living. 
\ctually we are just indulging in 
rhetoric when we talk this way. The 
whole is equal to the sum of the parts. 
[he parts are the individual advertisers 
ino one that I have worked with 
ever advertised for any other rea- 
than because, under certain cir- 
nstances, he could sell more at less 
nse by advertising than by any 
means. I have still to see a 

ite owner or the corporation 
dent who will pay real money 


t 


.. . ° 
the perpetuation of an abstract 
C us assume, at least for the 
ses of our discussion, that adver- 
is, as Hopkins put it, simply 
smanship in print.” How nearly 
tihe is printed salesmanship? 
ed on an address before The Adver- 


Roundtable of Southern Michigan, 
Mich., June 26. 
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Here we run head-on into another 
definition—science. Hugon defines 
science as “a systematized body of 
facts obtained by observation and veri- 
fication.” I like this definition be- 
cause it recognizes science as a dy- 
namic, moving growth of knowledge. 
If science consists of facts obtained by 
“observation and verification,” it is 
no more precise than the means of ob- 
servation, not more definite than the 
facilities for verification. Our expe- 
rience with the so-called “exact” 
sciences bears this out. The astro- 
nomical knowledge of Galileo was lim- 
ited by his equipment—he was none 
the less the great scientist of his era. 
Newton’s “laws” stood unchallenged 
until Einstein proved to be a better 
mathematician. Science is a living 
thing. It grows and develops. And its 
analogy to advertising is so close as to 
be inescapable. All science has an ad- 
mixture of art—witness the science of 
medicine and the art of healing, the 
science of musical sound and the art 
of composition, the science of engi- 
neering construction and the art of 
architecture. 

Conversely, every art has a basis in 
science and the great artist is he who 
has the surest foundation in scientific 
principles. On this basis we can refer 
to advertising as a scientific art. 

Now, remembering that advertising 
is merely one method of salesmanship, 
let us examine it to see if it conforms 
to scientific procedure, if there are 
any scientific “laws.” Hogben says 
that a scientific law is “an observed 
regularity of nature.” We have also 
been told that things change but peo- 
ple don’t. Since advertising deals with 
people, what regularities, what con- 


stantly recurring principles do we find 
that are invariably effective in in- 
ducing response from people? 

One compelling motive of action 
comes to mind immediately—self- 
interest. On this cornerstone rests the 
entire foundation of successful selling 
by any medium, verbal or visual. 
Please do not dismiss this as trite or 
banal. It is a cardinal principle that 
is honored more in the breach than the 
observance. Very distinctly and very 
emphatically this self-interest refers to 
that of the reader and not the adver- 
tiser. If you think the self-interest of 
the reader is taken for granted in all 
modern ads, listen to these headlines 
from a recent issue of a famous mass- 
circulation weekly: 

“Wonders of America—Smashing the 
Invisible” advertises a pipe tobacco 

“Manufacturers are proud of the tobac- 
co you see in Blank containers” advertises 
glass containers. So what if they are 
proud? 

“An incredible chicken—this country 
style fryer” advertises frosted foods 

“The Admiral ordered me to marry 
you” is the headline of a coffee ad 

“The height of quality” is the sole ap 
peal to your interest in a whisky ad 

“Busier than ever” is a telephone ad 
headline, of all things. I’ve cursed silently 
at that situation many times 

“Now your choice of 3” for an electric 
razor. Why three? 

In the same issue are many ads, of 
course, that remember the reader: 

“Why pay more? Why accept less?” 
for a low priced car. 

“Don't spoil your cocktails’—for a 
liquor ad 

“Isn't your life worth a quarter’—for 
auto brake fluid. 

“You don’t have to break it in’—for a 


pipe. 

Did you ever notice how users of 
small ads come right to the point 
while the big advertisers wander all 
over the lot trying to be clever? As 
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a reader, could you mistake the inter- 
est in your problems, could you fail to 
respond to blunt appeals like— 


“Is your hair dull, lifeless, hard to 
manage 

“You'll always be constipated unless 

“Don't gamble with burns, cuts.” 

“Good-bye to money worries.” 

“When your eyes are tired, do this.” 

Many advertising texts give extend- 
ed lists of emotions which can be ap- 
pealed to effectively. Every one of 
them narrows down to the one prin- 
ciple of self-interest, split two ways: 
(1) the promise of reward; (2) the 
fear of punishment or loss. Of these, 
the promise of reward is the more 
compelling; that’s why positive sug- 
gestions are preferred to negative. In 
any event, note that the successful 
appeal guarantees a change from pres- 
ent conditions, good or bad. A good 
ad is never static. 

[ have no intention of going 
through a succession of appeals that 
have proven invariably effective. This 
one example iS enough to show that 
inspiration must have a factual, scien- 
tific foundation. But how about the 
mechanics of expression? Is there more 
than style to writing good adver- 
tising? 

Here again I can give you one sim- 
ple rule that, combined with the uni- 
versal appeal of self-interest, will prac- 
tically insure response. Very few peo- 
ple are normally reflective or analyti- 
cal. Aside from themselves, people are 
primarily interested in other people— 
fiction is preferred reading. People 
like stories, anecdotes, news. Second to 
people, readers are interested in mate- 
rial objects, in things they can sense. 
Description follows narration as a pre- 
ferred form of reading—travelogues, 
new inventions, articles on how things 
are made or used. Least of all are 
people interested in the abstract, in 
ideas, or mental concepts—in exposi- 
tory writing. 

It is easy to verify this in a field 
where people are profoundly moved 
emotionally—religion. Any of the 
widespread religions can furnish an in- 
teresting parallel. Take Christianity, 
for example. Much of Christ’s teach- 
ing was in parables—stories. Similes 
and metaphors were used to add de- 
scriptions of things to abstract ideas. 
When pure exposition was used (as in 
the Beatitudes of the Sermon on the 
Mount), the intensely powerful appeal 
of self-interest was aided by holding 
out the promise of reward or the fear 
of punishment. 


If you think this is too elementary 
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This page shows intelligent use of publica- 
tion advertising by telling customers why 
deliveries had been delayed and announcing 
that prompt deliveries are being made again 


a doctrine to be overlooked by any 
seasoned practitioner, analyze the al- 
most total failure of the widely touted 
efforts of the National Association of 
Manufacturers to sell the American 
Way of Life and to stem the tide of 
labor toward the New Deal. Here was 
a campaign within the last year that 
utilized outdoor advertising, radio, 
publications, and direct mail to sell 
the viewpoint of American industrial 
management to labor. Why did it fail 
to produce noticeable results? 

The answer is simple. The creators 
of this campaign picked the hardest 
possible advertising task—the sale of 
an abstract idea, and utterly failed to 
utilize the power of a promise of re- 
ward or the fear of loss. All that the 
American workman was told was to 
be satisfied with his present condition, 
because it was so much better than 
that of workers in other countries. He 
was told what he could buy for a day’s 
work compared with what foreign 
workmen could buy, how he owed his 
luxuries to the system of private profit. 


It was static advertising of an 


intellectual conception. Meanwhile, 
Washington was promising more and 
more benefits and warning of what 
would befall if the Economic Royal- 
ists were allowed to regain control. 
This was dynamic advertising on a 
theme of self-interest. The decision of 
Labor was inevitable in spite of last 
minute 


exhortations by prominent 


labor leaders. 


A great deal of so-called institu- 


tional advertising is blighted by the 
same handicaps of promoting an idc 
without referring it to the reader 
self-interest. How often we rea 
“Since 1850 Blank has led in the pr 
duction of quality gadgets. Far-sight: 
engineering and unswerving adheren 
to rigid standards of excellence hay 
made Blank the preferred gadget | 
men who know.” 

Now the statement of two fund 
mental principles does not constitu 
proof of the existence of a science, bi 
the fact that there are amy invarial 
factors encourages the search for mor 
the adoption of a scientific attitud 
toward research. Much of the criti 
cism of the statement that advertising 
can be scientific is based on confusion 
between that portion of advertising 
practice which is an art and that 
which is amply demonstrable as scien 
tific. I will be the first to admit that 
an unimaginative person who can’t 
write well will never produce good 
copy from a set of principles. Nor 
could the flashiest native talent suc 
ceed without some knowledge of ad 
vertising procedure. But in the middle 
ground I would prefer a merely com 
petent workman using proven princi- 
ples to a good writer using no princ! 
ples. Let us examine the structure of 
an ad for the moment, and try to 
separate what is strictly controllable 
technique from that which is purely 
inspirational and stylistic. So much of 
what is written or spoken about ad 
vertising is general or vaguely stimu 
lating that we need to focus our study 
on those aspects which are capable of 
“observation and verification” if we 
are to build a science. 

I am going to call an advertisement 
(1) a persuasive statement (2) on 4 
specific subject (3) directed to an 
audience of one. This is not the best 
definition that could be devised and it 
probably includes a number of things 
that are not advertising—as for in 


] 


stance the persuasive statement of 


gunman on the specific subject of you: 
valuables—but if the definition is too 
broad, at least all advertising can 
included in it. I want to use 

definition largely because these thi 
facts deserve emphasis: 


th 


1. An advertisement is a persuas 
statement. Thus when I mentior 
the three forms of writing—narrati 
description and exposition—I p' 
posely omitted persuasion, since 
advertising must be permeated w 


(Continued on Page $2) 
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y JOSEPH G. VAN DE LOO 


\dvertising Production Manager, 
_ G. LeTourneau, Inc., Peoria, Ill. 


How LeTeurmeau Get, Handles, and 
W404 Photographs 


Streamlined filing system is the hub of a profitable 
activity which supplies photos where and when needed 


@ THIS TYPICAL case history of 
the evolution of an industrial pho- 
tograph filing system shows how other 


companies can avoid the first two false 


steps Common in trying to set up per- 


manent photograph files. 

1. The “catch-all” cardboard box, 
better known as the “W. C. Fields fil- 
ing system,” first used by R. G. Le- 


Tourneau, Inc., when it got its start 
back in 1929, was quickly abandoned 


in favor of, 


2 After num- 


The picture book. 


bering and pasting in over 3,000 prints 
and painfully jotting down job memos 


under each, the books proved no more 


efhcient than your Aunt Minnie’s fam- 


ly photo album . . . and not half so 
evealing. That was five years ago. 
Since that time, over 7,000 nega- 
and hundreds of thousands of 
yrints have been handled through the 
resent filing system with loss of but 
negative in all that time. For 


rther proof of its efficiency—the 


present method has weathered five 
years of constant equipment model 


nges, new company and market 
lopments, without need for a sin- 
revamp in the filing structure. 


Here's How It Works 


rst, let’s take a look into one of 

hile drawers. There are five vari- 

red index positions. All tabs at 

extreme left are blue and show 
LeTourneau equipment unit 

ANGLEDOZER 

BULLDOZER 

CARRYALL SCRAPER 

CRANE 

POWER CONTROL UNIT 

ROOTER 
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SHEEP'S FOOT ROLLER 
TOURNAPULL 
TOURNATRAILER 
MISCELLANEOUS 


Second index position, reading from 
left to right, is salmon-colored and 
breaks down each unit into models. 
Take Carryall Scraper for instance, 
with its many model listings of: 


NU—45-Yd. LU—19-Yd. M—7.5-Yd. 
N 33-Yd. F 16-Yd. G—6.5-Yd 
RU—30-Yd. FP—15-Yd X—4.0-Yd 
W —23-Yd. LS—11-Yd. Z—3.5-Yd. 
FU —23-Yd. L —9.5-Yd 


(In this case the letters indicate 
Carryall model; the numbers, yard- 
age capacity of each model.) 


rN 


<> 


i 


Val +: 





The third, fourth and fifth index 
positions are all manila and carry the 
following job applications in alpha- 


betical order: 


AIRPORT MINING 

DAM MISCELLANEOUS 
INDUSTRY TEST FARM 
ROADWORK EQUIPMENT STILLS 
LOGGING EQUIPMENT DETAIL 


Indexes for these standard job 
breakdowns are typed up only as 
needed. The same holds true with first 
and second index positions which are 
made up as new equipment and mod- 
els are built, and new job applications 
developed. This is one reason why this 


po 


With this highly organized filing system in the R. G. LeTourneau, Inc., advertising depart- 
ment, one man handles all details in connection with 7,000 negatives and many more 
thousands of prints needed for advertising and sales use. A complete record is established 
for each item so that photos of all types of equipment are immediately available 
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The small and large photograph file envelopes used by the R. G. Le Tourneau, Inc., advertising department for keeping instantly available 
many thousands of photographs for advertising, sales, and publicity work. One print is pasted on the front of the envelope which also 


carries complete data about the equipment and job shown. These 


and job application 


flexible filing set-up has proven so 
idaptable, to keep pace with the fast- 


changing picture here at LeTourneau. 


Complete Picture at a Glance 


Each photograph file envelope is a 
complete, permanent picture and job 
story record in itself, with all the data 
und a copy of the print pasted on the 
front side. “Dope” is placed on the 
facing side only, as this saves time in 
scanning through the files, saves un- 
necessary handling in taking the enve- 
lope from the file and eliminates pos 
sibility of misfiling. 

On the upper right-hand corner of 
the picture envelope, under Subject 
File we list Unit, Model and Job Ap- 
plication, to correspond to the en- 
velope’s position in the drawer. Next 


follow: 


NEGATIVE NO 
PHOTO REC'D FROM 
DATE OF PHOTO 
EQUIPMENT OWNER 
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JOB LOCATION 
JOB DESCRIPTION 
OTHER REMARKS 
By filling in each item, a complete 
record is established, from name of 
photographer and date taken (an im- 
portant factor in future history rec- 
ords) on through to such general in- 
formation in the Job Description box 
as: yardages involved, equipment on 
job, uses, types of materials, actual 
When sev- 


eral units are photographed on a single 


job production data, etc. 


job, they are cross-indexed to each 
other in various sections of the file, 
by showing the complete job photo 
series number in the Remarks box. 
Then, to keep the picture files cur- 
rent, with the latest material always 
in ready reference position, the en- 
velopes are filed with the newer num- 
bers to the front. Thus, older job 
photographs and pictures of obsolete 
models will be automatically worked 


are filed according to equipment classification subdivided by models 
Small envelopes hold 3x5-inch field engineers’ shots, large ones, the 8x10-inch photos by commercial photographers 


back to the rear of the file drawers. 

A supply of from eight to ten avail 
able prints is always kept inside 
each envelope, together with infor 
mation stickers giving data “okayed 


for release.” 
. .» But Where are the Negatives? 


Negatives are filed separately, 
numerical order, for several reasons: 
First, to serve as a cross index to eve 
photo filed. Each negative file ca 
shows the Subject File, along with t! 
number. Second, to quickly locat 
any photo requested by number on! 
And, third, so negative file can 
quickly moved to safety, in case fi 
or other damage threatens. Figure 
3,000 8x10 negatives alone on file h« 
at the regular commercial photo 
rapher’s rate of $5 per negative—th 
makes a sizable $15,000 investment 
large-size negatives, not to menti 


(Continued on Page 88) 
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By HARRY W. FORTEY 


Assistant to the President 


DeWalt Products Corporation, Lancaster, Pa. 


Preollems 


Present and Future Aduertising 


, Under defense conditions, the problem is to build 


and hold good will and plan for the post-war period 


P @ VERY FEW of us realize the im- 
mensity of the defense program, espe- 
cially as it relates to individual indus- 
tries. We see things going on all 
around us with various kinds of big 
manufacturing projects, such as tre- 
mendous aircraft buildings, etc., but 
when we realize that only one-third 
f the money has been allocated for 


the defense program, it is quite evi- 


4 dent that a terrific avalance of busi- 
ness is yet to follow. 

3 Does anyone doubt for a moment 

which way this country is heading? 

We are definitely committed to a 

LE project and a purpose, and we are on 

$ a one way street in which there is no 

pussibility of turning back. At the 

present time this country is spending 

roximately $10,000,000,000 a year 

ror defense while Hitler is spending 

000,000,000, according to all 

wn statistics. To match his pro- 

: 1 it is going to be necessary for 

* country to spend $30,000,000,000 


ur. If that is so, then we will have 
roduce three times as much as we 
now, and if there is a definite 
ity of raw materials at present, 
ive it to your imagination as to 
the picture will be when we in- 
e expenditures three times what 
ire today. 
hese statistics are vitally important 
he industrial advertising man be- 
they flash a warning signal as 
hat may be expected in his indus- 
m an address before the regional 


rence of the Detroit Industrial Mar- 
s, June 13. 
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try in months to come. The machine 
tool industry has been in a predica- 
ment for a year or more now, whereas 
many manufacturers in other lines 
have not felt the extreme pressure; but 
it won’t be long. 


The Ad Man’s Problem 


The problem that confronts the in- 
dustrial advertising manager in times 
like these is this: What kind of adver- 
tising should he do when his company 
is sold out for a year ahead? What 
kind of advertising should his com- 
pany do to retain the good will of cus- 
tomers during this crisis when it can 
not deliver or accept orders for many 
items, and what kind of a foundation 
should be laid that will be of benefit 
to his company when the curtain falls 
and the defense boom is over? This is 
undoubtedly the greatest challenge 
ever thrown out to the industrial ad- 
vertising profession; and it will take 
much careful planning and good sales- 
manship on the part of the advertising 
manager to put a long range adver- 
tising program into effect. 

The company that expects to retain 
the good will of its customers during 
this emergency and after it is over 
must see the customer’s viewpoint, and 
the customer must see its viewpoint. 
For example, if a customer is not able 
to get equipment from your company 
for a long time to come and yet reads 
ads every month in business papers 
wherein you ask for inquiries on your 
products, he is apt to discount such 
messages and say to himself: “Why is 





this company asking for such inquiries 
when they know right well they can’t 
fill the orders already on hand?” 

A much more practical approach to 
this prospect, it seems to me, would be 
to convey to him exactly the situation 
that prevails in your industry and 
company and get him to appreciate 
your problems. Then he will be more 
tolerant toward your organization and 
undoubtedly far more willing to wait 
to obtain your equipment if he knows 
the true situation. Be fair with him! 
Salesmen Become Service Men 

Don’t take the attitude that you can 
get along without a particular cus- 
tomer in times like these and that you 
will take care of him when you get 
the time. This is dangerous practice. 
As a matter of fact, many sales or- 
ganizations in the machine tool indus- 
try are spending a great deal of their 
time explaining to customers the situa- 
tion existing in their plants and show- 
ing them how they are trying every 
way they know to meet the problems 
of production and serve their cus- 
tomers, and this is building good will. 
If that is effective for the salesman, 
why isn’t it equally effective in adver- 
tising? It requires careful handling, 
but I believe it can be done. 

There are, undoubtedly, many ways 
in which your company can serve cus- 
tomers during this emergency besides 
just sending them equipment. These 
services should be brought to the at- 
tention of customers and prospects. 
That is another job for the advertising 


3| 














department. You can also do a great 


deal to assist customers in training 
their shop men to a more efficient use 
of the equipment you sell, or intro- 
duce to these men improved operating 
methods that will help ease their pro- 
duction problems. I can cite an exam- 
ple of a machine tool builder being 
unable to sell a customer machines but 
methods 


they 


able ro suggest improved 


for tooling up the machines 
already had. This helped the customer 
immediately and was a very valuable 
service. This was rendered by strong 
advertising and direct mail, as well as 
through the service men in the field. 

It is well to keep in mind that with 
the terrific industrial expansion and 
the great demand for supervision over 
enlarged personnel in plants through- 
out the country, many manufacturers 
who normally had only two or three 
men to whom you were sending in- 
formation have possibly two or three 
dozen important men who should be 
receiving this information today. Your 
records should be checked carefully to 
you are this addi- 


be sure covering 


tional personnel. 


Changing the Plan 


Emphasis can be laid on the impor- 
tance of manufacturers not caught in 
the defense rush in planning how they 
can improve the efhciency of their 
plants to meet a steeper competitive 
market when this whole rush is over. 
Your company may have definite plans 
in mind that would be quite interest- 
‘wg to such manufacturers. All of 
i hese things are a real challenge to the 
alvertising department and are not 
he customary things we have been 
sed to doing in the past. This emer- 
gency, therefore, is a challenge to the 
industrial advertising man just the 
Same as it 18 a challenge to the pro- 
duction manager and to the president 
of the company. All of us are faced 
with complications developing from 
1 rapidly changing world, and no ad- 
Vertising manager can be content to 
go along as he has been in the past. 

Many customers are going to be lost 
to competitors. This is natural, but if 


they know definitely the reason why 


they are unable to obtain your equip- 


ment, and if you have retained their 


good will in the face of this, you will 
have no difhculty in recapturing them 


is customers when the time comes. 


But if you neglect to do this and let 


the customer sink or swim as best he 


can because you are too busy with 


your own headaches, he will remember 
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1) oAll BAND FILES 


TAKE THE PLACE OF MANY HANDS 


For greater speed and accuracy in internal 
and external band filing, nothing will 
equa! the results obtained with DoAll 
Band Files, which 
form an even, rigid 
file at point of work and automatically 
unlock to pass smoothly over wheels 


) Mowr of Hend Filing 
produces 2 ox. Chips 


1 Hour of Jig Filing 
produces 4 os. Chips 


1 Hour of DeAll Bend 
Filing oroduces 19 of 
Chips 


DeAll Bond Files come in 3 widths, 23 styles, 
cuts ond sizes. Send for litereture tedey. 


THE DOALL COMPANY, INC. 
1208 Thacker St. Des Plaines, Ill. 


Associated with tinental Machines, In 
Minneapolis, Minn 


Simple, interesting illustrations at the right 
visualize the increase-production story of 
DoAll band files and get the message over 
at a glance in an impressive, believable way 


your indifference later on, much to 


your sorrow. 

There will be a big shift in many 
industries. For example, I can see a 
trend toward the reduction of home 
building and residential construction 
during this emergency. The reason for 
this is a scarcity of raw materials so 
badly needed for defense. Any manu- 
facturer now obtaining a nice volume 
of business from retail lumber yards 
and residence builders is in for a sur- 
prise if he feels that business is going 
to go along as usual during this boom. 
It certainly will be to his advantage to 
find out where he fits into the defense 
picture because he will definitely be 
able to serve in defense construction, 
but it will be necessary not only to 
change his selling methods, but also 
to change his advertising to meet this 


new condition. 


Anticipate Your Position 


The smart advertising manager will 
find out from his president just what 
predicament the company will be in 
in the next six months with respect 
to priorities on materials, markets, etc., 
and will revise his advertising to meet 
the coming change. If he fails to do 
this and goes along the same way he 
always has, he stands but little chance 
to continue in the industrial adver- 
tising field without rude awakening. 

My recommendation to any indus- 
trial advertising manager would be to 
make a lot of 


get out in the field, 


contacts with customers in the next 


few weeks and learn exactly th 
predicament, see how they feel abo: 
your situation and talk to them abou 
the problems confronting your con 
From these 
readily come dozens of ideas whi 


pany. discussions 
will give you powerful advertisi: 
material. 

We must keep in mind that eve: 
body is ten times busier today th 
The: 
fore, have some consideration for t! 
reader. Don’t ask him to wade throu, 


he was a year or two ago. 


a lot of material when you can giv: 
him a condensed story in a dramatic 
way. Time is an important element 
today, and the advertising man must 
appreciate it. Otherwise, he will los 
the respect and interest of the reade: 

Above all, keep in mind that very 
few companies today need more busi 
but 
more good will, and your job is to 
find out how to build this good w 
in spite of existing conditions. 


ness, every company does need 


Guérin Succumbs to 
Heart Attack 
Loyola I 


Guerin, executive assistant 


the president of McGraw-Hill Publishin 


Company, Inc., die 
f >) June 18, at his home 
in White Plains, 
N Y , ota heart 
tack He was fort 
four years of age 
A native of Ns 
York, Mr Guert 
was graduated If 
the United States 
Naval Academy 
1920. He served wit 
the U. S. Navy 
lieutenant juni 
grade in line, 

Luk GUERIN and special engit eer: 
ing capacities u 
March, 1925, when he resigned to j 
General Motors Corporation in man 
ment, sales, marketing and advertising 
search work. In 1928 he joined McG: 
Hill Publishing Company as a member 
the research and sales staff, where he 
mained until May, 1936, when he resig 
to become assistant to the president 
G. M. Basford Company. In January 
this year he returned to McGraw-Hill 
executive assistant to the president 
was a member of the Engineers’ Clu! 
New York. 

Surviving are his wife, Marie Hollw 
Guérin, a daughter, Joan Marie, and 
father, William J. Guérin, retired p 
attorney and former deputy chief of! 
New York City fire department 


Machine Tool Shipments 
Continue Upward Trend 


Machine tool shipments for May 
estimated at $60,800,000, as compare 
$60,300,000 for April, $57,400,001 
March, and $32,800,000 for May, |! 
according to a report of the National ! 
chine Tool Builders’ Association, C 
land. 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Publicity Technique 


Moe Smith of Industrial Equipment 
News comments on our question and 
answer on publicity technique in the 
last issue, stating that we could have 
been more helpful by including his 
short but valuable outline with par- 
ticular reference to securing publicity 
on new products. 
‘ As publicity on new products is an 
important part of publicity work, we 
quote some of his subject headings and 
I am sure that he will be glad to send 
you a complete outline of this ma- 
‘ terial. The subject headings are as 
follows: “What Your Product Is,” 
“New or Improved,” “What It Is 
For,” “What It Will Do,” “How It 
Works,” “How It Is Worked,” “How 
It Is Put Together,” “How It Will 
Continue To Perform,” “What It 
Costs,” “What It Looks Like.” 


Sales Department Codperation 
On Mailing Lists 


| didn’t have an opportunity to talk 
to you after the NIAA meeting at 

Rockford, so 1 am taking you at your 

word and writing regarding a ques- 

tion | have about your mailing list. 

You stated that your mailing list 
now totals about 100,000 names and 
that each of your salesmen has a copy 
of the names which you have in bis 
territory. Does this mean that every 
one of the 100,000 names is given 
ome salesman or do you break 
un this large list into a “Select” 
ip, a “Large” group, a “Small” 
up, etc.? 

Ve, ourselves, have a mailing list of 
t 65,000 names and break it down 
his manner. It would be a simple 
igh job to give our salesmen a 

of the names on the “Select” list 
their record, but it seems that the 
would be a difficult one if we 
them the names in all of the 
pbs. You see, most of our salesmen 
manufacturer's agents handling 
r lines, so we must not burden 
too much, 
ur advice on this will be very 
appreciated, and if you can I 
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would like to have a copy of your 
report of call” form which you also 
mentioned at the meeting. 

SaLes MANAGER 

With regard to the mailing list, we 
divide it into three groups—‘‘A,” “B,” 
and “C.” The “A” group has poten- 
tiality of $1,000 sales a year or more; 
the “B” group from $200 to $1,000; 
and the “C” group $200 or less. 

Some years ago, we gave the sales- 
men sheets only on the “A” and “B” 
companies because these represent the 
salesmen’s calling list; however, later 
on we realized that our contact with 
the ““C” companies was very marginal 
and that the salesmen acting as general 
managers of their territory would 
very frequently have time to slip in 
a call on a “C” company or at least 
be able to check the correctness of the 
“C” company names in various towns 
as they traveled, so now all names are 
included. The “A” and “B” names 
are included on white tissues and the 
“C” names on yellow tissues. 

Each salesman has from 150 to 350 
“A” and “B” companies and from 200 
to 500 ““C” companies in his territory. 
The fact that the names are arranged 
alphabetically by state, town, and 
name makes it easy for a man to look 
up any company quickly even though 
he has a number of names and several 
books. For the most part, a man will 
have to take only one or two books 
with him on a trip because they will 
include that particular part of the ter- 
ritory he is covering. If a man’s terri- 
tory divides itself into natural divi- 
sions, we divide the books accordingly 
for his convenience. 

Because your men are manufactur- 
er’s agents, it may be safest for you to 
furnish them with only the preferred 
group of customers and prospective 
customers. 


How to Get Salesmen to Do 
Development Work 


We are endeavoring to find some in- 
centive to get our salesmen to do a 
particular job, not for simply increas- 


ing sales, but what we call develop- 
ment work. Our equipment and process 
can be used as a manufacturing tool 
by enabling manufacturers to secure 
better results in their finished products, 

Many companies who are using our 
method and equipment are not doing 
it in the most efficient way. Their 
designs may not be best adapted to our 
products—they may not be positioned 
properly in the work, they may not be 
using the proper type of product and 
thus fail to secure the proper reduction 
in cost. There are many ways of im- 
proving manufacturing through the 
use of our equipment. Many manufac- 
turers are using it only on a fraction 
of the things they manufacture. Our 
problem is to provide an incentive to 
our sales engineers to help with the 
above jobs which do not necessarily 
mean present sales but do mean sales 
next month, next year, or some time 
later. 

Will you please let me have any 
suggestions that you may have picked 
up through your contacts with others 
having similar problems? 

VICE-PRESIDENT. 

We have answered your letter in 
detail to you direct, but the following 
may be helpful to other industrial 
marketers. 

Make up case studies on exactly how 
you know sales engineers explain to a 
customer how he could change his 
method of manufacturing and save 
time and money and lower costs; how 
a sales engineer shows the customer 
how to change his methods and secure 
a stronger product at the same or 
lower cost. 

There may be ten or twenty dif- 
ferent typical situations showing 
exactly what was done and the splendid 
results that accrued not only for your 
customers but for your own company. 
These case studies are not easy to pre- 
pare but they are the very best method 
of showing your salesmen how to ac- 
complish your objective. Present them 
to your men one at a time in sales 
meetings along with full discussions 
of the subject so there cannot possibly 
be any misunderstanding. After you 
are sure your men understand what 
you want, require them to help cus- 
tomers in the many ways suggested 
and give you a report on just what 
they did. You might make the number 
of cases small in the beginning, per- 
haps only one or two a month. Then 
later work up to perhaps three or four 
a month without difficulty. In order 
to make this list legislative, you could 
arrange it so that your men would not 
(Continued on Page 127) 
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Trends 


A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 





Mechanical Engineers 
All Out for Defense 
@ DURING the past year mechani- 


cal engineers in common with all 
loyal citizens, have been devoting an 
increasing proportion of their time and 
energies to the national defense effort. 
As the nation goes further toward its 
“all out” objective, the trend of me- 
chanical engineering will become even 
more in the direction of speeding up 
production, the field in which me- 
chanical engineers are pre-eminent. 
Leadership in national defense and 
stimulation of individual and indus- 
trial activity has been furnished by 
The American Society of Mechanical 
already 


Engineers. Outlining — steps 


taken in this direction, C. E. Davies, 
secretary of the society, at present on 
leave of absence with the Ordnance 
Department in Washington, speaking 
before the Philadelphia section of the 
society, said: 

“To my mind, however, the most 
important, in fact the vital problem 
of all, is that of putting every work- 
able machine tool into production 
without delay. Even with a produc- 
tion of machine tools valued at $750,- 
000,000 in 1941 it is physically im- 
possible to equip American industry 
for the defense program in the time 
permitted. New machine tools are 
needed for new defense projects and 
reliance must, therefore, be placed on 
old tools already on the factory floor 
even though they be over-age. This 
need particularly applies to ordnance 
correctly 


manufacture because, 


enough, the higher military priority 
for aircraft and naval construction di- 
verts the new tools to these purposes 
and the builders of guns, tanks and 
shells are, by delayed deliveries of new 
tools, forced to improvise older exist- 
ing machinery for ordnance manufac- 
ture. This is a problem to challenge 
the best skill and experience of the me 
chanical engineer and I leave it with 
you, with a plea that as individuals 
and iS a group, you spare no effort to 
meet it. True, racking your brains over 
the way to make some broken down 
machine tool produce ordnance is not a 
military 


ceremony accompanied by 


pomp but its successful outcome will 
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result in producing ordnance and in 
giving our military forces the stuff 
they need. 

“Our country is facing a tremen- 
dous production task. As engineers, 
dealing daily with production, we un- 
derstand its time element, its possi- 
ble disappointment, and the vital need 
for its successful completion. We 
are in a position of great responsibility. 
We must do our work well and quick- 
ly that our nation may live.” 


Although the nation needs an 
enormous quantity of goods and de- 
signs that can be produced by routine 
methods, it faces an increasing need 
for the new and the refined design 
or product that marks a real advan- 
tage in economic or military compe- 
tition. The entire world is more ac- 
tively engaged at the present time 
than ever before in competition in 
these fields, and with the return of 
peace, economic competition will be 
even keener. 

What was a nine days’ wonder a 
few years ago will be hopelessly out- 
moded a few years hence. A margin 
of a few miles per hour in speed on 
the sea or in the air, an advantage of 
a few pounds less weight, or of shorter 
production time, or a longer life, or 
a more reliable product may be the 
difference between economic leader- 
ship and a second- or third-rate posi- 
tion. Through its committee activi- 
ties, its meetings, and its publications, 
the (SME is striving to give purpose- 
ful direction to the trend in engi- 
neering for the present and the future. 
It aims not only to assist the nation 
in becoming an invincible “arsenal 
of democracy,” but also to achieve the 
post-war world leadership it should 
enjoy.—GeEorGE A. STETSON, Editor, 


Mechanical Engineering. 


Explosion in Textiles 
More Than a “Trend” 


@ “TRENDS” is too mild and meek 
a term to describe the explosion which 
defense has caused in textiles. It has 
turned the industry inside out; con- 
verted a buyers’ into a sellers’ mar- 
ket; made deliveries—instead of or- 


ders—the worry of sales staffs, 


Statistically, the result is shown in 
the fact that Textile World’s index 
of textile mill activity reached an all 
time high in 1940—142 on the basis 
of 1923-25 as 100—and for the first 
quarter of 1941 soared to the fantastic 
figure of 175, on the same basis. 

Naturally, this was not all the 
direct outcome of defense orders fox 
textiles. The 


spent a half billion dollars on textiles 
f 


Army quartermaster: 
during the first nine months of the 
current fiscal year—that is, July 1, 
1940 to March 31, 1941. That’s a 
nice piece of change but only a rela 
tively small percentage of the dolla: 
volume of total textile sales. The 
main impetus came from the mass 
effect upon industries generally, result 
ing in higher purchasing power and 
sharply increased textile buying. 
Another textile event too harsh & 
be called a trend has been the impact 
of increased demand upon _ prices. 
Pressure of Army purchases on par 
ticular types of yarns and _ fabrics 
created several extremely tight situa 
tions, which in turn resulted in price 


OPACS has 
move against this trend—in the field 


advances. taken one 


of combed yarns—by establishing an 
arbitrary ceiling. 

From every standpoint, the change 
which has taken place in textiles has 
been more dramatic than any that has 
occurred since the last war.—Douc 
tas G. Woo tr, Editor-in-Chief, Te. 


tile World. 


Awards Presented at 
Agency Network Convention 


Among those receiving awards at 
tenth annual convention of the Natior 
Advertising Agency Network held in Chi 
cago, May 29 and 30, were: sales manu 
Roy Elliott Company, Boston, for N 
wood Engineering Company: data ur 
Ralph Dalton & Associates, Troy, O., ! 
Hobart Manufacturing Company: diré 
mail campaign, The Purse Company, Cl 
tanooga, for Dixie Mercerizing Compa! 
business paper campaign, Roland G. ! 
Ullman Organization, Philadelphia, | 
Manhattan Rubber Mig. Company 
most effective use of art and illustrati 
Hoffman and York, Milwaukee, for A 


Gallun & Sons 


Chicago Publishers Elect 
E. F. Hamm, Jr., Traffic World 

been elected president, Chicago Busin 
Papers Association, succeeding Charles 
Price, Heating, Piping © Air Conaiti 
ing. Other officers elected are: Vice-p 
dent, Kingsley L. Rice, Power Plant E 
neering: treasurer, W. J. Hannon, Am 
can Restaurant: secretary, Frank Kott 
American Artisan: directors, Charles | 
Price: J. M. Rodger, McGraw-Hill P 
lishing Company; Louis Brookman, J 
Concrete; and G. D. Crain, Jr., IND 
TRIAL MARKETING 
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When construction men move, these magazines move with them 


@ Take the case of Mr. X in Damville. Well, he 
doesn’t work there any more. He wrote and told us 
he'd be busy in Powder Plant City for awhile. Got a 
better job, too. Was Assistant Engineer. Now he’s 
Construction Superintendent. 

The case of Mr. X shows that you never know 
where construction men will be next . . . or what 
kind of job they'll be doing. We know, because they 
tell us where to send their magazines when they move. 
We recorded more than 19,000 moves in 1940—and 
there'll be more than that this year. 

For engineers and contractors know that, wherever 
they go or whatever problems they face on their next 


















jobs, they’ll find Engineering News-Record and Con- 
struction Methods helping to keep them up to date 
on new ideas, new materials, new equipment. They 
know that the how-to-buy-it information in the ad- 
vertising pages is just as important to their job suc- 
cess as the how-to-do-it authority of the editorial 
columns. 

That’s why you find more than 95% of new, big 
construction projects already staffed with readers of 
these magazines before buying begins. 

And that’s why these magazines can keep you in 
constant sales contact with your best customers and 
prospects . . . at less than 34c per selling contact! 


What to Say in Your Advertising TODAY! 


@ Because of months of research among our readers, we 
think we are in a position to really help advertisers who 
are concerned with “what to say’. But first we'd like to 
mention some of the reasons why the suggestions of these 
readers will help you. 


You can réduce sales and service costs by offering printed matter 
designed to inform and help your customers. 

You can build good will by talking frankly about slow deliver- 
ies, telling why you can’t deliver now and what you're doing 
about it. 

You can contact new men going into construction work. They are 
becoming buying factors now .. . and will be even more important 
to you in years to come. 

You can protect your position against renewed competition that 
will follow the war emergency. For manufacturers of construction 
products will feel the slackening of war demands long before others. 


Here is a brief outline of things we've learned 
from engineers and contractors: 


They're particularly interested right now in products that will 
speed construction of defense plants, roads, air bases, waterworks 
and sewerage, Army camps, bridges, naval bases and pipe lines. 

Also in products which help to create more floor space in exist- 
ing structures. Many factories producing for defense are desperately 
trying to squeeze out more manufacturing and storage space. 

Many of them are highly concerned about deliveries. They want 
to know why deliveries are slow and, even more important, when 
deliveries can be made. 

Especially do they want engineering information about advertised 
procucts. And they’re always interested in informative and helpful 
literature published by manufacturers. Such as handbooks, instruc- 
tion books and catalogues that help train new men, show how to 
get most from existing supplies and speed construction. (An 
effect\ve way to get inquiries is to make a coupon offer of such 
liter re.) 

* * * 


Here are typical comments and suggestions from Engi- 
nee’ ng News-Record and Construction Methods readers: 


Cra! BOOMS—“The advertising pages should be made as informa- 
tiv. the news pages and articles. For instance, I want to know 
g ranges and lifting capacities.” 


FACE BRICK—“It often pays to buy a higher-priced product on ac- 
count of the speed of construction it makes possible. I want to know 
if brick is brittle—if it is, it causes breakage and rehandling.”’ 


POWER SHOVELS—“The more facts a manufacturer gives mé in his 
advertisements, the better chance he has of selling me. For example, 
how does the crowding action work—cable or chain? And can you 
shake the dipper to clean out the clay?” 


HOLLOW TILE—“I’m interested in facts showing how a product 
saves time in construction. Is it uniform in size, and shaped square, 
so that it will lay up quickly?” 

SIDING—“Mechanical description, drawings and diagrams always 
help to make things clear. I like a sketch showing exactly how it’s 
applied and its relation to the rest of the building.” 


These are only a few samples of hundreds of reader comments 
on advertising. If you want more information on what engineers 
and contractors want you to say in your advertising, we think we 
can help. Write to A. E. Paxton, Manager. 
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Sales Promotion... 


Ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — Sales Helps 





Bid and Cost Kit for Floor Contractors 


Makes Successful Promotion 


@ REMEMBRANCE advertising that 
1s serviceable and directly ties in with 
the product represented is usually 
found to be a good investment. And 
that is the experience >. 5. Mellor, ad- 
vertising manager, Porter-Cable Ma- 
chine Company, Syracuse, N. Y., 1s 
having with a “Bid and Cost Kit for 
Floor Contractors” which he devised 
und is now promoting through district 
representatives and in advertising 
space in Flooring and the company’s 
house organ, “Porter-Cablegram.” 

The kit was designed with a realiza- 
tion that thousands of floor workers 
ind refinishers are somewhat negligent 
regarding advertising ind methods to 
promote their business. The forms in 
the folder are used by them to give 
written quotations on _ prospective 
work. The inside sheet is 84x11 
inches and folds into three sections: 
(1) the original quotation w hich goes 
to the customer; (2) a duplicate 
which the customer is asked to sign if 
he orders the work: and (3) an esti 
mating sheet which stays in the book 
\ sheet of carbon paper is fastened 
to the cardboard flap which serves as 
1 writing surface On the back of the 
original quotation sheet, which is per- 
forated, is a pointed message on “The 
Adv intages of Fine Floors,” stressing 
by subheads beauty in the home, fam- 
ily health, easier cleaning, and longer 
rug life, and closes with a short plug 
for work done with Porter-Cable floor 
equipment. 

On the back of the duplicate quota- 
tion sheet is a multiplic ition table and 
Figuring Space” for convenience of 
the estimator. While on the reverse 
of the estimating sheet is a form for 
recording the actual cost of labor and 


materials used on the job, date finished, 
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Porter-Cable Machine Company furnishes floor contractors with a handy kit of forms 


use in submitting estimates on work and keeping records. 


through representatives. Contractors may purchase them in quantities at a nominal pr 


billed, and paid. Thus it may be seen 
the kit makes a complete business sys- 
tem for the contractor. The cover of 
the kit is printed to simulate wood 
grain. 

When the kit is mailed to a con- 
tractor on request, a double 3xSinch 
perforated yellow slip is enclosed which 
thanks the person for their request and 
isks them to accept the kit with the 





company’s compliments. On the 
verse side is an order form for ¢t! 
use in ordering six additional kits 
one dollar, postpaid. The other 

supplies which the company furnis 
of the slip is an order form for ot 
at nominal cost, such as station 


billheads, mailing folders, cards, « 


Porter-Cable has 110 district rep 


sentatives throughout the country 
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CELOTEX 


AtaousTicar 
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By the use of animated transalites in the back panel of this display of The Celotex Corp- 
oration, the effect of noise on the human nervous system is dramatized. One panel shows 
how sound bounces off ordinary walls and ceilings back into the ear causing nerve strain, 
while the other panel illustrates how sound is absorbed by an acoustically treated ceiling 


Sales Promotion . . 





they are offered these kits at cost with 
their names imprinted on the back 
flap. The charge is made to discour- 
age indiscriminate distribution. The 


idea has met with splendid success. 


+ 


Animated Exhibit Shows 
Sound Absorption 


@ AN 


th it dramatizes Ww ith 


acoustical products exhibit 
marked sim- 
plicity the effect of noise on the hu- 
man nervous system, and demonstrates 
graphically how Celotex acoustical 
products absorb unwanted sound, is 
being displayed at 1941 conventions 
by The Celotex Corporation, Chicago. 

The story is told through two sim- 
colored 


ilar panels, animated with 


light. One panel shows how sound 
waves bounce about the walls and ceil- 
ings of the ordinary plastered room 
and back into the ear of the occu- 
pant. The opposite panel shows how 
1 room containing acoustical treat- 
ment minimizes the amount of sound 
reaching the occupant’s ear. 

The demonstration is carried out by 
of duplicate 


1 simple arrangement 


elements in each panel; a human mask 


40 


against a dark background, a lighted 
sound path and an electric bell. When 
the bell is rung, in the first panel, 
the sound path lights, showing the 
travel from hard walls to ceilings, 
back to walls and into the human 
ear. When the bell is rung in the 
second panel, the lighted sound path 
shows the travel from source, to wall, 
to ceiling where it is absorbed. The 


expressions of the respective masks re- 


We thought we were Optir 
ee ee 


th LEme, ee 
=e cor ® Cx 






flect the contrasting reactions of an- 
noyance and comfort. 

Celotex sound quieting and sound 
deadening products are displayed in 
the wings to the sides of the drama- 
tized panels together with back-light- 
ed, transparent photos, in color and 
black and white, of installations of 
The exhibit was built 


by Olsen Designers, Chicago. 


the materials. 





+ 
Timken Bearing Shows 


Defense Work in Book 


@ DESIGNED to show its participa- 
tion in the defense program and to 
capitalize the importance of its prod 











Shirley Deane, 20th Century-Fox singing and 
dramatic star, dons a new type painter's cap 
now being used as a promotion piece by 
American-Marietta Company, Chicago, man- 
ufacturer of Valdura heavy duty industria! 
paints. The cap has an elastic head band and 
a transparent green visor to relieve glare 
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RECEWED FROM JORBERS ExCLUsivtty 





When Blackhawk Mfg. Company, Milwaukee, experienced a sixty-three per cent increase 
jobbing business instead of the twenty per cent it had planned for, it capitalized the 
spurt in orders by issuing a four-page |1!x!5 four-color lithographed folder thanking job 
bers for the business and telling them what is being done in way of plant expansion, extr 
shifts, and speed-up methods to take care of their requirements if they will only be patien 
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The Town Is Full of Strangers 


T can be conservatively figured that for every thousand new men going 
into growing manufacturing industries, there will be ten changes in 
executive positions. The factory manager will need a couple of more 
assistants, the production engineer is moved upstairs, foremen become 
department superintendents and the purchasing agent, hired away by 
a competitor, is replaced by another. So it goes, some moving up’ some 
moving in and some moving out. 


With five million new workers coming into manufacturing industry. 
this means 50,000 executives in new positions. And half of that number 
will be in our metal working industry. 


Twenty-five thousand new acquaintances and friends to make! That's 
equivalent to ringing all of the doorbells in Ann Arbor, Mich., or Ithaca, 
N. Y. And it reminds me of a story. 


Bill Jones went back to visit the home town after a three-year absence. 
After three years in a big city where he did not know one person in a 
thousand, he looked forward to spending a week where he knew every- 
body. 


He wanted to see his old friend Joe, the station agent, and borrow a 
friendly chew of his plug tobacco. He wanted to slap the one man police 
force on the back and ask it about its seven kids. He wanted to say 
“howdy” to Mazie, the blond cashier at the Eureka House, whom he 
called “Toots” in bygone days. 


First thing Bill did on arriving at the home station was to look for Joe. 
But Joe the station agent had been drafted and there was a new man 
in his place. Even Sam, the amiable driver of the ancient taxi, was gone 
and in his place was a stranger with a shiny six. 


Driving along Main Street, Bill found that most of the stores had 
changed ownership and carried new and unfamiliar names. And stop- 
ping off at the Eureka House he discovered that “Toots” had left town 
a year ago to get married and now had twins. 


Bill's father and mother had changed, too, but he could still recognize 
them. And the first thing he said to them was: “Gosh, the old town is full 
of strangers.” 





r al There may be a mesel | in this story for some of the sales and promotion 


executives who are slumbering in the somnolent sunshine of Uncle Sam’s 
billions. In the days to come, when you need orders, you don’t want to 
find your towns full of strangers. The time to make their acquaintance is 
before you have to sell them. 





President and Editor 


caine 





Here’s 
the Moral 





The Iron Age can introduce your company to more and 
more “strangers” in key positions in the metal-working 
industry, as a result of constantly increasing circulation. 


It's the reason, too, why industrial ad- 
vertisers are using more space in The 
Iron Age (2,218 pages in 5 months of 
1941) than in any other magazine. 
They are making the contacts that will 
count heavily in the days to come. ‘ . 


Vice-President and General Manager 
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ucts in helping other manufacturers 
do their bit, The Timken Roller Bear- 


ing Company, Canton, O., has issued a 





thirty-two page book which tells the 


story principally with dramatic pic- 


tures and captions. The reader is taken 


through the company’s plants and 


how they were expanded in 


show n 
preparation tor the task now at hand, 


then into various fields to see where 


Timken roller bearings and steels are 
functioning to keep the wheels of in- 


then given an 


dustry whirling, and 


naval and army equipment 


exhibit of 


they 


in W hich ire playing an impor 


tant role. 


The foreword of the book declares 


its mission in this fashion: 
r) . 
I react ing 
ler Bearir M4 
fense pro 
publication 
other Ameri 
help awaken 
ibsolute neces 


productive effort 


preparedness prt 


Bearing Compan) 
y vital part played 
defense 
the present 


tor it, ex 


equipment, 
emer 
ready 
hat was even thet 
anutacturing capa 

bearings 
| The 


mpany met its re 


Way in 
which the 
ponsibility 2 | vital importance of 
Bearings ; Timken Steel in the 
ery used for making defense equip 
3 The ibs« lute necessity for these 

ken Products in the equip 
ment itself 


The book is 8534x1134 inches in size 


Timker 


defense 


and is printed in orange and black. 


Unique counter display now being offered 
to dealers by Russell Jennings Mfg. Com- 
pany, Chester, Conn., with a deal of ten 
auger bits plus an extra bit free. The base 
is blue-lacquered sheet metal; the upright 
1'/-in maple, clear varnished. Two bits fit 
through holes in the stand; others are held 
by clips permitting removal for inspection 
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The litht hare tance Of 


ts 


ATIONAL DEFENSE 


TIMKEN BEARINGS INN 


Front cover and typical pages from deluxe thirty-two page book just issued by The 
Timken Roller Bearing Company, Canton, O., to show what the company has done and is 
doing to help speed up the defense program, and where its products are being used in war 


equipment. 


within stiff board covers, 


It is held 


laminated, with blue plastic binding. 


+ 
Kodachrome Movie Shows 
Lithographic Process 


@ A KODACHROME movie which 
explains in detail the lithographic off- 
set process has been produced by Har- 


The book is printed in two colors, has laminated cover and plastic binding 


ris-Seybold Potter Company, Cleveland 
manufacturers of printing and litho 
graphing equipment. The film was 
prepared as an educational project for 
exhibit before graphic arts clubs, ad 
vertising clubs, schools, and other in 
terested groups. The picture is on 16 
mm. film, 1,200 feet long, and runs 
about forty-five minutes. 


Exhibit of The Lincoln Electric Company, Cleveland, at the Western Metals Exposition er 
Congress which featured welding in national defense and demonstrations of special equ’; 
ment and electrodes for use on aircraft steels and in speeding up production of shipbuildir 
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WHAT THEY GET OUT OF FACTORY (continued) 


He’s “A Sucker For Charts and Pictures” 


SUPERINTENDENT OF LARGE MIDWESTERN STOVE MANUFAC. 
TURERS TELLS US: 


@ “I’m a sucker for charts, comparative charts; I’ve al- 
ways got to stop and see what they say. In fact, I read 
pictures anyway — glance at an article and if it has pictures 
or a heading that interests me, I'll usually stop and read 
it... Your materials handling articles are always good 
stuff, pointing out those hidden costs; that’s what we're 
always looking for. In my job, maintenance and labor 
material has a sure appeal. I want all the analyses I can 
get by reputable, informed labor authorities — a consensus 
upon which I can base my own actions somewhat. And 


Ph 


you surely give us that... 


“The Ads In This Magazine Are Equally 
Important” 


SAYS THE ASSISTANT MANAGER OF AN IMPORTANT DEPART- 
MENT OF A NATIONALLY-KNOWN ASPHALT PRODUCTS MAN- 
UFACTURER: 


@“A contents page is of vital importance, of course, but 
because the ads in this magazine are of equal importance 
I page through and look it all over. Some of the ads have 
been so striking I’ve gone back and looked them over 
several times . . . Maintenance articles are naturally the 
ones I hit for first, I like the way you present them — give 
the ‘ifs’, ‘ands’, ‘buts’, and ‘whys’— don’t have to guess at 
anything. And on top of that, you make interesting read- 
ing out of it all.” 


“Advertising Pages in Factory Invaluable” 


DECLARES THE SUPERINTENDENT OF THIS MIDWESTERN STEEL 
ENAMELING PLANT: 


@“. .. 1 look at every ad for new ideas and use them to 
buy equipment and materials. Like it because they always 
‘picture’ the new idea and there’s nothing better than a 
visual impression . . . We've just installed a steel floor; 
an ad in your magazine sold me and my superiors it was 
the thing to have; also, we’re now putting in new rolling 
doors made by one of your regular advertisers. That's 
why I like pictures, and good ones — they put a point 
over to the executive. Show ’em what it looks like; it 
works wonders.” 


“Only Paper Of Its Type That Pays A 
Dividend On A Subscription” 


SAYS FACTORY SUPERINTENDENT OF ONE OF CHICAGO'S LARG- 
EST MANUFACTURERS: 


@ “I’ve had to skimp this issue a little. My usual reading 
is to thoroughly digest practically everything in it. Been 
busy moving into our new building and it’s a case of 
working night and day. But I’ve thumbed through it and 
there’s hardly a thing in the entire magazine that isn’t of 
value. Maintenance articles are most important to me; 
yours are always worth while reading; well-written, sum 
things up nicely. To my way of thinking, Factory is the 
only magazine offering a complete coverage of factory 
management and maintenance — the only paper of its type 
that pays a dividend on a subscription.” 





80,000 plant operating officials, struggling for more 
production in less time, find the ways and means in 
/actory. If you have a helpful factual message for 
such men, put it where they’re looking for it— in 


\cTORY — join forces with the 500 in- 


Factory’s average monthly increase in adyertising 
pages for the first five months of 1941 (compared to 
same period 1940) topped the average for all indus- 
trial papers by 104 percent! 





‘ustrial advertisers who make the bulk 
the sales to the manufacturing in- 


stries. 


we FACTORY »« 


MANAGEMENT and MAINTENANCE 
A McGraw-Hill Publication 
330 West 42nd St., New York, N. Y. 
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and contractors, indicate that one 
method is outstanding for simplicity, 
speed, and effectiveness. This method, 
although not discussed in your review, 
is implied in your mention of the 
Truscon advertisement which ends 
with the reminder, “Details available 
in Sweet’s.” 

Truscon doesn’t to offer to 
send data which they have already 
made instantly accessible in the pros- 
pect’s office. The follow-up comes, not 
in ten or twenty days, but in about 


have 


PRIORITIES EFFECT ON 
COMMISSION SALESMEN 


To tHe Eprror: Many sales mana- 
gers, undoubtedly, have been startled 
recently when the fact struck them 
that a shortage of essential materials 
might shoot their sales organizations 
all to bits. 

The force of this is especially potent 
where long years have been spent ac- 
cumulating a well-oiled and efficient 


commission basis force. 


How can the situation be handled 
where commissions are not paid until 
shipments are made, and the uncer- 
tainty of making shipments is so in- 
definite due to the inability of the 
materials and 


company to get raw 


parts with which to fill orders? 
Salesmen who have products that are 


needed for defense, on which they 
could get priority orders so their com- 
panies can replace stock are, indeed, 
fortunate, but even at that there are 
little or 


What 


are salesmen who work on commission 


some territories where very 


no defense work is going on. 
to do in territories such as those? What 
are sales managers going to do about 
them? 

Changes and emergencies, of course, 


always multiply readjustments, but 


even a temporary loss of the income 


to which such commission salesmen 
have geared their lives must seriously 
affect their courage and their trust in 
building for a secure future. When 
salesmen find themselves in such a pre- 
dicament, yet cannot find anyone who 
has need for their services in the line 
in which they have spent many years 
getting proficiency, and when they see 
many other men with a smattering of 
mechanical ability being offered well- 
paid jobs, right and left, no one can 
censure such salesmen for feeling let 
down in the midst of an otherwise 
prosperous field. 


Something must be done for these 
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fellows. Who can say what it should 
be? Has any sales manager, or anyone 
else, a solution to this problem? 
Should they be put on a salary and 
used merely to maintain good will? 
Some might be able to 
afford that method. Many other com- 


companies 


panies, however, are not in a posi- 
tion to do it because their incomes 
also depend on their ability to make 
shipments and collect their money. 

Will this vast army of experienced 
salesmen find themselves in the same 
fix by not being able to make sales 
of deliverable goods as they were in 
when they couldn’t find customers in 
those times when goods were plentiful? 
This subject deserves more than casual 
consideration. Some plan should be 
worked out right now to prevent the 
loss of the specialized services of these 
men, and to strengthen their confi- 
dence in the rewards for loyalty, ag- 
gressiveness, and sincere willingness to 
do their part. 

Who is willing to give this some 
thought and offer suggestions for the 
solution to this very vital problem? 

S. S. MELLOR, 
Advertising Manager, Porter- 
Cable Machine Company, 
Syracuse, N. Y. 

Eprror’s Note: Will readers who have 
this problem and ideas on how to handle 


their comments for a 
subject in the next 


it please send in 
symposium on the 
issue? 


vv¥eey 
FINGER-TIP FOLLOW-UP 
To THI “O.K. as 


Inserted,” always interesting, was es- 


Copy CHASERS: 


pecially so in the June issue in which 
you “burrowed into the building busi- 
ness.”” 

You say, rightly, that buyers need 
useful information. Also you point out 
the advantage of making it easy for 
interested readers of advertisements to 
get additional buying information. 

Opinions on this subject, expressed 


by thousands of architects, engineers, 


that many seconds. 
L. V. Brooks, 
Sweet’s Catalog Service, 
Division of F. W. Dodge 
Corporation, New York. 
vvyY 


SIMILAR TECHNIQUES 

To tHE Eprror: Immediately pre- 
ceding the reference to our advertis- 
ing in your June issue by The Copy 
Chaser, they recommended the Alex- 
ander Smith theater carpet page and 
also Warren Webster’s page featuring 
Mr. Henry C. Meyer. Perhaps we’re 
entitled to feel a bit flattered because 
as you can see from the enclosed re- 
prints, we’ve been using this same 
technique in a series that began a year 
ago this spring in Architectural Record 
and has been followed pretty consis- 
tently ever since. Please understand 
that we're grinding no axe, making 
no protest, throwing no brickbats. We 
thought the basic idea was a good one 
and we’re glad other people agree with 
us. 

Incidentally, it’s only fair that we 
should register our appreciation of the 
unusually effective assistance we have 


received from Ben Orwig, Archite: 


An Architect and knginee 


OIL BURNING SYSTEMS 


PETROLEUM HEAT AND POWER COMPANY 
STAMFORD Gates tt om Bras Gem on a cossrot 
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Photograph by H. ARMSTRONG ROBERTS 


4 
| ItAl Has Cf dw 
ways Has Cleared Up— 
; 
—and wars always have come to an end. So, we believe, will this one, and 
i) then— 
| You will want to be remembered by your old peace-time customers, and by 


the newcomers who never knew you “before the war”. 


This can be accomplished very economically, by keeping your name and 
your abilities constantly before the automotive and aircraft industries, 


through your advertising in AUTOMOTIVE INDUSTRIES. 


A U T QO M O si I V E I N D U S 7 R | E S » A CHILTON Publication, 
© Chestnut and 56th Sts., Philadelphia, Pa. 
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tural Record, in developing and main- 
taining this series. Likewise acknowl- 
edgment is due to Lou Stearns of 
Pencil Points for the page treatment 
which The Copy Chasers deemed 
worthy of commendation. 
L. F. CorriGan, 
Petroleum Heat and Power 


Company, Stamford, Conn. 
+ | 


THE GALLERY—A PLUS 

To THe Copy CuHasers: I’m one of 
the legion who read every word you 
say. We think it’s the best advertis- 
ing comment anywhere. But we'd like 
a little help from you. 

The trouble is with your “gal- 
lery.” It ain’t functional, my 
friends. We need a microscope and a 
lot of patience to follow your column 
and refer back to the reproductions 
in the gallery. If we turned out ads 
with such format we'd deserve a boo 
from you. 

So why don’t you use fewer illustra- 
tions if necessary? But please make 
each larger in size (say one column 
wide) and spot them in the same page 
as your comment on them. And fur- 
ther oblige your much obliged follow- 
ers. Lester TALKINGTON, 

Batten, Barton, Durstine & 
Osborn, Inc., New York. 

Eptror’s Nott The “Gallery” in 
“O.K. as Inserted” is just a “Plus” in 
addition to the five or six special recogni- 


tions which are reproduced column-wide 
as Mr. Talkington suggests. Space limita- 
tions will not permit this treatment for 
ll ads discussed each month. 

vv? 


EXPLAINING SUBSTITUTES 

To tHe Eprror: I am enclosing a 
reprint of an advertisement which ap- 
peared in the Railway Age of May 3rd, 
believing that in case you didn’t see 
it you would be interested in the in- 
formation which it contains. 

While aluminum and stainless steel 
are not available to any of the car- 
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builders for car structures on account 
of the defense program, the girder type 
steel, which is the one illustrated at 
the bottom of the enclosed folder, is 
car built of high-tensile low-alloy 
available. It will be noted that this 
car weighs practically the same as 
the other types, excepting aluminum, 
and fortunately it is the least expen- 
sive. 

When the immediate shortage of 
aluminum and stainless steel ceases 
Pullman-Standard will then be able to 
build your choice of the construction 

E. W. Test, 
Assistant to President, 
Pullman-Standard Car Mfg. Co., 

Chicago. 


illustrated. 
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EARLY SEX APPEAL 

To tHe Eprror: In going through 
some old material about two months 
ago, I unearthed what I believe must 
be one of the first adaptations of "sex 
appeal” to industrial advertising. In 
light of the wide and rather free use 
of this term of attention-getting to- 
day, these ads are really amusing, but 
I am sure they must have struck a 
very responsive note when they were 
published. I don’t know how good 
the selling appeal was, because the first 
ad which appeared in January, 1905, 
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DAVIS CALYX DRILL CO. 


85 CEDAR STREFT, NEW YORK 


made a rather casual invitation to cor- 
respondence, while the second one ap- 
pearing in July of the same year began 

to get a little more insistent. 

J. F. Apsey, Jr., 
Advertising Manager, 
The Black & Decker Mfg. Co., 
Towson, Md. 
, 


VALUE OF HOUSE ORGANS 
To tHE Eprror: Your June article, 
“House Organ Practice Among In- 
dustrial Advertisers,” caught my at- 
tention. It was very interesting. The 
article proves that the house organ is 
not only a part of advertising, but a 
vital and necessary part that is need- 
ed very much these days of industrial 
turmoil throughout the nation. 
JeroMe M. GraHaM, 
Perry-Brown, Inc., Cincinnati. 
7, Vw 


NEEDED RESEARCH 
To tHe Eprror: The article on 
“House Organ Practice Among In 
dustrial Advertisers” in your June is 
sue was an admirable and much need- 
ed piece of research. 
Ernest A. DENCH, 
Store Display Specialist, 
Ho-Ho-Kus, N. J 
vvy 
TALKING THE SAME LANGUAGE 


To tHE Eprror: I am attaching an 
item entitled “Scientific Terms” in 
which it is announced that the Ameri 
can Standards Association has com 
pleted its ““American Standard Abbre 
viations for Scientific and Engineering 
Terms.” The sponsors of this work are 
the several engineering societies. 

Since you are the only publication 
covering the industrial advertising 
field, I feel that these Standard Abbre 
viations warrant considerable editorial 
comment in your paper. Too few ad 
vertising men are acquainted wit! 
what the engineering societies hav: 
done and are doing to obtain uniform 
ity and greater clarity in engineerin 
papers, trade journals, etc. On tl 
other hand, some of the larger adve: 
tisers have been conforming to ¢! 
former tentative standards. 

While I do not personally appro’ 
of some of the drastic changes mad 
in abbreviations, I do approve of tl 
use of small letters, the omission 0! 
the period, and especially in uniform 
of style in technical papers, trade jou: 
nals, and advertising. 

There is another thing which 
feel is worth an editorial in your pap« 
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. . ++ namely the value of hyphenating 
compound adjectives and _ proper 
punctuation in involved technical 
terms in advertising as an aid to ease 
of reading and as essential, in many 
cases, to clarity of thought. Too much 
technical advertising of today can be 
misconstrued. Such advertising should 
be as readily read and understood as 
are the editorial pages of our better 
business journals and the reading pages 
of our better magazines. All follow 
essentially the same style rules. 
CHESTER A. Gauss, 
Cleveland. 
Epiror’s Note: The pamphlet refer- 
red to is available from the American 
Standards Association, 29 West 39th St., 
New York, at 35c per copy 
Along these lines, the Construction 
Equipment Advertisers Group has pub 
lished three glossaries of Spanish-English 
ind Engiish-Spanish terms affecting their 
particular types of machinery and equip 
ment. Others are in preparation 
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MERRILY WE ROLL ALONG 


To tHE Eprror—lI’ve A New Job! 


When something extra special breaks 
[ cannot write in prose— 

My jingle-instinct dominates 
My technical news-nose. 


At Christmas, New Years, births and 
such 
(As you may recollect) 
The styles I use for daily news 
Prove far too damn correct. 


So, once again I sing my tale, 
Unscholarly, in rhyme. 
It’s a brand new job with a different 
firm 
Which makes me croon this time. 


For on and after July first 
(It gives me joy to say) 

I'll be with the Selas Company, 
Philadelphia, Pa. 


They’re specialists at precision jobs 
Of industrial process heating. 
There’s something new in each job 
they do. 
Their meat is “problem-beating.” 


My task will be to handle news, 
Display and advertising, 

Do sales promotion and catalog 
And all like jobs arising. 


So dub me an “A.M.” if you wish, 
But Pll still be at your door— 
ll still seek news you'll want to use 


As a hard-boiled editor. 


INDUSTRIAL MARKETING, July, 1941 


Your service from the A.G.A. 
Will continue unabated 

By the man who gets the job I leave 
(His name is yet unstated). 


So thanks for all you’ve done for us 
In reaching your readership. 
You'll see me soon (though I'll sing a 


McEwen Joins Sweet's 


Erwin F. McEwen, who joined t 
McGraw-Hill Publishing Company in 1935 
to handle sales promotion and market ve 
search work for its mining publications, 
resigned recently to join Sweet's Catalog 
Service, division of F. W. Dodge Corpora 
tion, as a district manager, having charge 
of certain accounts in New York City, 
New Jersey, and Eastern Pennsylvania 


1 
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American Gas Association, New York. 


SOUTH AMERICA 


DEVELOPING NEW ECONOMY 


His headquarters are in New York 
new tune). 

I have a new job— it’s a pip! Sealed Power Advances Davies 

ss George W. Davies, formerly manager « 
Harry W. SmirnH, Jr., the Detroit office, Sealed Power Corpora 
Publicity tion, Muskegon, Mich., has been appoint 
2 ed sales manager of its original equipment 
piston ring division 


Director, Industrial 





... Says I. G. E. President 


NEW YORK, June.—Significant changes are taking place in the national economy of 
all South American nations, which will become increasingly important in the readjust- 
ment period following the war, according to Clark H. Minor, president of the Interna- 
tional General Electric Company. 

“In all South American countries national manufacturing is being encouraged for all 
the staple products required in their national economy,” said Mr. Minor, who recently 
toured Brazil, Uruguay and the Argentine. ‘Efforts are being made to diversify their 
crops so as to provide a variety of items for export instead of depending upon one crop, 
such as coffee in Brazil and beef in the Argentine. 

"We in the United States have the opportunity to make both cultural and commercial 
relations with South American countries permanent if we aggressively develop inter- 
American relations and remember they cannot buy from us unless we are prepared to 
buy something from them. 

“In the readjustment period following the war, we must recognize that the centers of 
gravity of industrial activity will have been materially shifted by the world upheaval. 
Large steel and iron manufacturing will in the future be economically done in Australia, 
India, and the United States of Brazil. Where steel is manufactured, industrial develop- 
ment is increased. 

Mr. Minor cited the plans now under way for the building of Brazil's new steel indus- 
try, with the aid of a loan from the Export-Import Bank. Electrification of Brazilian rail- 
ways is also progressing, and the General Electric Company is making ready in its Erie, 
Pa., plant for the manufacture of twenty locomotives for the Sorocobana Railroad in 
Brazil. Brazilian railway electrification is a logical step in the development of a new 
national economy, Mr. Minor explained, because coal is not available but there are 
tremendous natural resources in water power. 


* «x * 


SELLING LATIN AMERICAN ENGINEERING AND INDUSTRY? 
YOU NEED 


INGENIERIA 


_INTERNACIONAL 


*B. P. I. C. Specialized Export Magazine, Established in 1919. 


Published by 
*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


(Affiliated with McGraw-Hill Publishing Company, Inc., and Chilton Company, Inc.) 
330 WEST 42ND STREET. NEW YORK CITY 


Publishers of INGENIERIA INTERNACIONAL, EL AUTOMOVIL AMERICANO, THE AMERICAN 
AUTOMOBILE (Overseas Edition), EL FARMACEUTICO, BUYERS GUIDE for Latin-American 
Engineering and Industry, and the OVERSEAS BUYERS GUIDE for Automotive Distributors. 


49 

























“Editors have the same problem 


aS advertisers, savs cant wasrenorne 
AND HE TELLS HOW THEY SOLVE IT! 


Remember the ‘‘Acres of Diamonds’”’ story?... the 
one about Al Hafed who spent his life searching 
for diamonds, when all the while there was a 


mess of them in his backyard... 


We have something in common with Al. For 
the past year, off and on, we’ve been interview- 
ing readers of Electrical Contracting — finding out 


what they like and dislike in advertising, and 


a re 


bringing you summaries of the comments in 


Industrial Marketing. 


Now we find that the information has been avail- 


able all along—no further away than the office 





of our friend and editor, Earl Whitehorne. 


Earl Whitehorne needs no introduction to the electrical 
industry, for he has been participating in its activities It all came out in the open when Earl sent along 
for the past thirty-three years. Starting in blue shirt and 
overalls, he won his stripes as an electrical contractor. 





But his yen for writing soon led him into publishing. the memo that is reproduced here. We think you'll 
Mr. Whitehorne brings to “Electrical Contracting” the , 
rare combination of technical knowledge, field experience, enjoy reading it because he has.a lot to say, and 


a broad background in the four major branches of the 
electrical industry, plus a unique style that has earned 


for him a high place in business paper journalism. Says it in his own inimitable style. 


electrical contracting 


THE MAGAZINE OF ELECTRICAL CONSTRUCTION AND MAINTENANCE 
A McGraw-Hill Publication I=. 330 W. 42nd St., New York, N.Y. 
Qe —_— 











[CONTINUED FROM PaGe 28] 


Science of Advertising 


it to be successful. In other words, 
we use persuasive narration, persuasive 
description, and persuasive exposition, 
ind in the appeal for action we fre- 
quently use persuasion alone. 

2. An advertisement is on a specific 
subject, it sells some thing or idea. The 
first requisite of any communication, 
verbal or written, is a subject. Ad- 
vertising does not exist as a vague 
force, it talks about something defi- 
nite. 

3. An advertisement is directed to 
an audience of one. Forget mass emo- 


These 


are for speakers and large assemblages. 


trans and crowd psychology. 


Though millions may read an ad or 
see a billboard or hear a commercial, 
there is no concerted crowd effect— 
the millions are separated as individ- 
uals. An ad is as personal as a letter. 
Remember this when you scan circula- 
tion figures and are tempted to see a 
mass of faces before you as you write. 

If we accept this sketchy definition 
of an ad, the search for scientific 
principles becomes simpler. <A_ per- 
Suasive statement on a specific subject 
directed to an audience of one in- 
volves merely (1) a subject, (2) a 
message, and (3) a means of com- 
munication. The first, a subject, is 
self-evident. You're going to talk 
The third, 


communication, 


ibout a product or an idea. 
1 means of covers 
what we broadly call media.  Cer- 
tainly no one with slightest knowl- 
edge of the great advances that have 
been made in the evaluation of adver- 
ising media can doubt that scientific 
precision in reaching a selected audi- 
ence is a near reality. The scope of 
this subject is so broad that I shall 
It is, how- 


ever, without much question the most 


not ittempt to discuss it. 
highly formulated branch of adver- 
tising. 

We are left only with the second 
division—the message itself, and this 
is where art and science blend. In 
creating the message there is the 
framework, which is purely mechan- 
ical and subject to rules, and the flesh 
we call style which is practically un- 
teachable, although serviceable hints 
can be given. 

The mechanics, or framework. of 
in ad include not only layout, art. 
typography and engravings but the 


All can 


be codified on the basis of unvary- 


essence of the copy as well 
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PEACE-TIME TEST 
Bure! 


HN HARPER & COMPANY LIMITED  *£*!0* wones 
can SARPER (MEECHARETE: Brmrtep _STRLERESeS 
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This page ad from a British business paper 
shows how industrial advertisers in England 
are maintaining their promotion and capital- 
izing on how products withstand the blitz 


ing experience under identical con- 
ditions. Only in the matter of con- 
necting the selected benefits and ap- 
peals into a smooth flow of persuasive 
language, only in the purely artistic 
aspects of illustration are the rules 
subservient to inspiration and skill. 

It is said that because our messages 
are addressed to people we are forever 
faced with mercurial, changing fac- 
tors. This is simply not true. People 
are unchanging in their reactions. 
Psychology has told us more and more 
exactly what causes produce specific 
effects. The science of the mind need 
not give ground in veracity with any 


What we do 


lack are the tools of observation and 


of the other sciences. 
verification. Again quoting Hogben, 
“The most brilliant intellect is a pris- 
inheri- 


oner within its own social 


tance.” We have sensed profound 
forces and have a fairly definite idea 
how they operate—we need now to 
develop the tools of measurement. 
Our science is no better than our 
instruments. Perfect the instruments 
of evaluation and what we now ob- 
serve can be quickly verified or dis- 
That is the 


credited. scientific 


method. 

I hesitate to encroach on the field 
that I have assigned to art, but here, 
also, method can aid inspiration. How 
many times have you read articles on 
copy which tell you to use crisp, vivid, 
That is stimulat- 
When I sit 


down and try to write crisply I am 


compelling words? 


ing but it isn’t specific. 


forced to the realization that “crisp” 


is a rather vague sign-post. I suggest 
that copywriters study words as a 
means of communication and be sure 
that what they write unmistakably 
means the same thing to the reader 
as it does to the writer. For such a 
study I further suggest an analysis 
of Basic English, invented by C. C. 
Ogden, or a thoughtful perusal of 
books like “The Meaning of Mean- 
ing” or “The Tyranny of Words.” 

I wish it were possible to give you 
concisely the fundamentals of adver- 
tising science which have long been 
verified, but this is not yet possible. 
Our accurate knowledge, based on ob- 
servation and verification, is so widely 
scattered throughout the literature of 
modern advertising that no one list 
could be called inclusive until a pains- 
taking job of research and analysis 
is done. A very incomplete survey 
of industrial advertising principles oc- 
cupied a portion of my time for a 
year and the surface has only been 
scratched. 

That no individual or group has 
done this job as yet does not mean 
that it is not possible of accomplish- 
ment. Indeed the basis of what we 
really know is to be found in any of 
several recent books and in a number 
of so-called evaluation charts. The 
use of these check-charts is a symptom 
of the recognition that basic laws do 
The danger in their use lies 
in failing to distinguish between a 


exist. 


method of orderly procedure and the 
statement of a proven fact. Especially 
when charts attempt to evaluate nu 
merically the importance of various 
steps, one should use them with cau- 
tion, for it is as important to know 
when a principle does not apply as 
when it does. 

If you are sincerely resolved to ad- 
vance the scientific status of adver 
tising you can constitute yourself a 
unit laboratory to develop the tools 
of measurement we so sadly need. Onc 
specific contribution that you can 
make is the careful checking and 
recording of the results of your ef 
forts. Case 
vistas for exploration, but we need 


studies will open new 


not only more studies, but more care 
ful studies. The vast majority of 
those which are published are incom- 
plete on vital points and success 1s 
ascribed to factors which may have 
been insignificant. Whenever varia 
tions from normally expected result: 
occur, a thorough check to determine 
the extraordinary factors should be 


made. From the habit of observation 
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SALA 
ANY WAY YOU 


LOOK 





AT IT 
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Service should be the keynote of your advertis- 
ing to the metal industry today. Help this biggest 
of defense industries now and selling will be easier 
in the years ahead. 

You may have a product, a metal or a process 
that will speed production lines or do a better job 
for some branch of the metal industry. Whatever 
you have, tell the metal engineer—show him how 
you can help—now. 

And, any way you look at it, your greatest op- 
portunity for service—for helping the men closest to 
defense production—is through the metal industry's 
greatest metal engineering society—the American 
Society for Metals. 

You reach more than 13,000 metal engineers 
through this Society’s monthly magazine, Metal 
Progress. This is the “book of the month” for the 
men who know their metals, know how to produce, 
machine, heat treat, clean, weld and fabricate them. 

Figured on any basis—on opportunity for serv- 
ing and selling industry's biggest market . . . on 
coverage of the field . . . on the importance of the 
metal engineer's job to defense work . . . on adver- 
tising cost—the 13,000 readers of Metal Progress are 
your best advertising buy. 

Up to the present time, Metal Progress advertis- 


ing rates have never been increased. You can still 
take advantage of a $100 per page base rate. De- 
cide now to start your schedule this month. 


SELL THESE PRODUCTS THROUGH 
METAL PROGRESS 


METALS 


Alloy, tool, stainless and structural steels : Cast- 
ings — iron, steel and non-ferrous : Die castings : En- 
gineering and structural steels : Forgings — ferrous 
and non-ferrous : Non-ferrous metals — wrought and 
cast : Plain carbon steels : Powder meials : Stamp- 
ings : Welding fabrication : Wrought iron. 


EQUIPMENT AND SUPPLIES 


Brazing, soldering equipment : Cutting tools, 
fluids, machine tools : Die casting equipment : Ferro 
alloys, pig iron : Forging equipment, dies, etc. : 
Heat treating furnaces, materials : Ingot molds, hot 
tops : Melting furnaces : Metal cleaning, finishing, 
plating equipment : Pickling solutions, tank linings : 
Refractories, insulation : Rolling mills, rolls, shear 
knives : Soaking pits, heating furnaces : Tempera- 
ture control instruments : Testing, inspection equip- 
ment : Welding, cutting equipment : Wire mill equip- 
ment. 





PUBLISHED BY AMERICAN SOCIETY FOR METALS, 7301 EUCLID AVENUE, CLEVELAND, OHIO 
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and verification, digest and file the 
principal points of practical articles, 
study particularly new techniques for 
measurement of results, and let who 
will enjoy the effortless stimulation 
of the inspirational writers. 
Everything at present points to the 
continuation of a seller’s market. If 
we are not alert we will mistake the 
generous response to any offer to sell 
as an indication of our competency. 
But the day of frantic competition 
between over-expanded industries will 
Those who prepare 
now for heavy obligations later will 


eventually come. 


be able to demonstrate to their own 
and their company’s profit that adver- 
tising has left the temple of supersti- 
tion and taken its rightful place in 
the halls of science. 


[CONTINUED FROM PAGE 26] 


External House Organs 


pages; about three per cent each have 
six, 20, 32 and 36 pages per issue; two 
have 44 pages, and one, 48 pages. 

Each publication is pretty much an 
individualist in its general character 
and format. The number of columns 
per page ranges from one to five, ac- 
cording to width of sheet and style of 
makeup. The general character of the 
editorial content determines whether a 
news Or magazine treatment is used. 
There are several rotogravure sheets of 
both tabloid and full newspaper size. 
Some of the magazine formats simu- 
late the Fortune and Life patterns. 
Generally speaking, there is nothing 
amateurish about the appearance and 
contents of company publications ; 
some of them compete favorably with 
the best of general magazines in both 
respects. 


Who Is Responsible? 


External house organs are usually 
the responsibility of the advertising 
department and the advertising man- 
ager or one of his immediate assistants 
is the editor. By department classifica- 
tions the responsibility is assigned as 
follows: Advertising, 65 per cent; 
sales promotion, eight per cent; sales, 
eight per cent; advertising agency, 
nearly eight per cent; publicity, five 
per cent; executive, three per cent; 
combination of advertising and sales, 
three per cent. Inasmuch as some ad- 
vertising departments are known as 
sales promotion and publicity depart- 


ments, percentages credited to these 
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F) WHY TELL ME ABOUT 10-MILE BELTS? 


why te whl footer ten these parts 








Explaining the significance of the advertis- 
ing of its famous ten-mile belt, Goodyear 
tells dealers it helps them sell many small 
routine jobs by building product reputation 


designations separately might also be- 
long in the advertising division. 

As in the case of the advertising de- 
partment, the heads of the other de- 
partments who are responsible for pub- 
lications usually function as the edi- 
tors and they write from 75 per cent 
to all of the material which appears 
in their papers. 

There is only one person who de- 
votes considerable time to the work on 
about 50 per cent of the house organs 
in this survey. In 31 per cent of the 
cases, two persons are engaged in the 
task of getting out the publication; 
three persons on 12 per cent of the 
papers; four persons on three per cent; 
two have five persons; two have six; 
and two publications have 10 persons 
working on the job. 

Source of Other Material 

The editorial material appearing in 
external house publications which is 
not written by the editor comes from 
a variety of sources, including cus- 
tomers and advertising department; 
staff members; sales engineers and cus- 
tomers’ plant engineers; executives; 
freelance writers; paid correspondents; 
using 
advertiser’s equipment; engineering de- 
partment; employe reporters; various 
specialists on subjects; excerpts from 
world’s power industrial publications; 
president; salesmen, dealers’ salesmen; 


manufacturers or institutions 


magazine reprints; prominent men in 
industry; syndicate articles; guest edi- 
torials by national figures. 





Payment for Outside Material 


The basis of payment for materia 
used which comes from outside the or 
ganization varies greatly, as will bk 
seen from the following comments: 

“One to two cents a word for a: 
ticles, plus $2 to $5 for pictures.” 

“One cent a word, and $1 and vy 
for photographs.” 

“$3 a photo, $5 for prize photo 
none for articles.” 

“Allow $200 a month for outsid 
material.” 

“From $2.50 to $15 for stories and 
pictures submitted by salesmen, cus 
tomers, and readers.” 

“Very seldom pay for articles, but 
occasionally up to $50.” 

“Approximately $25 per article.” 

“$5 per negative for pictures.” 

$10 for first page, $5 for each sub- 
sequent pages, including photographs.” 

“$1 per item for questions to be 
answered.” 

$§ for best and $3 for honorable 
mention contest letters.” 

“Nothing for articles, but $20 for 
best advertising submitted and $10 
for second. Annual award of $100 
and an engrossed citation for the laun- 
dry which in the opinion of the judges 
does the most for the advancement of 
the laundry industry.” 

“Small prizes or gifts for photo- 
graphs, averaging about $1 each in 
value.” 

“$25 for comprehensive outlines.” 
Printing Processes and Colors 

Seventy-eight per cent of the exter- 
nal house organs in this survey are 
printed by letterpress; nineteen per 
cent are produced by lithography; five 
publications are done by a combina- 
tion of these processes. Rotogravure 
is used for six publications; one other 
using a combination of gravure and 
letterpress. Two are produced on a 
mimeograph machine. 

Nearly an even 50 per cent of the 
publications are printed in two colors, 
only 33 per cent using a single color. 
About nine per cent use three colors; 
seven are printed in four colors, and 
one each use five and six colors. |n 
many cases the use of one or more 
extra colors is confined to the co' 


Kinds of Paper Used 


Coated stock is used for more t) 9 
73 per cent of external house orga 
the color is generally white and « 
weight ranges from 50-lb. up to ! 
lb., the heavier weights being 
covers; 70- and 80-Ib. are the favo 
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TOP the bat... 
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(MORE INQUIRIES THAN FOUR OTHER PUBLICATIONS COMBINED) 


. results from AMERICAN MACHINIST top the list.’’ Inquiries, sales or 
prestige — all can be built through advertising in AMERICAN MACHINIST — which 
delivers the largest paid circulation in America’s biggest, busiest and buyiugest industry. 
Alert and aggressive editorial policy builds timely, usable articles that make AMERICAN 
MACHINIST “must” reading by production-executive subscribers. Barber-Colman’s ex- 


perience is typical of many recent cases. 


. results adhere closely to the percentage of advertising placed on 
each.’’ Here’s definite proof that “as the twig is bent, so is the tree inclined.” Today, 
advertising that gives facts cannot fail to pull, because production men must save evéry 
dollar, every minute, in preparing for America’s defense. Hobbing machines are used by 
only a small proportion of Metal-Working’s buyers— but Barber-Colman’s copy in 
AMERICAN MACHINIST is read by those men. Though other publications usually 
carried each ad first, AMERICAN MACHINIST brought more inquiries than the others 


combined. 


‘‘... the greatly improved results secured certainly warrant this method 
of operation.”’ Said Mr. Crossman further, “Even though we are "way behind on 
deliveries, I am continuing to sell as hard as I can in my copy. I want every possible 
user of Our equipment to want our machines... and I’m going to try and keep them 
wanting them so badly it hurts.” He has succeeded —for in addition to these 264 
inquiries, the company has over 300 more which did not use the key, hence are uniden- 


tifiable by publication. Yet only one ad carried a hook. 


You can get the same kind of results. AMERICAN MACHINIST delivers the largest 
paid audience in Metal-Working — the busy, buying, executives essential to your sales 
oday and tomorrow. We hope you have questions — we'd like to answer them for your 


articular sales problem. 


A McGRAW-HILL PUBLICATION * 330 WEST 42nd STREET, NEW 





weerise wm AMERIGAN MACHINIST 


YORK, N.Y 
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weights. Offset stock is used on about 
11 per cent of the publications, 
70- and 80-lb. being the popular 
weights, with the preference for white. 
Less than five per cent use uncoated 
stock. Five publications are printed on 
gravure stock; others use combinations 
of coated and uncoated for cover and 
inside respectively. 

The house organ field is a great con- 
sumer of paper. Among those who re- 
ported the amount of stock used on 
their external publications, there are 
two who use over 100,000 pounds an- 
nually; three use from 50,000 to 99,- 
999 pounds; six from 25,000 to 49,999 
10,000 to 24,999 
pounds; 23 1,000 to 9,999 
pounds; and eight under 1,000 pounds. 


Who Does the Buying? 


PRiINTING—The printer of the ex- 


pounds; 13 from 
from 


ternal house organ is selected by the 
advertising department in about 40 
per cent of the cases; the editor makes 
the choice for 22 per cent of the pub- 
lications; the purchasing department 
for six per cent; and the agency in 
less than five per cent of the cases. 
Six per cent of external house organs 
are printed in the company’s own 
printing department. 
Parer—Although selected by kind 
and brand by the advertiser, the paper 
for 78 per cent of external house or- 
gans is purchased by the printer and 
billed as part of the job. The adver- 
tising department makes the purchase 
separately in 13 per cent of the cases; 
the purchasing department buys the 
stock for four per cent of the publica- 
tions; and in less than three per cent 
of the cases does the agency perform 
this function. 
ENGRAVINGS—Engravings for the 
external house organ are bought by 
the advertising department in more 
than 35 per cent of the cases. The 
editor buys the cuts for 23 per cent 
of the publications; the printer does it 
for 18 per cent of them; and the 
agency in 10 per cent of the cases. 
ENvetopes—Envelopes in which 
the external house organ is mailed are 
purchased by the advertising depart- 
ment in about 40 per cent of the cases; 
the purchasing department in 21 per 
cent; the editor in 14 per cent; and 


the printer in 13 per cent. 


Outside Advertising 


Non-competitive advertising is sold 
in only four per cent of the external 
Three 


publications give advertising space to 


house organs in this survey. 
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Mr. John Smith, Ch. Ingr. 
General Froducts Co. 

756 West Street 

Wolcott, Mass. 


IN acknowledgment of your request, 
it is a pleasure to enclose Cochrane 


literature as follows: 


Hot Process Softeners 


If this does not answer your requirements, 
further information will be furnished 
iy, without obligation to you. Also, the 
rane representative named below, who 
serves your territory, will be glad to be of 
assistance. 

COCHRANE CORPORATION, Philedeiphie, Po. 
Cochrane Steam Specialty Co. 
80 Federal Street 
Boston, Mass. 











When Cochrane Corporation sends out a 
piece of advertising literature in response 
to a request, a card like the one above 
is attached which identifies the piece 
and gives the name of nearest distributor. 
A carbon goes to the district representative 





their good customers. In practically all 
cases where advertising is sold the 
revenue pays a good share or all of 
the publishing costs. 


[CONTINUED FROM Pace 21] 


The Publicity Effort 


mind. If an article of this type has 
a broad appeal and it seems wise to 
reach a wider readership due to the 
value of the material, the article 
may be mimeographed and generally 
released. News editors will seldom 
refuse to publish such material on 
the grounds that it is a general re- 
lease, if it clearly demonstrates itself 
to be of interest to their own particu- 
lar readers. 

Along with announcement of new 
equipment and new catalogs, we 
should have 


changes — those in the home office as 


mentioned personnel 


well as those in branch territories. 
Names make news and items of this 
type are regularly handled in special 
columns and departments by most 
They can be made 


interesting in line with the 


business papers. 
more 

“names make news” principle by 
mentioning the new man’s previous 
connection and in the case of sales 


ofhces, the other manufacturers who 


may also be represented by that par 
ticular office. 

Survey Editors’ Needs 

to know you 
guide to thei 


It is 
editors’ needs as a 
requirements and your methods ot 


important 


preparation. For the material yor 


plan to distribute generally, an aver 
age must be used to provide materia 
of the greatest utility to the greates: 
number. A mimeographed question 
naire, attached to a brief descriptiv 
list of your products, sent as soon as 
your mailing-list has been compiled 
will provide all the necessary answers. 
It might not be a bad idea to send 
similar questionnaires every year or 
two to insure your operations con 
tinuing in the right direction. Here 
are a few things that ought to be 


found out: 
1. Are your readers interested in ou: 
products and services? 

Do you use generally-released mate 

terial? 

a. New products 

b. New catalogs, bulletins 

c. New applications of established 
products 
1. Prefer technical aspects 
2. Prefer dollar-saving data 

d. Feature-length technical articles 

e. Personnel changes 

Do you want installation articles or 

technical articles prepared for your 

exclusive use? 

a. From what industries? 

b. What space rate would you pay 
and whom do you prefer as au 
thor? 

1. Chief Engineer? 
2. Production Manager? 
3. Others? 

Do you want illustrations accompany 

ing? 

a. Glossy photographs 

b. Electrotypes. What halftone screen’ 
1. Two-inches wide 
2. Three-and-a-quarter-inches wide 
3. Other preference 

c. Type of illustrations in general 
1. Cross-sections 
2. Installations 
3. Catalog-type outlined illustra 

tions 
4. Engineering-type line-drawt 
5. Do you wish a keyed address for id: 
tification of inquiries? 
6. Any suggestions or remarks? 


Handling Inquiries 

A well-organized News Bureau « 
produce inquiries so fast that norn 
methods of handling bog down. Th 
inquiries must be handled promptly 
it reflects on the editor and his pu 
lication—particularly where editor 
policy dictates that inquiries be f 
warded to the publication, which t! 
distributes them to the individ 
manufacturers. A simplified met! 
is easily devised. One manufact 


clips an attractive two-color card 
response to your request, we are se 
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~ For Effectively Covering the 
Latin-American Industrial Markets 


OFICINA MECANICA MODERNA, published 
in Portuguese, thoroughly covers the Brazil- 
ian market for industrial equipment, ma- 
chine tools, small tools and other mechani- 
cal equipment and supplies. 

EL TALLER MECANICO MODERNO, published 
in Spanish, covers similar industrial markets 
in Mexico, Central America, West Indies, 
Cuba, and all South American countries with 
the exception of Brazil, of course. 

These two magazines are published quar- 


terly and are identical in both editorial and 
advertising make-up. Advertising sched- 
ules include Portuguese copy in OFICINA 
MECANICA MODERNA and Spanish copy in 
EL TALLER MECANICO MODERNO. They pro- 
vide a most effective, yet economical vehicle 
for bringing to potential buyers of industrial 
equipment and supplies in the Latin-Ameri- 
can countries desired information in their 
native language. 


sahictedclamelolelbalelalclmelchiciclalsMachicte 


GARDNER PUBLICATIONS, INC. 


Publishers of Modern Machine 


Shop and Products Finishing 


431 MAIN STREET, CINCINNATI, OHIO 


New York Office: 342 MADISON AVENUE 
MURRAY HILL 6-3899 
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Chicago Office: TRIBUNE TOWER 
SUPERIOR 2290 
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ing you herewith literature pertain- 
ing to our product.” The Metropoli- 
tan Life Insurance Company sends a 
similar card filled in with the in- 
quirer’s name and signed by the 
Policyholders Service Bureau: “Mr. 

This is the material you 
requested. We hope that you will find 
it interesting and useful.” 

Masonite uses a form letter, signed 
by the advertising department, calling 
attention to the fact that Masonite 
can be purchased from the local retail 
lumber dealer. For some years we 
have been using a form card listing 
the addressee’s mame and address, 
bulletin being sent, and the nearest 
Cochrane sales office. 

The success of any publicity effort 
centers around the editor of each of 
the papers on your list. Acquaint him 
with as much confidential data as you 
can; send him occasional copies of 
your internal house organ. Keep him 
on your company Christmas card list. 
Let him in on new installations in 
this field involving your and other 
equipment. He appreciates these serv- 
ices and they pay dividends in many 
cases more valuable per dollar spent 
than any other type of _ promotion 


you can do. 


| CONTINUED FROM Pace 19] 


Sun Oil Campaign 


It had to be shortened for remem- 
brance value and dramatized for ap- 
peal. The answer was to shorten the 
two words “Production Quota” to 
two letters P-Q. These two letters 
could alw ays be used in the headlines 
of the advertisement with an asterisk 
that would refer to a brief, pictorial 
explanation at the bottom of the ad- 
vertisement. This appeal, tied up with 
i stopper of an illustration and head- 


line, would certainly give us dramatics. 


P-QO seemed to be the answer to 
most of our problems. It would give 
us a quick, easy way of driving home 
the importance of petroleum products 
to production. It would give us dis- 
tinctiveness in appeal over competitive 
idvertisements. It would give us some- 
thing we had been striving to achieve 
in all of our business paper advertise- 
ments—that was product family 
association. We could use P-Q in ad- 
vertising cutting oils, diesel lubricants, 
processing oils, marine lubricants and 
many others. 


Ot course, we realized only too well 
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Just give tha Fearn 
neprotentalive a lillle extra 
lime on hit neat call, because 
he has new product that will 
be of great interes! fo you, 
particularly al thes Lime of yoor. 











Fearn Laboratories. Inc. 


e 78 TOT N Western Ave Chicago. tt 





This attractively simple quarter page is de- 
signed to help the salesmen get an audience 
by telling prospects they have something new 
and of special interest to them at this time 





that often advertising ideas that seem 
to fill the bill exactly are shot full 
of holes when they get outside the 
advertising department. So we dis- 
cussed P-Q with other members of 
our organization and then with our 
advertising agency. It passed this rigid 
test. Then came the hardest of all— 
selling it to the sales force. 

Early in the spring of every year, 
we always present the new advertising 
plans for Sun industrial products at 
divisional sales meetings. The entire 
advertising program for the year is 
presented through the media of colored 
slides. Market possibilities are analyzed 
and dramatized. Market coverage with 
advertising is shown. New ideas for 
advertising are proposed. And then 
quite an interesting discussion follows 
in which we always welcome sugges- 
tions and criticisms from the salesmen. 

This year we dramatized to the men 
how our business paper advertising for 
industrial products had increased more 
than six-fold in the past five years. 
We sprung the P-Q idea on them and 
showed them how we were going to 
use it in more than twenty-nine busi- 
ness publications. And immediately 
the idea sparked with practically every 
man. They realized what this could 
mean to industry if put across and 
at the same time what it could mean 
to them as a valuable selling tool. Their 
only q uestions were how soon the 
campaign was going to start and when 
they could get literature explaining 
P-Q, so they could use it as a give- 
away to customers and prospects. 

Right there was where the salesman 
became a vital part in this P-Q cam- 
paign . . . because the success of the 
entire idea depends upon new, up-to- 
date facts direct from the sales firing 


line on how our products were helping 
industry win the battle of production. 
And at every sales meeting we em- 
phasized to each man the importance 
of his cooperation in helping obtain 
this information. In fact, realizing the 
spirit of competition that usually 
exists between salesmen in various divi- 
sions over the country, we put the 
sending in of performance data reports 
on a competitive basis—to date this 
plan certainly is proving a success. 
But to get back to the salesmen’s 
questions, we started the campaigna 
with the May and June issues of prac- 
tically every business publication 
scheduled. And while we used the new 
P-Q idea, we did not deviate from 
our usual formula for every one of our 
advertisements. To be sure, they must 
contain true, useful facts; but besides 
this we have made it a point to make 
every Sun industrial product advertise- 
ment as dramatic as possible with 
installation photos, interest-getting 
headlines (that tell a complete story 
to the quick reader) and punchy, 
concise copy giving the vital facts. 
As to the sales literature to go with 
this P-Q campaign, we thought this 
was just as important as the idea or 
the publication advertisements. The 
executive, buyer, or superintendent 
today certainly welcomes any addi- 
tional facts that can help him obtain 
peak production. With this idea in 
mind, we have prepared a folder that 
gives a full explanation of P-Q and 
just what Production Quota means. 
This folder also gives additional in- 
formation about the many fields Sun 
industrial products are now covering 
and how they are helping industry. 
However, here again, we have not 
stopped in our attempts to aid in 
dustry. To prove the results obtained 
with our products . . . we have sup 
plemented the P-Q folder with book 
lets that contain actual performanc« 
facts. This is amply illustrated by th« 
booklet, Grinding 
Facts,” which contains sixty-two page 


performance runs wit! 


“Cutting and 


of actual 
Sunoco emulsifying cutting oil and 
many important bits of informatio 
that are invaluable to the man in th 
shop working with machine tools. 

The idea of P-Q, or Productio 
Quota, has certainly proved to us tha 
advertising can be used for more tha: 
just publicizing our own products 
It is our answer to helping Amer 
can industry in the present pro 
duction emergency, through adve: 
tising. 
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LAMEST MOIDIEL 


The machine tools, special machinery and shop equipment illustrated 
and described in MACHINERY undergo a continuous process of improve- 
ment in design, construction and operation—to keep them at all times 
up-to-the-minute in efficiency—to assure readiness for the new demands 
of industry. 


In its service to its field, MACHINERY, for 47 years the leading technical 
monthly of the metal-working industries, is directly comparable to the 


products featured in its editorial and advertising pages. To keep it at top 
efficiency in all those things which make a publication an authority on 
its editorial subjects and a valuable advertising medium, MACHINERY 
has a program of constant improvement in service to its readers, in cover- 
age of its industry, in attention value to its editorial and advertising pages. 


A case in point: The 4th Annual Aircraft Production Number of 
MACHINERY—July. 


MACHINERY, 148 Lafayette St.. New York City 
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Industrial 
expositions 








Aug. 12-14. 


Aug. 18-22 









July 9-12 Inventors of America, New 
York. P. O. Box 147, Oakland, Calif 

July 22-25. International Baby Chick All- 
Industry Poultry Conference & Expo- 
sitien, Kansas City, Mo. 3718 Broad- 
way, Kansas City 

Aug. 4-7. Automobile Accessories Exhi- 
bition, Chicago 1455 S. Michigan 
Ave., Chicago 
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Aug. 12-14. National Sign Association, 
Hotel Statler, Cleveland 


International Sign Exposi- 
tion, Hotel Statler, Cleveland. 729 
Broadway, Denver. 


International Association of 
Fire Chiefs, Boston Daniel B. Tier- 
ney, Ciief F. D., Arlington, Mass. 

Aug. 18-22. Photographic Industry Con- 
vention & Trade Show, Chicago. 
Charles Abel, 520 Caxton Bldg., Cleve- 
land 

Aug. 19-21. National Association of Pe- 
troleum Retailers, Chicago 342 N 
Water St., Milwaukee. 

Aug. 21-23. Southern Appalachian In- 
dustrial Exhibit, Bluefield, W. Va. B. 
B. Housman, Bluefield. 





rae 
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PROFITS IN 
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Association of 


National 
Power Engineers, Baltimore. 176 West 
Adams St., Chicago. 


Aug. 25-29. 


American Hospital Associ- 


Sept. 15-19. 
18 E. Di- 


ation, Atlantic City, N. J. 
vision St., Chicago. 

Sept. 16-18. Roadmasters and Mainte 
nance of Way Association of America, 
Stevens Hotel, Chicago. 332 Dearborn 
Station, Chicago. 

Sept. 17-19. 19th Annual Conference and 
Exposition, National Industrial Adver 
tisers Association, Royal York Hotel, 
Toronto. J. A. M. Galilee, Canadian 
Westinghouse Electric Company, Ltd 
Hamilton, Ont. 

Sept. 18-20. National Association Photo 
Lithographers, Cincinnati. 1776 Broad 
way, New York. 

Sept. 22-26. Western Safety Confer 
ence, Seattle. 2129 Grove St., Oakland 
Calif. 

Sept. 23-26. Association of Iron and Steel 
Engineers, Public Auditorium, Cleve 
land. 1009 Empire Bldg., Pittsburgh 

Sept. 28-Oct. 4. American Transit As- 
sociation & Affiliated Associations, At- 
lantic City, N. J. 292 Madison Ave., 
New York. 

Sept. 29-30. National Lubricating Greas« 
nstitute, Stevens Hotel, Chicago. 498 
Winspear St., Buffalo. 

Sept. 29-Oct. 2. International Municipal 
Signal Association, St. Louis. 8 E. 4lst 
St., New York. 

Sept. 29-Oct. 2. American Mining Con 
gress-Metal Show, San Francisco. 309 
Munsey Bldg., Washington, D. C. 

Sept. 29-Oct. 5. American Poultry Con 
gress, Waterloo, Ia. E. S. Estel, Sec'y 
Mgr., Waterloo, Ia. 

Oct. 6-8. National Electrical Contractors 
Association, Rice Hotel, Houston. 420 
Lexington Ave., New York. 

Oct. 6-9. American Institute of Park Ex 
ecutives, New Orleans. 4941 Elliot 
Ave., Minneapolis. 

Oct. 6-10. National Restaurant Associa 
tion, Chicago. 666 Lake Shore Drive, 
Chicago. 

Oct. 6-10. 
Exposition, Chicago. 
Drive, Chicago. 

Oct. 6-11. Chicago Exposition of Power 
& Mechanical Engineering, International 
Amphitheater, Chicago. Charles | 
Roth, Grand Central Palace, New York 

Oct. 8-10. Annual Convention, Direct 
Mail Advertising Association, Mount 
Royal Hotel, Montreal. Spalding Black 
Canadian Industries, Ltd., 1135 Beaver 
Hall Hill, Montreal. 


National Safety Congress & 
20 N. Wacker 


Oct. 11-18. National Dairy Associatio: 
Memphis. 308 Washington, Chicag: 
Oct. 12-15. Mail Advertising Service As 


sociation, Baltimore. 1005 Park Av 
Blidg., Detroit. 

Oct. 12-15. American Public Works A 
sociation, New Orleans. Norman He 
den, 1313 E. 60th St., Chicago. 

Oct. 13-16. National Canvas Goods M! 
Association, Dallas. 3921 Gast 
Dallas. 

Oct. 14-16. American Railway Bridge 
Building Association, Stevens Hot 
Chicago. 332 Dearborn Station, C 
cago. 

Oct. 14-17. United States Independé 
Telephone Association, Hotel Steve 
Chicago 

Oct. 20-25. Dairy Industries Exposit« 
Toronto, Ont., Canada. 232 Madis 
Ave., New York. 
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‘ These Chemical Process Industries know where they are going — 


and why. Each year an estimated $300,000,000.00 goes into 
chemical research and engineering development. Out of.this pro- 
gram have come new products, processes and entire new industries. 
Advertisers who concentrate on this market are following sure 
“radio beam’’ guidance to future sales of the greatest importance. 


-ESSES ...New ways to make and process 
familiar products are being worked out in every 
one of the 26 Process Industries. For obvious rea- 
sons publicity is taboo on many of these. A few 
have been publicized and outstanding among 
these is the production of toluol, the explosives 
base, from petroleum instead of coal. In Texas an 
$11,000,000 plant is in production. Other equally 
important changes are in the making, each bring- 
ing new sales possibilities in its wake. 


DUCTS ... One by one the natural products 
are giving way to man-made synthetics. Shortage 
of foreign supplies has hastened this development. 
Varnish resins, synthetic rubber and drugs are but 
a few of the many products in this class. Some are 
in production while still others are in the planning 
stage. It's good business to follow these industries 
closely. 


“UIPMENT . . . Borrowing from other industries 
is a familiar trick of process industries engineers. 
indeed, safety protection on the mills of a great 
rubber plant is said to have been developed from 
© control switch of a “Toonerville Trolley” plying 


Ingenuity pays a rich dividend if it meets the 
changing needs of these industries. The reward is 
particularly rich if you can anticipate the needs 
of a developing industry. Now is the time to get 
into cooperation for the future markets, as well 
as for the present. 


AND MEN ... 22,000 MEN — Here's a receptive 
audience, if ever there was one. Accustomed to 
change, interested in new products, you'll find them 
well worth your best sales effort. Engineers, pro- 
duction men, chemists and executives—our readers 
are making new industrial history as fast or faster 
than any other group. 


Help these men meet their increasing defense 
production burdens by showing them how to make 
the best use of your products. 


Help them plan the new industries and new 
products which spell a greater post-war industry 
for us all. You can be sure of a hearing if you'll 
address these men through the pages of INDUS- 
TRIAL ond 








ENGINEERING 






© back country line. CHEMISTRY. “ant a 
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NIAA Conference 
A Wartime Laboratory 
® INDUSTRIAL ADVERTISERS are fortu- 


nate that the nineteenth annual conference of 
the National Industrial Advertisers Association, 
scheduled for Sept. 17-19, is to be held in 
Toronto. This will give them an opportunity to 
get a first-hand picture of how manufacturers 
of industrial goods conduct their marketing and 
sales promotion activities under a wartime econ- 
omy. Entering this phase of our national life, 
members of the association in the United States 
will have dual reason for attending. 

The program committee for the Toronto 
Conference already has announced that a spe- 
cial feature of the meeting will be an exhibit of 
British advertising directed to business and in- 
dustry during the present war. The display is 
now being prepared in London. This will give 
advertisers in the Western Hemisphere an un- 
usual opportunity to study the technique and 
copy slants being used to promote the sale of in- 
dustrial equipment and supplies under conditions 
it is hoped will not be experienced in this 
country. 

When it is realized that, according to reports, 
all advertising activity in England is off only 
forty to fifty per cent from normal, and if it 
were not for paper shortage probably would be 
from sixty to seventy per cent of normal even 
now during the most distressing times of the 
country, it is quite likely that a study of that 
situation would bring out many good reasons 
for maintaining advertising during war and sug- 
gest a pattern for doing so. Furthermore, in 
Canada, which is going through conditions of a 
nature more like those that may be experienced 
in the United States, total advertising volume for 
the first four months of 1941 is reported to have 
actually exceeded that for the comparable period 
of 1940. 

Thus, industrial advertisers who may be won- 
dering what should be done about advertising 
under present and the immediate future condi- 
tions will find the NIAA Toronto Conference a 
veritable laboratory. 


Talking the Same 

Language in Marketing 

@ TWO PROJECTS have just been announced 
which are forward steps in the marketing proc- 
ess for industrial goods. One is the publication by 
the American Standards Association of a re- 
vision of the “American Standard Abbreviations 
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for Scientific and Engineering Terms,” and the 
other is the issuance by the Construction Equip- 
ment Advertisers group of a series of glossaries 
of Spanish-English and English-Spanish terms 
used in advertising and sales literature presenting 
their products to Latin-American countries. 

The American Standards work has been devel- 
oped by a group of engineers, editors, and scien- 
tists representing many national organizations 
and seeks to establish a common shorthand of 
engineering and scientific language in the inter- 
est of clarity and unity of understanding when 
technical terms and abbreviations are used. The 
glossaries of the Construction Equipment Ad- 
vertisers have been established by mutual inter- 
est in conveying to their prospective customers 
the same word picture of their equipment and 
its operations. Obviously this will not only result 
in more satisfactory dealing but facilitate the 
translation of advertising and sales text by all 
such advertisers into the same degree of meaning. 

Anything which will serve to make advertis- 
ing more understandable and eliminate confusion 
and unfair competition due merely to shaded 
meanings is a step for the betterment of adver- 
tising in general. Such moves are to be com- 
mended. 


Keeping Their Light 
Under a Bushel 
@ O.K. AS INSERTED in this issue lacks spe- 


cial recognition to two industrial copywriters 


because their superiors, “due to company pol- 
icy,” were unable to furnish their names for use 
in connection with the citations The Copy 
Chasers were making. Because of this, they are 
denied a small token of appreciation from their 
fellow craftsmen who are eager to recognize and 
publicly acknowledged outstanding effort. While 
there may be some good reasons for refusing to 
identify those who have done exceptionally good 
work, we frankly believe much more is gained 
than lost by the adoption of a generous attitude 
on this subject. The man who receives public 
recognition for work well done is undoubtedly 
stimulated to do even better in the future, and 
his company receives credit for having been able 
to develop men of outstanding ability, in addi- 
tion to becoming known as a “good outfit to 
work for,” where excellence is recognized and 
talent is developed. 

So we regret that there are still “company 
policies” which condemn outstanding advertis- 
ing men to anonymity as far as their profes- 
sional accomplishments are concerned. 
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Typical First Award plaque and Award of Merit framed certificate presented to fourteen 
business papers last year in “Industrial Marketing's competition for editorial achievement 





August 1 is Deadline for Entries 
in Editorial Competition 


@ AUGUST 1 is the deadline for en- 
tries in INDUSTRIAL MARKETING’S 
Fourth Annual Competition for Edi- 
torial Achievement and already many 
packages of material are being re- 
ceived by the Contest Secretary. 
Editors are urged to participate in 
the competition because it focusses 
ittention on the invaluable contribu- 
tion the 
toward the 
business and industrial problems. 


business press is making 


solution of America’s 

The competition is open to editors 
of all business papers published in the 
United States and Canada; there are 
no restrictions as to types of publica- 
tions or their group affiliations. No 
entry blanks are required. Aside from 
the time limitations of entries, there 
s only one important regulation to be 
observed—that is, all entries must be 
1ccompanied by a statement of objec- 
tive and evidence of results or reaction 
Each edi- 


tor may make as many entries as he 


to the material submitted. 


res to in any or all of the various 
livisions. 

Awards will be made this year in 
ve classifications as follows: 

1. For the best series of articles or 
ditorials, or general editorial cam- 
-aign around a definite objective run- 
ing through a series of issues. 

2. For the best single article or 
ditorial pertinent to the advancement 
ind welfare of the field served by the 


ublication. This may be a technical 
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article or an editorial treating a prob- 
lem confronting the industry and sug- 
gesting a solution. 

3. For the best illustrative treat- 
ment of editorial material in general. 
Recognition also will be given for out- 
standing work in the way of telling a 
story principally with pictures and 
short captions. 

4. For the best published research 
initiated by the publication on a 
major problem in the industry served 
by the publication. This may be in 
the nature of investigation and devel- 
opment of data concerning improved 
technical practice, economic or mar- 
keting problems, or industry or public 
relations. The idea here is to recognize 
leadership exhibited by business papers 
in the interest of the fields they serve. 

§. For the greatest improvement in 
typography, format, and general ap- 
pearance with regard to functional de- 
sign and appropriateness to the edi- 
torial services rendered. A_ special 
award will be given for the most out- 
standing example of typographical ex- 
cellence maintained during the year, 
thus giving recognition to the publica- 
tion which is improving by refinement 
an established high standard of design. 

One First Award and two Awards 
of Merit will be given under each clas- 
sification. Material entered in the 
competition must have appeared with- 
in the twelve months preceding Aug. 
1, 1941, closing date of the contest— 


this includes issues from August, 1940, 
to July, 1941, inclusive. 

Announcement of awards and pres- 
entation of the trophies will be made 
at the Toronto Conference of the 
National Industrial Advertisers Asso- 
ciation, Sept. 17-19. 

INDUSTRIAL MARKETING is proud to 
present for the fourth time a Jury of 
Awards which it considers especially 
qualified for the task of selecting the 
most outstanding material from the 
great mass of entries annually made in 
this competition. The jury comprises 
two advertising managers, two adver- 
tising agency executives, and an emi- 
nent industrial designer and authority 
on design and layout in the graphic 
arts: Robert L. Gibson, assistant to 
manager, publicity department, Gen- 
eral Electric Company, Schenectady, 
N. Y.; Charles McDonough, advertis- 
ing manager, Combustion Engineering 
Company, Inc., New York, and past 
president, National Industrial Adver- 
tisers Association; S. L. Meulendyke, 
vice-president, Marschalk and Pratt, 
Inc., New York; Louise Dykes, space 
buyer, trade and technical department, 
J. Walter Thompson Company, New 
York; and Walter Dorwin Teague, in- 
dustrial designer, New York. 

Entries and correspondence regard- 
ing the competition should be ad- 
dressed to Contest Secretary, INbus- 
TRIAL MARKETING, 100 East Ohio St., 
Chicago. 
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The expenditure of mil- 


for materials, 


lions of dollars per yeat 
' equipment, 


tance 


huge demands, thousands of 


per year can now be saved through ex- 
and judgment. 
become 4 
trained engineer experienced in pro- 
duction work, as well as being 2 SP¢- 
practices. He 


pert purchasing ability 


He has, in many cases, 


cialist in purchasing 


often enjoys the title of vice-president; 
! 


‘; a member of the company’s 
tive committee, 
to the president. 

In addition to this, 
department 
many new 
purchasing practices, 
related to the 
procurement. 


iS 


A recent surve 


among 2 group of large industrials 


employing centralized purchasing f¢- 


vealed that: 
In forty-one 


panies the responsibility of inventory 
control was vested in the purchasing 
that in thirty-nine 
remaining plants this 
was a joint responsibility which the 
shared with 


department and 
per cent of the 


purchasing department 
some other department. 

Where a salvage problem 
eighty-eight per cent of 


salvage disposal in the 
partment. 


In seventy-five per cent of these 
department 


firms the purchasing 


served as 4 medium for obtaining 1n- 
formation on the highly technical ma- 
terial used by the engineering and 
in sixty-seven 


and 


sign department, 
per cent 
chasing department 
for contemplated materials 
this department. 


From “The Purchasing Agent Factor In Marketing 


and supplies has elevate 
him into a position of major impor- 
‘n the organization. Because of 


and is responsible only 


the purchasing 
now entrusted with 

duties that are not strictly ; 
but which are 
successful operation of 
y made 


per cent of these com- 


the 


studied have vested the function oO 
purchasing de- 


of these companies the 
developed costs 
used by 
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If You Give Him 
The Means To Do It! 
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w .., Experi- 
enced in produc- 
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with inventory 
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Industrial Marketing. by Charles Chamberlain of 


Jenkins Bros.. 


- Check with your com 
salesmen, and you'll find ~ sma 
total agreement with the state- 
—wrye above. That's why they call 
first at the Purchasing Department 
in any call on an important plant 

That's why your advertising 
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AS INSERT = 


Body Copy 


We don’t get much chance within 
the confines of our masthead and 
30” to discuss body copy, as such. 
Mostly we hold up headlines to the 
light or general approach or illustra- 
tive situations or sub-heads or boxes 
or what-not, but except in a vague 
way, we don’t tell you much about 
how the sentences are put together. 
It’s not an easy topic to handle—de- 
spite the hundreds of textbooks on 
rhetoric. Because tone, clarity, sin- 
cerity are such elusive things—they’re 
either there or they aren’t, and we 
don’t think there are any rules for 
putting the ingredients together. Some 
people got it, some people ain’t—may- 
be that’s it. 

Yet body copy is what turns initial 
interest into conviction and _ possibly 
iction. So—because it’s so hard to 
identify any formula—we’re going to 
take some space here for a few exam- 
ples of copy that is so natural, so 
honestly enthusiastic, so persuasive 
that it can be a model against which 
to match your own to catch stilted- 
ness, stiffness, lack of dignity, un- 
mannerliness or the rest of the mul- 
titude of copy ailments. 

Just as we often feel we can give 
our own copy a /ift by first reading 
some Fortune—or some color by first 
reading Pegler—or some earthiness by 
first reading Hemingway—yes, or even 
some crispness by first reading Winch- 
ell—so can you, we hope, get a fresh 
‘feel” for your copy by scanning the 
excerpts that follow. 

You wouldn't think it would cost 

ich to lubricate shafts that drive nothing 
ut needles. But load eight $5-gallon 
irums of good grade lubricating oil into a 


truck——drive it to the dump—and you'd be 
vasting almost exactly the quantity of 
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Lifting Some Lines that 


May Give Your Lines a Lift . . . Good 
Small Space Ads... A Word About Art and Layout... Canada 


lubricant that this famous clothing plant 
did, every year. 

The theft was exposed by Fafnir Ball 
Bearing Sewing Machine Boxes— kid 
brothers” ot the easily-mounted Fafnir Pil- 
low Blocks and Lineshaft Boxes you prob- 
ably use in your plant. Back in 1929, 
600 of them replaced the plain bearings. 
In the first year, they saved $107 in lubri- 
cant alone—and released two men from 
overtime maintenance to other duties. 
12 years later they're still paying 
dividends. 

—from “The Needles that Stole a 
Truckload of Oil” by The Fafnir 


Bearing Company. 





The Copy Chasers’ 
Principles 

@ THE COPY CHASERS base 

their criticism of industrial ad- 

vertising on the following basic 
principles, which they use in 
their own daily chores: 

1, A sound sales idea—true to 
the product, penetrating, re- 
memberable. 

2. An intriguing headline—not 
just tricky—logical to the 
sales idea, and promising 
enough to make reading 
worth while. 

3. Skillful copy, free from gen- 
eralities, free from advertis- 
ing bromides, and free from 
unbacked-up claims for su- 
periority—readable, human. 

4, Copy expressing the prod- 
uct’s qualities in terms of 
benefit to the purchaser—but 
nothing exaggerated, noth- 
ing boastful, nothing the 
salesman himself would be 
ashamed to say. If necessary 
—good solid ‘“reason-why.” 














Ten thousand feet high in the Chilean 
Andes, you can get an awful sunburn. . . 
and so can cables. The actinic rays of 
the sun that high raise “hob” with cable 
coverings. 

Awhile back, Chile Exploration Com- 
pany decided they were sick of the hob 
and gave our research engineers the job 
of making a cable that could lie in the 
broiling sun day after day without crack- 
ing and failing. So, we made Sunex Se- 
curityflex, a cable that defies the sun ten 
thousand feet high in the mountains and 
with equal defiance faces the rough-and- 
tumble conditions of mining 3,000 feet 
below the surface of the earth. 


—from “Portrait of a Heliophile” 
by Anaconda Wire and Cable Com- 
pany. 


From “Every Knock’s a Boost . 
in Strength” (illustration of a ham- 


mer blow) by National Lead Com- 
pany— 

Do this to some metals and you weaken 
them. Do this to Tellurium Lead and you 
strengthen it! 

Yes, every knock’s a boost for this un- 
usual metal. For Tellurium work-hardens. 
A rugged lead to begin with, Tellurium 
Lead actually grows stronger under stress 

Hammer it! Roll it! Stretch it! Bend 
it! And you've got an even tougher lead 
than you started with. That means 


And so on, with sales points. 


A 5,000-horsepower motor to help roll 
out steel for Uncle Sam’s warships . . . 

A S-horsepower motor to help weave 
fabrics for stylish bathing suits .. . 

Allis‘Chalmers makes both—and 1,600 
other industrial and agricultural products! 

In fact, it produces a greater variety of 
capital goods than any other company in 
the entire world! 


—from “We'll Help You Make a 
Battleship or a Bathing Suit” by Allis- 
Chalmers Mfg. Co. 


You've just pushed the little button that 
puts your alarm clock on guard for tomor- 
row morning. Then you snapped off the 
light and said, “Boy, this bed feels good.” 

You're all set to go to sleep with a ven- 
geance, you are. But .. . will you? 

Is there any chance of your staring up 
at the ceiling and writing there the first 
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this how you judge on insulator ? 
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Metal Production Forging 


YOUR CUSTOMERS *1 


WILL PROVIDE THE KEY EDITORIAL FEATURE 


“FASTER PRODUCTION FOR DEFENSE!” —that’s what Industry wants today, and that’s the theme of 
METALS AND ALLOYS’ October issue. 
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Heat Treating 





How to make it faster, and still make it better,—that’s the chief consideration that governs Indus- 
try’s thinking and buying today. And that goes for both Defense and Civilian needs. Every survey 


proves this point. Every factory of importance illustrates it. Each passing day emphasizes it. 


And—the advertising pages of industrial Business Papers prove that Advertisers are recog- 
nizing the importance of the theme to which METALS AND ALLOYS will devote its “Metal 


Show” issue. 


Here’s How METALS AND ALLOYS will handle the theme—and Why! We're going to give our 


readers—the Metallurgical Engineers—straight-out, factual information on the faster production 


of the Defense and Civilian products whose buying specifications and production are their daily job. 





We're going to do this with short, signed articles—and a lot of them. They ‘ll cover every 
metallurgical engineering operation of importance, and many products. They'll skip the pre- 


amble and get down to practical facts on how to do it better and faster. 


We're going to handle the subject this way for a definite reason. We do not believe that 
engineers who count as customers and prospects of yours, want discussions in general terms— 


or slightly revised transpositions of well-known practices to armament products. 


Here’s what the October issue will do for your customers and prospects. |t will give the Metallurgi- 
cal Engineer authentic, useful information on actual aids to faster production of, or with, » tals. 
In so doing—and in conjunction with your advertising—it cannot fail to guide and inf!ence 


him in his buying specifications. 
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sentence of tomorrow's memo-to-the-com 
mittee? Are you sure of that Branch 
Office propesition? Did you make a note 
to check the sales budget? 

In other words . could business have 
a habit of being on your mind? Could it 
be one of the most important items in 
your life? 

You bet it cauld 

—from “Does the Ceiling of Your 
Bedroom Look Like This?” by Business 
Week. 


Whether your problem is a war baby, 
wr just a peace-time problem-child 
AT@M engineers have the time and the 
experience to study it and recommend a 
solution for you right now, without cost 
»r obligation. Used to the unusual, they 
have brought many a runaway difficulty 
to heel, combining operations, often elim- 
inating certain of them altogether. Write 
s—we keep strict confidence 

—from “Rushed for Time? Jammed 
for Floor Space?” by American Tool 


and Machine € ‘om pany. 


It's a Smell of a World and if you 
perate a business which smells half as 
had as that pun, you really ought to know 
what adsorption can do tor you 

Now, don’t get us wrong many a 
espectable business smells And even 
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W. B. CONNOR ENGINEERING CORP. 


. and if you operate a busi- 
ness which smells half as bad 
as that pun, you really ought 
ta know what adsorption can 
do for you. 


Now don't get us wrong. . . 
many a respectable business smells. And even 
pleasant aromas are a problem; in a perfume 
factory, for example, conflicting odors inter- 
tere seriously with the scientific control of 
formulas. A perfumer or. 

chemist who can’t trust his gs 










jasmine and skatol is in ass 
pretty pickle. 
In case you're wondering 
about that word adsornti-- an 
_ 


ne oF aust 00 hit practitally every 
cOmmercial or industrial odor problem. 


Do Something NOW Fé 
Odors spoil foods. Odors \ Lo 
iffect health. Odors chase ™ a 
customers. Odors wreck ™ 

business. Why take such a ae 4 
chances when you can 

lick the problem easily — 

and economically? Your first step is to send 


tor BULLETIN T-4 containing the complete 
tacts. DO IT TODAY. DO IT NOW! 


W. B. CONNOR ENGINEERING CORP. 
114 East 32nd Street 
New York, N. Y. 


Sales Representatives in principal cities 
in Canada: Arthur S. Leitch Co., itd., Toronto 
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pleasant aromas are a problem; in a per- 
fume factory, for example, conflicting 
odors interfere seriously with the scientific 
control of formulas. A perfumer who 
can't trust his nose to distinguish between 
jasmine «nd skatol is in a pretty pickle. 

In case you're wondering about that 
word adsorption—we'll translate it in 
terms of what it means to you. When a 
smell is adsorbed, it is extracted from the 
air, condensed and held! The process is 
old, but the application is new. The im 
portant fact is that the smell is out of 
your way for keeps 

The solution of any odor problem must 
begin with the realization that cooling, 
humidifying and filtering are not the an- 
swer. You simply can not condition an 
odor you must remove it. And the 
only positive, scientific, foolproot way to 
do that is through Dorex odor adsorption 
equipment 

Now, please don’t dismiss that as just 
another claim. We're scientists and engi- 
neers, and are not given to making state 
ments we can't prove. Also, Dorex equip- 
ment is now working successfully for so 
many grateful users that you can ascertain 
for yourself how effective it is. For in- 
stance (list follows) 

DO SOMETHING NOW. Odors spoil 
foods. Odors affect health. Odors chase 
customers. Odors wreck business. Why 
take such chances when you can lick the 
problem easily and economically? Your 
first step is to send for Bulletin T-4 con- 
taining the complete facts. DO IT TO- 
DAY. DO IT NOW! 


All that was from “Adsorbing 
News,” published by The Dorex Divi- 
sion, W. B. Connor Engineering Cor- 
poration as a one-third page ad. 
This campaign is being handled 
extremely well by B. S. Laitin, 
copy chief; John D. Keane, re- 
search director, and Richard A. 
Cullinan, account executive, Al- 
bert Frank-Guenther Law, Inc. 


We Couldn't Get By 


“Is this how you judge an insula- 
tor?” Corning Glass Works says: 

Everyone knows that glass has high 
compression strength; is uniform, perma- 
nent, alkali and acid-resistant. Maybe 
we've missed something, but we figure this 
scorecard must include just about every 
other physical characteristic you yourself 
look for in the insulator you buy. And 
any way you look at it, our PYREX 
brand glass rates pretty high 

The “scorecard” rates a number of 
materials on the basis of six important 
properties. (See “Gallery.”) 

“Why Does a Bridge Wear Red 
Suspenders?” Here’s National Lead 
Com pany’s answer: 

No better rust-preventive exists than the 
Dutch Boy Red Lead with which this 
bridge was painted. It possesses a remark- 
able ability to protect bridges, ships, rail- 
road equipment, tanks, pipe lines and oth- 
er metal structures against corrosion. This 
superiority is due to the fact that in 
Dutch Boy the inherent protective quali- 
ties of pure red lead have been brought 
to a new peek of effectiveness as a result 
of intensive research by National Lead 


1941 Ended in April.” The Dam p- 





Pyrex Insulators 


How a letter of the alphabet 
helped improve mining cable! 
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ney Company of America explains: 

If your plant has jumped from one to 
cwo or three shifts in order to step up 
production, your boilers are operating at 
a rate that will necessitate shutdowns two 
or three times oftener! But an APEXIOR 
coating will push back the day they must 
come off the line APEXIOR, brush- 
applied to new boilers or old boilers after 
cleaning, prevents or checks corrosion for 
up to three years without renewal 


“For Sale: 40 Battleships Practically 
Free!” It seems that “40 Battleships 
could have been built in the time lost 
industry last year as 
American 


by American 
the result of accidents.” 
Mutual Liability 
mends its safety consultants to help 


Insurance recom- 
reduce this loss. 

“The Story of the Thousand Mar- 
bles.” Ohio Brass picked marbles out 
of a bowl to prove “that Scientific 
Sampling provides suspension insula- 
tor users with dependable strength 
values.” 


“How a letter of the 


alphabet 
helped improve mining cable!” An- 
aconda Wire freed cable 
from twisting and kinking by apply- 
ing the rubber insulation in a D-shape. 
(See “Gallery.” ) 
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Pencil switchers save 50% ... 

Pretty, serious-minded Mary Ellen Smith, 
expert stenographer, has the metabolisr- 
tnachine adjusted reparatory * , 


(ing the writing-t»* Dan 7a yma 
ing rent ~ «ning applies to all 
P _ gvucil users in an office or school. 
tdist on Dixon. Ticonderoga pencils. 


' 
LONG ON ECONOMY, 

! SHORT ON COST 

» An extraordinary s¢ 
pencil. Get quantity 
quotations from your 

. stationer or stationery 

dealer. Joseph Dizon 
Crucible Co., Dept. 6-J4, 
Jersey City, N. J. 


DIXON 


CONDEROGA 


PENCILS 








Little Fellers 

Saw a few hard-selling quarter- 
and third-pages this month. 

Greene, Tweed ~ Co. announce, 
“Only One Wrench Has All These 
Features” and then lists them. They’re 
all very realistic features, too, such 
as, “Fits two sizes of nuts, Does not 
chew nuts, Cannot slip off nuts, In- 
stantly reversible,” and so on. 

Plenty of white space aided the 
reading of small type in a clever ad by 
Universal Engineering Company com- 
prising the headline, ‘““New Two-Piece 
Nut Reduces Locking Effort by 
50%,” two little men, picture of 
product (one cross-section), captions 
and logotype. (See “Gallery.”) 

A writing-fatigue test at an East- 
ern university revealed that Dixon 
Ticonderoga pencils (Joseph Dixon 
Crucible Company) effect a fifty per 
cent saving in energy when a switch 
is made from “wasteful inferior 
brands.” ‘In four hours the energy 
consumed with wasteful, inferior pen- 
cils was equivalent to climbing up 29 
flights of stairs of 15 steps each with 
a short pause between flights.” Con- 
clusions: “smooth-writing,  scientifi- 
cally standardized Dixon Ticonderoga 
pencils have a good chunk of the 
stenographer’s daily fund of energy, 
make for much easier, less irritating 
work, go a long way toward eliminat- 
ing the wasteful errors that come 
from human fatigue.” Smart stunt, 
smart third-page copy, the latter 
thanks to Harry Barnhart, Fed- 
eral Advertising Agency, Inc., 
New York. 

Straub Mfx. Company tells about 
the 43,000 tons crushed with a single 
set of jaw plates using a Kue-Ken 
Crusher. The previous crusher had 
needed new jaw plates after only 
9,000 tons. In addition to the lower 
costs through longer jaw plate life 
and the savings from fewer shut- 
downs: our Kue-Ken Crusher saves 
crushing time (one owner crushes 
six carloads of rock in the same time 
a previous crusher crushed a single 
carload of the same rock), saves on 
investment (“weighs less, costs less 
to transport, and crushes finer at a 
single pass”), saves on power (“almost 
completely vibrationless mechanism 
runs in cool oil bath, means less power 
required and practically 100% con- 
version of power to actual crushing’’), 
installation cost (“heavy 

unnecessary. You can 


saves on 
foundation 
mount the Kue-Ken on a truck bed, 


“Tell All” Ad-of-the-Month 


Kue-Ken Crusher sets a record; 
43,000 Tons Crushed with 
a single set of Jaw Plates 


Previous crusher on the job needed new jaw pilates 
efter crushing only 9000 tons of the same rock. 
crushing. (4) Seve on Installation Cos! 
—flimination of vibration mokes 
heovy foundation unnecessary. Yow 
isn't olf you get with a Kve-Ken Bol- con mount the Kwe-Ken on o truck 
anced Crusher on the job... you bed, toll bins or heod frames. Many 
seve four additional ways: (1) Seve ore in operction while mounted to 
Crushing Time—one owner crushes light skid frames. 
six corloads of rock im the some time 


530 Chestnut St. 


100 & conversion of power to actvol Oakland, California 


tall bins or head frames”). AND 
there was a picture of an installation 
and a plug for inquiry! 

Certainly the “Tell-All” ad of 
the month—in a quarter-page! 
ABP, give a bow to L. C. Cole, 
L. C. Cole Advertising Agency, 


San Francisco. 


Emergency Ads 

“We're meeting the tungsten short- 
good, dependable high- 
steel.”"—Bethlehem Steel 
excellent 


age with a 
speed tool 
Company (one of 
Bethlehem ads now appearing). The 
new steel is described and analyzed, 
and recommendations are given for 
the different heat-treatment practice 
that this steel requires. 

“If you are having difficulty in 
securing all the magnesium you need, 
please remember this metal is vital to 
your country’s defense. Dow is pro- 
viding vastly increased production fa- 
cilities for magnesium which will be 
available to all industry at the earliest 


The Dow Chemi- 


many 


possible moment.” 
cal Company. 

“Are you machining Aluminum?” 
Pratt © Whitney devotes a page to 
discussion of best-working tool char- 
acteristics, “one of a series to make 
Pratt & Whitney Research available 
to American shops.” 

“While New Departure’s vast pro- 
ductive facilities are giving defense 
projects right of way, New Depar- 
ture’s technical staff has not forgotten 
its duty to its regular customers.” 
New Departure offers its “Shop Man- 
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eS a 


IN-OU IRIS ...... 


antidote for advertising gambling 


PART 2 


Part 1 of this “little advertising story” appeared 


in the June issue of INDUSTRIAL MARKETING. 


6 LQ UT what about read- 

ership surveys?” 

asked the Young Advertising Mana- 

ger. “Don’t they prove the reading 
audiences of magazines?” 


“Oh, yes readership surveys,” 
echoed the Old Timer. “I almost for- 
got them. Of course you refer to 
those surveys where the Inquiring 
Reporter asks ‘what papers did you, 
or did you not, read?’ Yes, they too 
prove something. 


“Take yourself, for example . . or me. 
Suppose some Inquiring Reporter asks 
us what we have been reading. We 
probably won’t tell an untruth, really. 
But aren’t we apt to be a bit over- 
enthusiastic about how much reading 
we've been doing in those publications 
we seem to be expected to read? Prob- 
ably we saw some of them . . maybe 
we thumbed through them and _ per- 
haps read something in some of them. 
That hardly makes us Constant Read- 
ers... but will it stop us from answer- 
ing, in an off-hand way, ‘Oh, yes, I 
read those papers quite regularly’? 


“None of us wants our associates . . 
or our Boss . . to think we aren’t keep- 
ing abreast of the best in our indus- 
fry’s literature. Just for our own 
pride’s sake we aren’t likely to admit 
being less studious than it seems we 
are expected to be. 


“So I suspect . . in fact I’m sure. . 
that most of such surveys are gener- 
ously flavored with the weakness of 
man. Why, I’ve seen some of these 
survey reports that apparently proved 
more Constant Readers for certain 
publications than their total circula- 
tions made possible even if you 
illowed for 5 or 6 pass-along readers 
for every copy. 


Sure, such surveys prove something. 
But I’m certain that after a survey is 
made there’s a whale of a responsibil- 
ty on the Inquiring Reporter to prove 
that his findings are actually facts. 
Such reports of what people said they 
read certainly can’t be compared . . 
for accuracy . . with evidence that 
someone read something, as proved by 
the reader’s writing in about it. As I 
see it, it’s a case of wishful thinking 
versus tangible action. 


Maybe You Can’t Get . . or 
Don’t Want . . Inquiries 


“Of course it is true that some types 
of products won’t produce many in- 
quiries. For example, certain huge 
machines costing many thousands of 
dollars are rarely bought by any firm 
oftener than every ten to twenty 
years. Naturally at any given time 
there aren’t many firms seriously in- 
terested in buying such equipment. 


“But that doesn’t alter the fact that 
such advertisers want to be sure their 
advertising is reaching their real pros- 
pects. And if they determine that their 
prospects are reading a certain publi- 
cation . . by checking the quality and 
quantity of inquiries this publication 
produces, whether such inquiries 
come from other people’s advertising 
or as a result of editorial material . . 
well certainly they will be much 
surer that their advertising in such 
publication is really reaching their 
prospects. 


Do Important Men 

Send in Inquiries? 
“Son, that’s an age-old argument. Are 
such men too busy . . too important? 
Well . . we’ve demonstrated time and 
time again, with our own advertising, 





INQUIRIES 
their care and handling . . 
How should inquiries be handled to 

get most out of them? 
This is discussed in detail in Part 3 
of this “little advertising story”. 


You can get Part 3 . . together with 
Parts 1 and 2 . . in booklet form. 
The entire story has been reprinted 
and is available without charge. 


For Copies of This Booklet . . Write 
address below. 








PUTMAN 


"|= || PUBLISHING CO. 


737 N. Michigan 
CHICAGO 





that if we advertise products that are 
of genuine, timely interest to such 
men we do get response from them. 
“Sure, not all of them will write in at 
any one time. Maybe the time isn’t 
right . . or they just failed to do it. 
But if any man. . big or little . . is 
genuinely interested in some product 
that will help him in his work 
well to say that such men are always 
too busy to write in is stretching 
credulity too far, isn’t it? 


“We KNOW we get this kind of re- 
sponse in some publications. So it 
seems to me it is thoroughly logical, 
and reasonable, to expect such response 
from other publications . . as proof of 
the quality and quantity of their read- 
ing audiences. * * 


“Otherwise seems to me we are 
gambling with our advertising . . gam- 
bling unnecessarily. That’s why we 
feel that inquiries are the best possible 
antidote against such advertising 


gambling. 


“Son, in spite of all I’ve said, I’m not 
trying to prove you should always ad- 
vertise for inquiries. Sometimes none 
of us should. But I’m reminded of the 
old saying, “Don’t marry for money. . 
marry for love. But it won't hurt any 
to love where money is.’ 


“So whether I advertise for prestige 

. or for inquiries . . I like to adver- 
tise where I know that inquiry re- 
sponse has demonstrated the quality 
and quantity of my reading audience.” 


**Would you like to see proof of such 
response? Ask us to show you evidence 
of response from CHEMICAL EQUIP. 
MENT PREVIEW and FOOD EQUIP- 
VENT PREVIEW. 





Members of CCA and NBP 
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ual” to aid in correct installation of 
ball bearings. 

Revere Copper and Brass Incorpo- 
rated introduces Tom Carroll, thirty- 
“Today, 


Revere 


five years at casting brass. 


he and thousands of other 
workers like him stand behind defense 
orders, as they always have stood be- 
hind Revere metals.” 


“We assure you that the ‘too busy’ 
sign has no place in the Roebling 
business. The 


is always out. 


Roebling latchstring 
However, like most 
other manufacturers, we are faced 
with demands without parallel. And 
we are striving to meet the emergency 
by operating our plants night and 
day—at full capacity.” John A. Roeb- 
ling’s Sons Company. 

DoAl! 


Contour Machines: Because our man- 


“Immediate Shipment on 


ufacturing facilities were increased 
400°, early in 1940, before the de- 
tense program started. Because we 
use arc welded construction for greater 
speed, and have developed a process 
of attaching pads that have machined 
surfaces, which eliminates handling 
heavy framework.” 
Continental Machines, Inc.—"No Ma- 


chine Tool "Bottle- Neck’ Here.” 


and machining 


June Bugs and Blossoms 


Layout is important. Each month 


we'll put a few outstanding layouts 
into “Gallery,” so you can get some 
ideas. Recommended: Owens-Illinois 
Glass “What's New,” 
American Can Company's “The Peach 
Pack that Developed Mumps,” H. H. 
Robertson Company's “Quick-In 
Floors—Quick-Change Floors,” Elec- 


tro Metallurgical Company's long-copy 


Company's 


ad on “If vou can’t get certain alloys, 
perhaps others will do as well.” 
Bethlehem Steel 


drama into a dealer ad on lawn fence 


Company gets 
by telling how three-year-old Billy 
clinched a lawn-fence sale on the spot 
when he was caught just before step- 
ping in front of a passing car. 

The phrase “safety center of the 
universe,” occurring deep in the body 
copy of a Bendix-Westinghouse Auto- 
motive Air Brake Co. ad, strikes us 
much better than the very self-con- 
scious headline, “A Shrine Dedicated 
to Safety.” 

It’s a good idea to make the reader 
keenly conscious of how much he’s 
suffering by not having your product. 
The Leavitt Machine Co. (valve re- 
seating equipment) publishes a chart 
headed “The Cost of Neglect” which 
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WUile CARPETS come from WOUS ? 





Will these new synthetic fibres, new composite experience in solving 
mixtures. new weoves new Gnishes colar problems in every industricl 
ture your dyehouse inte o chemical field, ty onuious te help you work 
leborctory? ¢ Whatever fabrics you out the mest economical formule for 
ore required to dye. National Tech your next job ¢ We invite you te wie 
meal Service, with on unmotched nearby National Technical Service 


NATIONAL ANILINE & CHEMICAL COMPANY, LTD. 


197.145 WELLINGTON STREET WEST, TORONTO, CANADA 
SOANCHTS AND OFTTHOUTORS THROUEHOUT THE WOsLe 





translates the leak of air, steam and 
water through various size openings 
into dollars and cents. (See “Gal- 
lery.”” ) 

Oil companies are going in for vis- 
Quaker State Oil Refining 
Corporation shows unretouched photos 


ual proof. 


of three oil pump screens after tests 
of three nationally-sold motor oils. 
Needless to say, Quaker State leaves 
the least trace of sludge. Four well- 
known turbine oils are tested for a 
Shell ad, and of four steel test strips, 
the one immersed in Shell Turbo Oil 
was the only one showing no rust. 
(See IM, June, p. 20.) 


A Word About Art 


Nothing spoils an ad’s effectiveness 
so quickly as poor art work. The 
average reader is no art critic, yet he 
is so used, by now, to the first-rate 
illustrations he sees in most advertising 
that an amateurish drawing is unmis- 
takable. 

Remember—the public has an in- 
stinct about artistic integrity—they 
don’t have to know why something 
is shoddy, they can feel it. Ask any- 
body connected with the movies or the 
stage. 

And, incidentally, select your stock 
photographs carefully. One white- 
haired gent has been used so often 
as a “President” that it has become 


ridiculous. 


Canada, Here We Come 

A brief look at what is being done 
across the border by some of the 
friends we'll be making at the next 
NIAA Conference. 


ARCHITECTURAL. Excellent copy 





for Canadian Johns-Manville Co. Ltd., 
telling how it pioneered Rock Wool. 
Frigidaire (General Motors Sales 
Corporation), pointing out how the 
client benefits from Frigidaire’s ex- 
perience building “more than a billion 
dollars worth of equipment.” 
Burpinc. Good selling by the 
Barrett Compan) Limited on “Shad- 
ows without Sunshine—new exclu- 
sive shingle provides double-thick cov- 
erage with built-in shadows” . . . and 
by W. C. Edwards & Co., Limited, on 
“How to Buy Windows that give you 
more light and air . . . that help save 
money, too!” This latter one is a 
single column. Wife asks, “Children 
need the light and air that extra win- 
But won’t our fuel bills 


Then hubby, aided 


Curtis 


dows give. 
be much higher?” 
by diagrams, explains how 
Silentite helps save up to 25 per cent 
on fuel. 

MacuHinery. The Jeffrey Manufac- 
turing Co., Ltd., compares the bulk of 
long coils of before and 
after being “converted into short or 


turnings 
shoveling lengths a uniform size 
in a single operation.” (See ‘Gal- 
lery.”’) and Warner & Swase) 
through Williams & Wilson, Limited, 
wants to make sure all turret lathe 
operators are getting the W&S house 
organ. 

Textice. “Will Carpets come from 
Cows?” asks National Aniline & 
Chemical Company, Ltd., suggesting 
the reader write for information on 
synthetic fibres. A swell ad, dra- 
matic, yet very simple (you can 
read the copy in the cut), written 
by James J. McMahon, James J. 
McMahon, Inc., New York. 


Boo-of-the-month to the H. K. Fer- 
guson Company (recipient of top 
award in November) for filling an 
entire bleed page with a picture of a 
darky woman holding up a catch of 
fish plus this meagre copy: “Suzie 
says: ‘It sho’ am fun fishin’! Work 
can be fun, too. We enjoy designing, 
building and equipping good factories, 
complete and ready to run. We do 
our work quickly and well, and can 
The words have a rimg of 
sincerity, but we cannot see any Jus- 


prove it.” 


tification for Suzie or for the sales 
argument that the advertiser thinks 
his work is fun. (See “Gallery.’’) 
Why spoil an otherwise good campaign 
in times like now? 
Boost-of-the-month to Chapman 
Valve Mfg. Company, never thought 
(Continued on Page 133) 
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ompany Keeps in Touch 
ith Its 4,600 
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Forty-six hundred advertisers are a lot of 
advertisers, in any language. That total for 
Thomas’ Register, the industrial buyers’ 
guide, and Industrial Equipment News, the 
Thomas new-products reporter, comes close 
to breaking records—as well as to testifying 
to the remarkable acceptance which indus- 
trial advertisers have given to 


—— 


é 









Advertisers 


<_ 
95 > 





KETING was only in its third year. That re- 
lationship has continued steadily ever since, 
with the addition of Industrial Equipment 
News, which began its spectacular career in 
1933. That was the time, you'll remember, 
when most people were thinking and talking 
depression, instead of courageous enterprise 

in the development of new and 





these outstanding media. 


Such a record of business volume, 
maintained and increased over the 
years, means not only worth while 


advertising services, but also in- sary celebration § of 


telligent, sincere selling and effec- 
tive and consistent promotion. 
We are glad that during twenty- 





No. 12 in a series of 
advertisements 
on the 25th anniver- 


Industrial Marketing 


in March, 1941. 


worth while services such as that 


offered by IEN. 


based The twenty-fifth milestone passed 


by INDUSTRIAL MARKETING 
this year has been made notable 
if only because it has given our 
friends like the Thomas Publish- 
ing Company an opportunity to 
review their work with us in 








three years of the quarter century 
of service which INDUSTRIAL 
MARKETING is now celebrating, we have 
been privileged to help the Thomas Publish- 
ing Company maintain contact with its thou- 
sands of advertisers and the industrial adver- 
tising and marketing field in general. 


When Thomas’ Register started using our 
book back in 1918, this husky buyers’ guide 
was already far along the road to success, with 


1688 advertisers, while INDUSTRIAL MAR- 





behalf of industrial advertising 
and industrial advertisers. 


“Actions speak louder than words,” says 
H. M. Thomas, president of this famous com- 
pany, in commenting on his long association 
with our publication. We agree—just as do 
those 4600 advertisers who have made the 
Thomas Publications a primary source of 
buying information for so many important 
industrial executives throughout the land. 






































| CONTINUED FROM Pace 14] 


Market Research Now 


the probable demand for rebuilding of 
devastated cities and factories and the 
possibilities of that demand being made 
effective through foreign exchange and 
trade. 

The managements of companies 
likely to have excess plant capacities 
should study the trends and conditions 
in these and other industries 


likely 


choose which of them they are best 


many 


to expand, and they might 


adapted to serve and start laying their 





plans at once both in plant construc- 
tion and in marketing methods. 
Study Marketing Methods 

Besides acquiring a knowledge of 
general marketing trends and of the 
growth of particular industries, some 
concerns have it within their power to 
expand the sales of their products by 
reducing prices through lower costs. 
As already mentioned, we have gone 
through a long period in which in- 
creased productive efficiency has pro- 
vided cheaper, more varied products 
and larger incomes to buy them. While 
this tendency is still inherent in plant 





When usual sources fail, your purchasing agent will tell 
you he finds what he needs—fastest—in MacRae’s .. . unsur- 
passed in popularity, quality of inquiries, scope and arrange- 


ment of material... 


3,500 pages of vital buying information 


for every purchasing officer, plant manager and plant engi- 


meer... 
any other buying guide. 


circulated to 55,000 users, 40 per cent more than 


Even if you don’t need inquiries, the effectiveness of this 


year’s MacRae’s will continue for five years. 


That’s why far- 


sighted advertisers are in it today as never before. 


Don't pass up this last chance to come into the 49th Edi- 
The closing date is now. 


tion. 





Write for the story—today! 


Street, Chicago 


New York — Philadelphia — Pittsburgh — Cleveland — Springfield, Mass. 
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operations, despite possible tempora 


setbacks during defense 


there remains for attention that in 


portant part of the consumer’s dol! 


which pays for the marketing of prod 
ucts, estimated to be about fifty-ni: 


cents. 


The individual concern which ca 


pass along savings in marketing ¢ 


penses to its customers in the form « 


lower prices will benefit through 


relatively greater volume of sales and 
plant utilization after this emergenc 
has passed. Where these savings and 
improvements in marketing can tal 
place is a subject for market researc! 


in each business organization. It 


known that, in general, two-thirds of 
the customers of many manufacturing 
and wholesaling concerns buy less than 
one-third of their output but account 
for a much larger proportion of their 
selling expenses and the losses fre 
through lack of 
knowledge of this fact are averaged 


into the general costs upon which 


quently incurred 


prices are competitively established in 


different industries. 


Careful selection of customers and 
proper allocation of marketing effort 
would reduce delivered costs and en- 
able expanded sales volume to take 
place through reduced prices. The 
study of the best outlets for particular 
products would eliminate some costly 
Consideration of 
whether a product should be marketed 


by itself or as one of a group iS also 


haphazard selling. 


important in endeavoring to reduce 
marketing costs. Reduced marketing 
costs are just as important as reduced 
factory costs in making possible lower 
prices and expanded sales volumes. It 
should be borne in mind that the great 
masses of people are in the low income 
brackets, and if the prices of luxury 
goods now sold mainly to the small 
high-income market can be reduced, 
their sales volume to the huge mass 
market can be multiplied many-fold 
Similarly the marginal buyers of indus- 
trial goods can be induced to buy 
larger quantities. Analysis of selling 
and advertising methods may enabi 


the choice of those which will accon 
plish a given task with least expens 
A further difficult but logical s' 
would be market experimentation w 
prices at different levels for the p 
pose of determining how much e: 
lower price may expand sales volun 
When this is matched with the eco 
mies of larger plant output, the po 
(Continued on Page 86) 
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| HEATING, PIPING & AIR CONDI. _— AIR “< 
TIONING —the Number One DITIONIN 


Publication in the Industrial and Large 
and other large buildings requires 


Building Market — reader audience in all the use of some 200 or more 


K F Y d K FY h products — fans, air washers, coils, 
: controls, motors, etc. HEATING, 
engineers an contractors who PIPING & AIR CONDITIONING regu- 

| if h d . T | larly devotes over 50% of its 
p an, speci Yy, purc ase an install. editorial content to air conditioning 


articles and engineering data. 











HEATING 


The same engineers and contractors 
who purchase and install air con- 
ditioning equipment are the KEY 
MEN when it comes to straight 
heating, using boilers, stokers, oil 
burners, unit heaters, direct radia- 
tion, etc. Therefore, HEATING, 
PIPING & AIR CONDITIONING carries 
monthly a wealth of pertinent infor- 


mation on this subject. 





PIPING 


The same engineers and contrac- 
tors also purchase-control industrial 
process piping jobs, using miles of 
pipe, valves, fittings, pumps, etc. 
Thus, HEATING, PIPING & AIR CON- 
DITIONING publishes for its readers 
the latest information on piping 
problems. 








-OMPANY... Aur Conditions 








CHICAGO 
BRIDGE & IRON 


COMPANY 








Why has Chicago Bridge & Iron 
Company advertising been carried 
in Civil Engineering for the past 
six years? 

because the civil engineer is a vital 
factor in the specification and purchase 
of their elevated tanks, gas holders, 
atom smashers and other intricate steel 
structures 


because Civil Engineering is read by 
the influential men in this field 
Are your products used by the 
designers, builders or operators 
of bridges, tunnels, dams, power 
plants, water works, sewerage 
works, highways, railways, air- 
ports or factories? If so, then 


let the civil engineer read your 
message in the pages of his own 
publication. 






ee... 2 
civic ° 
ENGINEER 


ed 





33 West 39th Street @ New York, N. Y. 


SEE MARKET DATA BOOK «+ PAGE 166 
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of maximum total profit may be more 
clearly indicated. It is clear, therefore, 
that market research to determine less 
expensive and more effective ways of 
distribuing goods of all kinds may help 
considerably to increase volume of out- 
put and to utilize excess plant 
capacity. 

Market research may also be em- 
ployed to study the frills which have 
been added to many products, some of 
which buyers do not consider worth 
while and would be willing to forego 
for the sake of lower prices. How- 
ever, the method by which this may 
be done brings us to the discussion of 


new product development. 


Study the Markets for 
New and Improved Products 


New and improved products, com- 
ing as the result of invention and sys- 
tematic laboratory research, may be 
tested as to their marketability in va- 
rious ways. One method is to make 
surveys and inquiries from possible 
users and from this to estimate the 
total potential market. Possible prices 
which buyers would be willing to pay 
may be investigated in somewhat the 
same fashion. The second method of 
testing the marketability of new prod- 
ucts is to distribute samples or descrip- 
tions and measure the market interest 
in them. A third method is to set up 
definite comparisons with products 
now in use or with variations of the 
same new product to determine which 
is preferred, what characteristics pro- 
vide the basis for the preference and 
what characteristics are unimportant. 
In the food industry, for example, ice 
cream, cereals, meats, canned foods 
and the like have been compared on 
the basis of appearance, taste, odor 
and touch, and the results may be 
given to laboratory research men in 
order to bring about modifications 
best suited to staisfy demand. This 
method has been used to determine the 
most desirable characteristics in auto- 
mobiles, home equipment, and electrical 
apparatus. It can be extended to many 
other durable consumer goods and even 
to a great many products and pieces 
of equipment bought by other manu- 
facturers for use in fabrication. 

There is no serious difficulty in 
studying market demand for the prod- 
ucts of inventive minds. Prudence 
dictates that before attempts to mar- 
ket these new products by extensive 
and expensive marketing and advertis- 


ing programs are undertaken, mark« 
research should be thoroughly used ¢ 
provide the facts necessary in min 


mizing the attendant risks. Furthe: 
experimental marketing in _ limited 
areas is very desirable before nationa 
marketing programs are decided upo: 
and undertaken. 

Now, we may review the course of 
this discussion. First, it is very prob 
able that, after the war is over, ther 
will be excess plant capacity. This 
excess may be a much more serious 
factor than at the end of the last 
World War, twenty years ago, because 
of the great increase in armaments 
and army mechanization. To meet the 
burden of idle plant capacity, fa: 
sighted business executives in the du 
able goods industries may begin at 
once to use market research in several 
ways. (1) They may study how gen- 
eral market trends may affect the de 
mand for goods which their plants 
may readily produce. (2) They may 
study the trends in those industries 
which may be favorably situated to 
meet shortages and replacements, and 
to market new products. (3) They 
may study their marketing methods in 
order to improve them and _ thereby 
extend the market demand for their 
products. (4) Finally, they may study 
the markets for new and improved 
products and adapt the products them- 
selves to customers’ preferences in or- 
der that there may be no delay in 
launching a complete program for sell- 
ing as much as possible of the output 
of excess plant capacity after the 
termination of this war. 

The application of market research 
now is truly an important step 
towards solution of the perplexing 
problem of post-war utilization of 


wartime facilities. 


Cramer-Krasselt Agency 
Adds Industrial Division 


M. R. Crossman, advertising direct 
Barber-Colman Company, Rockford, I! 
has been placed in charge of a _ new! 
formed industrial advertising departm: 
in The Cramer-Krasselt Company, M1: 
waukee agency. With Mr. Crossman wi 
be associated T. C DuMond, former 
advertising manager, Gorton Mac! 
Company, Racine, Wis 

Both men have a wide background 
experience in the industrial advert: 
and marketing field. Mr. Crossman 
elected president of the newly fort 
Rockford Industrial Marketers chapter 
the NIAA last month 


Edward Valve Names Marsteller A.M. 
William A. Marsteller has been app: 


ed advertising and sales promotion n 
ager of The Edward Valve & Mfg. ( 
pany, Inc., East Chicago, Ind 
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NEW TIMES 
NEW IDEAS 


It takes more brains to make adver- 
tising and selling fit industry’s needs 
now. Some men we know are doing 
it well. If you want to learn to use 
advertising more effectively, plan to 
| swap ideas with other wide-awake 
_ men at the 1941 three day N.IA.A. 
Conference in September at the Royal 
York Hotel, Toronto, Canada. A new 
h setting, a thousand executives, and 
: speakers of international reputation. 





Make this note in your diary 


19 ANNUAL N.I.A.A. CONFERENCE 
TORONTO, CANADA- SEPTEMBER 17, 18, 19 
NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION, INC. 


100 EAST OHIO STREET CHICAGO, ILLINOIS 
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[CONTINUED FROM Pace 30] 


LeTourneau Photos 


several thousand smaller size negatives. 
Well worth protecting! 


Because negatives are much handled, 
we've found it pays, too, to keep each 
in a transparent glassine envelope, 
which prevents finger marring, thus 


insuring flawless prints. 


Duplicate Filing Structure 

Two sources of picture supply ne- 
cessitate a duplicate set of files for 
prints: One—on 8x10 negatives, re- 
ceived from commercial photogra- 
phers, are accommodated on stout, 
standard size 9x11'%4 inch manila en- 
velopes for durability, and are filed 
into standard letter-size file drawer 
cabinets. These 8x10 pictures are 
given an “A” sufhx number to dis- 


' . . 
tinguish them from 3x§5 snapshots. 


This second group of 3x5 snapshot 
negatives, taken by our own field engi- 
neers, district representatives, and de- 
partment personnel, are filed in 5x8- 
inch envelopes, then into special 6x19- 
inch drawer-size cabinets. In_ this 
case, it was decided to duplicate the 
photograph file set-up rather than 
clutter up the 8x10-size photo files 
with some 4,000 odd 3x5 photos now 
in the smaller-size files. These small 
photographs, incidentally, contribute 
just as much in ad advertising, pub- 
licity, and sales promotional way as do 
the larger 8x10 photographs, and are 
given the same thorough “follow- 
through” in all these channels, as ex- 
plained below. 

So efhicient and smooth-functioning 
is this system that, despite the volume 
of prints being handled, it requires the 
time of but one man to supervise cor- 
respondence with photographers, sub- 
mit pictures to the board-of-picture 
review for acceptance, keep purchase 
records, number negatives, order and 
route prints, file, etc. On his master 
number record, this photography di- 
rector keeps a brief job notation to 
identify each picture series numbered. 

Through the photography director, 
good relations are maintained with 
commercial photographers as well as 
encouraging our own men to take 
more and better pictures. A_ few 
“tools” provided to accomplish this 
ure a booklet on the angles of “Tak- 
ing Photographs That Sell” (See IM, 
Dec. *40, p. 20) 
form, furnishing the photographer 


and a job report 


with a completely thought-out blank, 
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which requires but filling in the easily- 
obtained data right on the job. 


Making Pictures Pay 
for Themselves 


To take fullest advantage of our 
investment in photographs the pho- 
tography director feeds the latest pic- 
tures through several channels for re- 
lease: To the advertising department, 
for use in business paper advertising. 
Job-action photographs and certified 
job data are the backbone of LeTour- 


neau’s national advertising program. 


They’re also widely used in coéperative 


. 


ENAMEL—refrigerators, 


steel, power, etc. 


etc. 


2. How big is it? 


materials, 


Alloy metal 

Air compressors 
Batching equipment 
Belting 

Chemicals 

Control devices 


Conveyors 


Is it permanent? 
Although stimulated by 








for ceramic and clay products 


i. What does this market include? 
GLASS—plate and window glass, tableware, containers, 
fluorescent lamps, fibre glass, ete. 
stoves, sanitary ware, structural 
enamel, kitchen utensils, ete. 


REFRACTORIES—materials, generally used in brick form, 
for withstanding high temperatures in the production of 


POTTER Y—tableware, art pottery, tile, electrical porcelain, 


HEAVY CLAY PRODUCTS—brick, sewer pipe, tile, ete. 


RAW MATERIALS—hundreds of minerals, chemicals, etc.. 
used in ceramic manufacture. 


These industries spend $500,000,000 annually for equip- 


ment, supplies, machinery, fuel and power, and raw 


3. What do they buy? 


Representative needs of these industries are: 


Dryers 
Fans and blowers 
Fuel burners 
Insulation 

(high temp.) 
Magnetic separators 
Material handling 
Minerals 


a permanent, solid market. 


LeTourneau-dealer secuonal business 


paper advertising; in our bi-monthly 
house organ, “LeTourneau METH- 
ODS,” and for use in an extensive 
direct mail literature program, pro 
duced in line with Caterpillar Tracto: 
Company requirements. 

LeTourneau’s News Bureau get 
pictures off to newspapers, business pa 
pers, suppliers and the like, whik 
The sales department 


sees to it that its district representa 


, 


they’re “‘hot.’ 


tives, dealers and dealers’ men keep 
an up-to-date picture kit, also effec- 
tively uses LeTourneau photos to 








Oil and gas engines 





Power shovels 
Power transmission 
Refractories 
Stokers 

Tractors 

Valves 


defense (priority ratings can be 
obtained for supplying many of the needs of these indus- 
tries) they are essentially peacetime industries and provide 
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eunch across promotional selling bul- 
etins. There are a few cases on rec- 
rd where equipment has actually been 
sold by some of these job photographs. 

The field engineering department is 
-onstantly releasing latest photographs 
ind actual job data in official Certi- 
fied Data Sheet Form to private con- 
tractors, county, state and govern- 
mental bodies, loggers, industrial con- 
cerns, mine, pit and quarry operators, 
etc. 

And, finally, but by no means least, 
s the export department, which leans 


heavily upon the support of the photo- 





graph department for a large share of 
its selling promotion, via photographs 
and direct mail. 


Full-Time Company 
Photographer Added 

To further speed the handling of 
this ever-increasing photograph serv- 
ice, and to keep down costs, a com- 
pany photographer has been equipped 
with all facilities. for speedily handling 
print supply, photographs 
around the plant, developing nega- 
tives sent in from the field by our 


taking 


own men, making enlargements, etc. 








B. 


important penetration. 


Since 





use it more often 


mation. 


catalog page 


We'd be glad to give you help 

without any charge in preparing 
your catalog. Let our Service 
Dept. submit an idea. 
for CDB is September 1, 


Press date 


1941. 


CERAMIC DATA BOOK 


Published by 
Van Buren St., 


INDUSTRIAL 


Chicago, 





for economical, effective catalog 
coverage—CERAMIC DATA BOOK- 


I. Provides thorough coverage. 
6,000 copies are used by 22,800 executives in every ceramic 
and clay products plant in the United States and important 
plants in Canada, South America and non-combatant foreign 
countries. Some plants use as many as 35 copies, providing 


2. 85.1% average renewals of advertisers. 
Proof that advertising in Ceramic Data Book pays dividends 
is shown in the fact that advertisers take space again and 
again. Through good and bad times alike, since 1935 the 
percentage of advertisers who have repeated has been 85.1%. 


3. Established over 19 years. 


1922, Ceramic Data Book has been serving these 
industries. Its use has become a habit of long standing. 


i. Eeonomiceal sales insurance. 


Your catalog protects your whole sales appropriation by 
providing essential information at 

the moment of purchase. 
vey of the readers of Ceramic 
Data Book showed that 84.5% 
than 
other source for buying infor- 
And this sales insur- 
ance costs only 3c, or less, per 
per recipient, 
which you will recognize as 
an economical catalog cost. 


A sur- 


any 


PUBLICATIONS, INC., 59 East 
publishers of Building Supply News, 
Practical Builder, Ceramic Industry, and Brick & Clay Record 
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Thus, this smooth-running system 
is continuing to make itself an indis- 
pensable part of the R. G. LeTour- 
neau, Inc., business structure, and has 
more than paid for itself in value re- 
ceived. Much credit for the original 
“thinking-out” of this photograph 
filing system goes to the Caterpillar 
Tractor Company, here in Peoria, Ill., 
where a similar filing set-up has for 
years proved as practical and profit- 
able to it as it has for R. G. LeTour- 
neau, Inc. Here’s the answer to many 
another photograph problem! 


[CONTINUED FROM Pace 17] 


Johns-Manville Catalog 


duced at a cost of 
This is designed to 


approximately 
twelve cents each. 
take care of the smaller accounts that 
have no occasion to use the more 
specialized packings included in the 
larger book. 
that had to be redesigned, this edition 
was printed from the same plates used 
Cover is dark 


Except for a few pages 


in the large catalog. 
blue, standard weight Marvelhide cov- 
er stock, printed in gold ink. The 
distributor’s imprint appears on the 
front cover printed in black ink on a 
gold panel. 

To date, little 


made to publicize the new catalog 


attempt has been 
except to our own sales force and dis- 


tributors through letters, bulletins, 


and personal calls. We do not consid- 
er it advisable at this time to solicit 
general inquiries of doubtful value, 
but prefer instead, to let our salesmen 
and distributors capitalize fully on its 
use as a “sales-presentation.” 

We have, however, received numer- 
ous requests for “Oscar” to be used in 
distributor show rooms and at distrib- 
utor sales meetings. He has been fea- 
tured on display cards, blotters and in 
full page ads in Mill Supplies, Power, 
Mill and Factory, National Engineer 
and other trade and industrial publi- 
cations. Plans are now being made to 
merchandise him further and it looks 
as though our little wooden inspiration 
is well on the way to becoming a per- 
trade 
Johns-Manville’s number one packing 


manent mark character and 


salesman. 





Simpers Company Liquidates 

Robert S. Simpers has joined the 
J. Walter Thompson Company organiza- 
tion, following the liquidation of The 
Simpers Company, Inc., New York adver- 
tising agency, of which he was the presi- 
dent. 
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——) Yo Rat-a-tat-tat!!! Words fall far short of describing the ear-splitting staccato of a) 
P pneumatic or electric hammers and drills thundering away on construction ( 
jobs everywhere. Each rap seems to drive home the fact that here is the [J , 

best market for such equipment. However, recent developments and new trends in operating methods | 
invariably affect the importance of certain fields as markets. C. N. Kirchner of Independent Pneumatic , 
Tool Company reviews all these changes as plans for the year’s advertising program are being made. , 
n 

The MARKET DATA BOOK is proving to be a tremendous help in sifting the wheat from the chaff 

in the selection of media to reach specific mar- A 
kets. This is the way he puts it: “I have come d 
to the point where I start with the MARKET ti 
DATA BOOK to get a concise picture of the | al 
market and the media to reach it; then seek D 
further details on the basis of the facts thus [) 5 
garnered. ja 
“This means that every publisher with papers / m 
going to the fields we are interested in not only [ 4 


gets his advertising in the MARKET DATA f gi 
BOOK read . . . he gets it studied. So, it looks de 


to me like you are doing a good deed for both 






publishers and industrial advertisers in mak- 


ing the MARKET DATA BOOK available.” 


ag 






A Continuous Service to Busi- 


ness Publishers Since 1921 
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) USED IN MOST PLACES WHERE BUSINESS PAPER SPACE IS BOUGHT 
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The Independent Pneumatic Tool 
Company is typical of the thousands 
of manufacturers selling to business 
and industry who are using the 
MARKET DATA BOOK for their 


market and media information. 


A recent independent survey con- 
ducted among executives of adver- 
lising agencies and manufacturers 
showed that 60.6% use the MARKET 
DATA BOOK for checking markets, 
4.8% for checking publication rates 
and circulations, 50% for making up 
media lists, 44.2% for preparing a 
quick analysis of the market for a 
given line of products, 32.7% for 
determining sales potentials, 22.1% 
as a reference source at advertising 
agency conferences and 21.2% for 


other occasional uses. 








@ C. N. Kirchner is advertising manager of Independent Pneumatic Tool Com- 
pany, Chicago, Illinois, one of the country’s largest manufacturers of pneumatic 
and electric tools. For the four and a half years he has held this position he 


has done an outstanding job of popularizing the company’s trade name, THOR. 








THE MiarKet Data Book 


WEW YORK CHICAGO 
380 W. 42nd St. 100 E. Ohio St. 


LOS ANGELES 
Garfield Bldg. 


SAN FRANCISCO 
Russ Bldg. 











E. J. GOES 


Vice-President 


H. V. MERCREADY 


Vice-President 





TERRY MITCHELL 


Vice-President 


LOUIS J. OTT 


Vice-President 








RICHARD P. DODDS 


President 





R. T. REINHARDT 


Vice-President 


W. D. MURPHY 


Vice-President 





E. C. HOWELL 


Secretary-Treasurer 


M. R. WEBSTER 


National Head- 
quarters Secretary 


NATIONAL 


@ THE National Industrial Adver- 
tisers Association is the only national 
organization devoting its efforts ex- 
clusively to the advancement of indus- 
trial marketing and advertising tech 
nique and practice. The association 
is comprised twenty-one chapters, 
including two in Canada, in the im- 
portant industrial and _ distribution 
centers of the country. 

The membership includes advertis- 
ing, sales promotion, and sales mana- 
gers and members of their staffs, 
agency account executives, representa- 
tives of business papers and service or- 
ganizations, all interested in selling 
the products of the durable goods in- 
dustries. Membership in a local chap- 
ter includes membership and all privi- 
leges in the national association. Where 


district chapters have not been or- 


92 


ganized, 


“‘members-at-large” receive all 


association benefits. 


The NIAA was organized in 1922, 
by a group of men headed by Keith J. 
Evans, advertising manager, Joseph T. 
Ryerson & Son, Inc., Chicago, who had 
been meeting in local groups and 
felt the need for wider exchange of 
ideas and experiences, and united ac- 
The organi- 
zations which joined in this move were 
the Technical Publicity 


now known as the Industrial Adver- 


tion for mutual benefit. 
Association, 


tising Association of New York; En- 
gineering Advertisers Association, Chi- 
cago; oa Milwaukee Association of 
Industrial Advertisers. From this nu- 
cleus, the NIAA has grown to twenty- 
one chapters with a combined mem- 
bership of over 1600 as listed in 


the following pages. In scanning 
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INDUSTRIAL ADVERTISERS 
ASSOCIATION 


through the membership roster, onc 
cannot help but be impressed with 
the character of men and women mak 
ing up its membership and the com 
panies they represent. INDUSTRIA! 
MarRKETING is indebted to the Board o! 
Directors of the NIAA for the priv 
lege of publishing the roster, a desi: 
motivated by the thought that perhap 
many advertising and marketing exe: 
utives in the industrial field fail 
realize the benefits to be gained 
affiliation with the NIAA and will g 
a new idea of its value when they s 
who constitute its officers and men 
bership. 

The association maintains a natior 
headquarters office at 100 E. Oh 
St., Chicago, in charge of Mildred 
Webster. The officers of the associ 
tion are shown in the accompany! 
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lustrations. The district chapters 
id their presidents are as follows: 


\oOSTON: Technical Advertising Associa- 
tion: Harry A. Keene, advertising man- 
wer, Grinnell Company, Inc., Provi- 
dence, R. I 

HICAGO: Engineering Advertisers Asso- 
ciation: W. Lane Witt, assistant adver- 
tising manager, Crane Co. 

NCINNATI: Cincinnati Industrial Adver- 
tisers Association; Theodore Brown, 
Vice-Pres., Perry-Brown, Inc 

CLEVELAND: Industrial Marketers of 
Cleveland; C. B. Cook, The Elwell- 
Parker Electric Company. 

Detroit: Industrial Marketers of Detroit; 
Tom Moule, account-executive, Ralph 
W. Wolfe & Associates, Inc 

GetrysBurG, Pa.: The Mason-Dixon In- 
justrial Advertisers; J. William Stair, 
dvertising manager, B. M. Root Com- 
pany, York, Pa. 

INDIANAPOLIS: Indiana Association of In- 
justrial Advertisers; E. E. Christena, 
manager sales promotion, J. D. Adams 
Company 

Los ANGELES: Industrial Marketers of 
Southern California; M. R. Klitten, ac- 
count executive, The McCarty Com- 
pany. 

MILWAUKEE: Milwaukee Association of 
Industrial Advertisers; E. T. Slackford, 
idvertising manager, Harnischfeger 
Corporation 

MONTREAL: Technical Advertisers Asso- 
ciation of Montreal; John O. Pitt, Ca- 
nadian Fairbanks-Morse Company. 

New Jersey: Industrial Marketers of New 
lersey, Newark; Robert S. Bubb, adver- 
tising manager, Lock Joint Pipe Com- 
pany, Ampere, N. J. 

New York: Industrial Advertising <As- 
sociation; Charles M. Neighbors, adver- 
tising manager, The Babcock & Wilcox 
Company 

PHILADELPHIA: Eastern Industrial Adver- 
tisers: J. S. McCullough, manager sales 
publicity, Yale & Towne Mfg. Com- 
pany 

PITTSBURGH: Industrial Advertising Coun- 
il; Edmund D. Kennedy, advertising 
manager, Copperweld Steel Company, 
Glassport, Pa. 

Rockrorp, Ixxi.: Rockford Industrial 
Marketers; M. R. Crossman, advertis- 
ing director, Barber‘CColman Company. 


‘rt. Louis: Indusrtial Marketing Council; 
Anthony Neher, sales promotion man- 
iger, Century Electric Company. 

FRANCISCO: Industrial Marketers of 
Northern California; Norman F. D’Eve- 
yn, president, D’Evelyn & Wadsworth, 

Inc 

LEDO: Toledo Industrial Advertisers 

Club; Allen P. Colby, advertising man- 

ger, The National Supply Company. 

RONTO: Industrial Advertisers Associa- 

tion of Ontario; L. B. Hicks, Canadian 

General Electric Company, Ltd. 

UNGSTOWN: Youngstown District In- 

justrial Marketers; L. Taylor, ad- 

ertising manager, The Deming Com- 

pany, Salem, O. 

ESTERN New ENGLAND: Industrial Ad- 

vertising & Marketing Council; G. M 

rletcher, advertising manager, The 

Stanley Works, New Britain, Conn. 


District chapters meet once or twice 
month for clinic sessions, round table 
scussions, or to listen to sneakers on 
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interesting and important subjects. The 
NIAA holds an annual conference; 
this year it is to be held September 
17-19, at the Royal York Hotel, 
Toronto. The annual conferences en- 
able members to meet each other 
personally and exchange ideas in many 
clinic sessions which have grown in 
popularity as a feature of the con- 
ventions, in addition to addresses on 
various phases of industrial advertising 
and marketing by authorities in their 
fields. The personal friendship which 
develops among members is not the 
least in value of benefits received. 

The National Industrial Advertisers 
Association has many committees 
which study various problems and ac- 
tivities of industrial advertisers and 
make reports to the membership 
throughout the year. Among these ac- 
tivites are surveys on direct mail, cata- 
logs, motion pictures and slide films, 
advertising budgets, publication rate 
fluctuations, publishers’ statement 
forms, and many others which form 
the only comprehensive data available 
on the subjects. 

The association is guided by definite 
aims and objectives which may be 
summarized as follows: 


1, To extend the service and aug- 
ment the influence of the various dis- 
trict groups in common marketing 
problems. 

2. Toestablish, standardize, and im- 
prove modern practices in advertising 
and selling to the industrial market. 

3, To support unequivocally the de- 
sirable principle of truth in advertis- 
ing, avoiding misrepresentation and 
falsification. 

4, To aid in obtaining government 
codperation in the compilation and dis- 
semination of industrial marketing 
data. 

5. To create a medium of free in- 
terchange of ideas, methods and plans 
among district associations, their mem- 
bers, and members-at-large. 

6. To stimulate and encourage the 
organization of district industrial ad- 
vertising groups in other industrial 
centers. 

7. To assist in codrdinating and 
marshalling the forces of business for 
better public understanding. 

8, Last but perhaps most import- 
ant, to help each member become more 
useful and valuable to his own com- 


pany. 


NIAA Membership Roster 


For listings by company affiliations, see page 116 


All members are classified as Active Members except those whose names are pre- 
ceded by an asterisk (*), who are Associate Members. The chapters to which the 
members belong are designated by the figures in parentheses following their names 
which indicate as follows: (1) Boston; (2) Chicago; (3) Cincinnati; (4) Cleveland; (5) 
Milwaukee; (6) New York; (7) Philadelphia; (8) Pittsburgh; (9) St. Louis; (10 
Youngstown; (11) New Jersey; (12) Detroit; (13) Toledo; (14) Toronto; (15) Indian- 


apolis; (16) Gettysburg; (17) Montreal; 


Western New England; (21) Rockford; 


A 


*ABBINK, JOHN, Pres., Business Pub- 
lishers International Corp., 330 W. 
42nd St., New York. (A) 

ABBOTT, PAUL M., Partner, Suther- 
land-Abbott, 234 Clarendon St., 
Boston. (1) 

*ACHESON, H. Stuart, Adv. Megr., 
Combustion Publishing Co., Inc., 
200 Madison Ave., New York. (6) 

ACKLIN, JAMEs M., Sales Dept., Acklin 
Stamping Co., 1925 Nebraska Ave., 
Toledo. (13) 

Apams, F. E., Buchanan & Co., Inc., 
1501 Broadway, New York. (6) 

* AHRENS, J. F., The Penton Publish- 
ing Co., 110 E. 42nd St., New York. 
(6) 

* AHRENSDORF, ROBERT E., East. Rep., 
Gardner Publications, Inc., 342 
Madison Ave., New York. (7) 

AKERS, KENNETH W., Vice-Pres., The 
Griswold-Eshleman Co., 2700 Ter- 
minal Tower, Cleveland. (4) 

AKERS, MILBURN P., Exec. Sec., Illi- 
nois Development Council, Suite 
417, State House, Springfield, III. 
(A) 


(18) San Francisco; (19) Los Angeles; (20) 
(A) Member-at-Large. 


*ALCORN, T. E., Rep., McGraw-Hill 
Publ. Co., Inc., 3830 W. 42nd St., 
New York. (6) 

ALDRIDGE, ALBERT E., Jr., (Sun Oil 
Co.,) 7846 Bayard St., Philadelphia. 
(7) 

* ALEXANDER, H. J., (Thomas Publish- 
ing Co.), P. O. Box 266, Hartford, 
Conn. (A) 

ALEXANDER, ROBERT G., Adv. Megr., The 
Standard Transformer Co., Warren, 
O. (10) 

ALLAN, W. T., A. Allan & Son, 601- 
609 Bergen St., Harrison, N. J. (6) 

ALLEN, CHARLES V., Sales Staff, Rob- 
ert McKeon Co., 249 High St., New- 
ark, N. J. (11) 

ALLEN, RosBert E., Asso. Acct. Exec., 
Fuller & Smith & Ross, Inc., 71 
Vanderbilt Ave., New York. (6) 


ALLSHOUSE, Don, (Adv. Mgr., North- 
ern Equipment Co.), 3117 Ridge 
Road, Erie, Pa. (A) 

ALLWORK, RONALD, 444 Madison Ave., 
New York. (6) 

ALMROTH, T. K., Adv. Mgr., Owens- 
Illinois Glass Co., Ohio Bldg., To- 
ledo. (13) 
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ANABLE, ANTHONY, Adv. Megr., The 
Dorr Co., Inc., 570 Lexington Ave., 
New York. (6) 


ANDERSON, J. W., JRr., Owner, J. W. 
Anderson Agency, 1388 W. Upsal 
St., Philadelphia. (7) 


ANDERSON, K. G., Acct. Exec., Walsh 
Advertising Co., Ltd., 310 Guaran- 
tee Trust Bldg., Windsor, Ont., Can. 
(A) 

ANDERSON, LEE, Asst. Adv. Mgr., Na- 
tional Lock Co., 1902 Seventh Ave., 
Rockford, Ill. (21) 

*ANDERSON, LESLIE G., Sweet’s Cata- 
log Service, 119 W. 40th St., New 
York. (6) 

* ANDERSON, ROBERT H., Product Engi- 
neering, 1110 Delta Ave., Cincin- 
nati. (4) 

ANDRESEN, WALTER H., The Babcock 
& Wilcox Co., 85 Liberty St., New 
York. (6) 

ANDREWS, ARNOLD J., Asst. Mgr. Pub- 
licity, Bucyrus-Erie Co., South Mil- 
waukee, Wis. (5) 

*ANDREWS, Homer, Cent. Dist. Mer., 
Architeetural Record, 321 Hanna 
Bldg., Cleveland. (4) 

*ANDREWS, MELVILLE J., West. Adv. 
Mgr., Fraser Publishing Co., 21 
King St. W., Toronto, Ont., Can. 
(17) 

ANDRIETSCH, M. G., Sales & Adv. 
an Trico Fuse Mfg. Co., 2948 N. 
Fifth St., Milwaukee. (5) 

ANpbROos, Evert W., Adv. Mer., B. F. 
Sturtevant Co., Damon St., Hyde 
Park, Boston. (1) 

*ANGELL, J. M., Jr., Eastern Megr., 
Gillette Publishing Co., 155 E. 44th 
St., New York. (6) 

ANTHONY, J. C., Keeling & Co., Inc., 
Chamber of Commerce Bldg., In- 
dianapolis. (15) 

APGAR, FREDERICK W., Buchanan & 
“ey Inc., 1501 Broadway, New York. 
( 

APPLEGATE, R. A., Asst. Adv. Dir., E. 
I. DuPont De Nemours & Co., Wil- 
mington, Del. (7) 

Apsey, J. F., Jr., Adv. Megr., The 
Black & Decker Mfg. Co., Towson, 
Md. (A) 

AQUADRO, ALVIN A., Sales Pro. Megr., 
The Whitaker Paper Co., 1005 
Beaver Ave., Pittsburgh. (8) 

ARMSTRONG, GORDON, The Gordon 
Armstrong Company, 3925 Shaker 
Square Station, Cleveland. (4) 

ARMSTRONG, J. R., Vice-Pres., Russell 
T. Gray, Inc., 205 W. Wacker Drive, 
Chicago. (2) 

ARNOLD, A. T., Adv. & Sales Pro. 
Mer., Baldwin-Duckworth Div., 
Chain Belt Co., Springfield, Mass. 
(20) 

ARRICK, D. C., Pres., The Arrick Co., 
135-39 S. Franklin St., Decatur, III. 
(A) 

ARTHER, WILLIAM C., 
Advertising Agencv. 625 
Bidg., Pittsburgh. (8) 

* ASCHENBACH, C. G., Time, Inc., 1110 
Statler Bldg., Boston. (1) 

ASHBEY, GEORGE, Domestic Sales Dept., 
Nicholson File Co., 23 Acorn St., 
Providence, R. I. (1) 

*ASHDOWN, H. G., Art & Sales Dir., 
Baker-Ashdown, Ltd., 146 Jarvis 
St., Toronto, Ont., Can. (14) 


Pres., Ensign 
Grant 
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*AUCHINCLOSS, W. S., Adv. Mgr., Oil 
Paint & Drug Reporter, 59 John 
St., New York. (6) 


*AVERILL, WALTER A., Vice-Pres. & 
Mer., Pacific Builder and Engineer, 
3103 Arcade Bldg., Seattle, Wash. 
(A) 


*Bascock, STEPHEN H., McGraw-Hill 
Publ. Co., Inc., 2-145 General Mo- 
tors Bldg., Detroit. (12) 


BACHNER, JOHN J., Adv. Dept., Chi- 
cago Molded Products Corp., 1020 
N. Kolmar Ave., Chicago. (2) 

BaAcoN, EDWIN Lex, Adv. & Sales Pro. 
Dept., Graybar Electric Co., Inc., 
420 Lexington Ave., New York. (6) 

*Bacon, R. H., Owner, R. H. Bacon & 
Co., 221 N. La Salle St., Chicago. 
(2) 

BACON, RALPH W., 79-18 32nd Ave., 
Jackson Heights, L. I, N. Y. (6) 
*BalLey, CLype H., Steel, 1213 W. 

Third St., Cleveland. (4) 

BalLey, H. P., Pres., Rotor Tool Co., 
17325 Euclid Ave., Cleveland. (4) 
BaILeEy, K. W., Adv. Megr., Primary 
Battery Division, Thomas A. Edi- 
son, Inc., Bloomfield, N. J. (11) 
*BAKER, BRADLEY R., Rep., New 
Equipment Digest, 10A Shaw Place, 

Foxboro, Mass. (1) 

*BAKER, EpwIn S., Adv. Mer., Public 
Utilities Fortnightly, 1038 Munsey 
Bldg., Washington, D. C. (6) 

BALDWIN, PRESTON DE G., Pres., Bald- 
win Belting & Leather Co., Inc., 85 
Chambers St., New York. (11) 

BALDWIN, Roy D., Adv. Mgr., Simonds 
Saw & Steel Co., Fitchburg, Mass. 
(1) 

BALL, RUSSELL C., Pres., Philadelphia 
Gear Works, Erie Ave. & G St., 
Philadelphia. (7) 

BALL, SANFORD W., Prod. Mgr., T. H. 
Ball & Associates, 830 Euclid Ave., 
Cleveland. (4) 

BALLANTINE, ROBERT W., Asst. Adv. 
Mer., Neptune Meter Co., 50 W. 
50th St., New York. (6) 

BALLANTYNE, ALAN A., Adv. Mer., 
Novo Engine Co., Lansing, Mich. 
(A) 

BALLARD, A. G., Gen’l Mgr., Diamond 
State Fibre Co. of Canada, 356 
Eastern Ave., Toronto, Ont., Can. 
(14) 

Bauzarl, R. A., R. A. Balzari & Staff, 
447 Sutter St., San Francisco. (18) 


*BANPELOW, R. E., Vice-Pres., Caxton 
Co., Caxton Bldg., Cleveland. (4) 

BANDMAN, ARTHUR, Artwil Company 
Advertising, Inc., 22 W. 48th St., 
New York. (6) 

BANNISTER, P. F., Adv. Dept., The 
Fafnir Bearing Co., Booth St., New 
Britain, Conn. (20) 

BARBOUR, ROBERT J., Asst. Adv. Megr., 
Bakelite Corp., 30 E. 42nd St., New 
York. (6) 

BARNES, PHILIP, Weston Electrical In- 
strument Corp., 614 Frelinghuysen 
Ave., Newark, N. J. (11) 

*BarR, THOMAS C., Saiesman, Pitts- 
burgh Photo-Engraving Co., 800 
Penn Ave., Pittsburgh. (8) 

Barrows, H. F., Adv. Mgr., The Aus- 
tin-Western Road Machinery Co., 
601 N. Farnsworth Ave., Aurora, 
Ill. (2) 


*Barry, J. F., Treas., The Kenm 
Press, Inc., 397 Market St., Newar! 
N. J. (11) 


*BasseTT, L. C., (Vice-Pres., Gag 
Publishing Co.), 2484 Estes Ave. 
Chicago. (2) 

BATES, PHILANDER, S. D. Warren (: 
2 Park Ave. New York. (6) 


BATES, WILLIAM A., Adv. Mgr., Th 
Steel Co. of Canada, Ltd., P. O. Bi 
460, Montreal, Que., Can. (17) 

BaTTINn, L. B., Adv. Megr., Masor 
Neilan Regulator Co., 1190 Adam 
St., Boston. (1) 

BauM, Harry NEAL, Mgr. Adv. & 
Pub., Fairbanks, Morse & Co., 600 
S. Michigan Ave., Chicago. (2) 

BAUMGARTNER, A. G., The Cincinnat 
Shaper Co., Cincinnati. (3) 

*BaurR, CHARLES S., Vice-Pres. & 
Gen’l Megr., The Iron Age, 100 E. 
42nd St., New York. (6) 

*BAxTER, J. E., Designer-Secretary, 
Co-Operative Displays, Inc., 327 E. 
Eighth St., Cincinnati. (3) 

*BaxTerR, W. R. E., 317 W. 4th St., 
New York. (6) 

Bayer, K. J., Acct. Exec., Oakleigh R. 
French & Associates, 4235 Lindell 
Blvd., St. Louis. (9) 

BEARE, J. G., Link-Belt, Ltd., 791 East- 
ern Ave., Toronto, Ont., Can. (14) 

Beatty, E. W., Industrial Gloves Co., 
700 Garfield Blvd., Danville, Ill. (A) 

Beck, Louts R., Sales Pro. Mgr., Har- 
ris-Seybold-Potter Co., 4510 E. 71st 
St., Cleveland. (4) 

Beck, R. H., Adv. Mgr., Pittsburgh- 
Des Moines Steel Co., Neville Island, 
Pittsburgh. (8) 

*Becker, A. D., N. E. District Mgr., 
F. W. Dodge Corp., 31 St. James 
Ave., Boston. (1) 

*Becker, LEop D., Publisher, Fueloil 
Journal, 420 Madison Ave., New 
York. (6) 

*BeckeR, WM. H., Pres., Wm. H. 
Becker, Inc., 17-19 Beach St., New- 
ark, N. J. (11) 

BECKETT, DAN M., Sales Mgr., Beckett 
Paper Co., Hamilton, O. (3) 

BECKWITH, CARLETON B., Adv. Megr., 
New Departure Division, General 
Motors Sales Corp., Bristol, Conn. 
(20) 

*BepELL, Epcar H., Eastern Rep., 
Chemical & Metallurgical Engineer- 
ing, 330 W. 42nd St., New York. (6) 

BEHEL, V. W. JR., Behel & Waldie, 
400 W. Madison St., Chicago. (2) 

BELCHER, HENRY F., Vice-Pres.-Sales 
Mgr., Insto Gas Corp., 1900 E. Jef- 
ferson Ave., Detroit. (12) 

BELDEN, FRANK E., Belden Associates, 
1213 W. Third St., Cleveland. (4) 

BELDEN, WAYNE, Vice-Pres., Ajax 
Flexible Coupling Co., Westfield, 
Y. (A) 

*BeLL, Jack C., Adv. Mgr., Copify«! 
Lithograph Corp., 1101 Power Ave., 
Cleveland. (4) 

Betz, J. L., Adv. Mgr., The Th ' 
Shovel Co., E. 28th St., Lorain, VU. 
(4) 

*BENEDICT, EDGAR S., Phototype ©" 
graving Co., Inc., 147 N. Tenth >! 
Philadelphia. (7) 

*BENNETT, FRANK P., III., Bus. Mg 
Frank P. Bennett & Co., Inc., © 
Atlantic Ave., Boston. (1) 

BENNETT, H. J., Dir. of Adv., Colu: 
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We Steel Co., Russ Bldg., San Fran- 
cisco. (18) 


Bercquist, H. A., Adv. Mgr., Hagan 
Corp., Bowman Bldg., Pittsburgh. 
(8) 


*BeRLE, Harry I., Pres., Direct Mail 
Service Co., 504 Western Reserve 
Bldg., Cleveland. (4) 

BERLING, FRED G., Sales Pro. Mgr., 
The Lunkenheimer Co., Beekman 
St. & Waverly Ave., Cincinnati. (3) 

*BerNzoTT, A. J. Art Dir., A. J. Bern- 
zott Studios, 704 Race St., Cincin- 
nati. (3) 

Berry, E. F., Jr., Adv. Mgr., The 
Udylite Corp., 1651 E. Grand Blvd., 
Detroit. (12) 

BERTRAM, EDWIN L., Mer. Sales Pre., 
Automatic Transportation Co., 101 
W. 87th St., Chicago. (2) 

BeversTock, A. B., Adv. Mgr., Perfex 
Corporation, 415 W. Oklahoma PI., 
Milwaukee. (4) 

*BIDDLE, WILLIAM WALTON, 2nd, 
Salesman, Howard Biddle Printing 
Co., 518 Locust St., Philadelphia. 
(7) 

BIDWELL, E. N., Adv. Mgr., The Whit- 
ney Chain & Mfg. Co., 237 Hamil- 
ton St., Hartford, Conn. (20) 

BILLERBECK, HARRY M., Alley & Rich- 
ards Co., 370 Lexington Ave., New 
York. (6) 

Brtuine, L. H., The Falk Corp., 3001 
W. Canal St., Milwaukee. (5) 

BILLINGSLEY, ALLEN L., Pres., Fuller 
& Smith & Ross, Inc., 1501 Euclid 
Ave., Cleveland. (4) 

Binns, C. A., Pub. Rep., General Elec- 
tric Co., 235 Montgomery St., San 
Francisco. (18) 

*“BIPPART, HERBERT, Time, Inc., 9 
Rockefeller Plaza, New York. (6) 
BITTMAN, HARRY, Sales Mgr., A. W. 
Faber, Inc., 41 Dickerson St., New- 

ark, N. J. (11) 

Bian, T. S., Asst. Adv. Mgr., The 
J. B. Ford Sales Co., 1532 Biddle 
St., Wyandotte, Mich. (12) 

BLAKE, L. C., Adv. Mer., Curtis Pneu- 
matic Machinery Co., 1901 Kienlen 
Ave., St. Louis. (9) 

BLANKENSHIP, H. W., Jr., Adv. Mer., 
Graver Tank & Mfg. Co., Inc., 4809 
Tod Ave., East Chicago, Ind. (2) 

Buiss, GEORGE E., Acct. Exec., Batten, 
jarton, Durstine & Osborn, Inc., 
83 Madison Ave., New York. (6) 

BLocu, Hans G., Oakleigh R. French 
& Asso., 4235 Lindell Blvd., St. 
Louis. (9) 

BLopcett, W. H., Sales Mer., Michi- 
gan Wire Cloth Co., 2100 Howard 
St., Detroit. (12) 

BLoom, Cart A., Mgr. of Adv., Apple- 
ton Electric Co., 1701 Wellington 
\ve., Chicago. (2) 

LOOM, I. H., Mgr., Direct Mail Ser- 
ce Co., 800 Penn Ave., Pittsburgh. 
(hk ) 
INE, EpDwarpD A., Adv. Megr., Ache- 
n Colloids Corp., Port Huron, 
Mich. (12) 
GART, MorGaAN O., Mgr. Trade & 
lech. Dept., J. Walter Thompson 

3) 420 Lexington Ave., New York. 

\o 

OGER, ROBERT F., McGraw-Hill Publ. 

0., ey" 1427 Statler Bldg., Bos- 

on. 
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BocuE, ARCHER L., Acct. Exec., J, O. 
Buckeridge & Associates, 300 Fran- 
cis Palms Bldg., Detroit. (12) 


BoLAN, CHARLES W., Adv. Mgr., Car- 
ter Carburetor Corp., 2820-56 N. 
Spring Ave., St. Louis. (9) 

*BOLANDER, HAROLD B., Ass’t to Pres., 
Simmons-Boardman Publ. Corp., 30 
Church St., New York. (6) 

*BoND, NELSON L., New Eng. Mer., 
Business Week, 1427 Statler Bldg., 
Boston. (1) 

BoNnnIsT, E. R., Adv. Mgr., The Coop- 
er-Bessemer Corp., Mount Vernon, 
O. (A) 

Borack, EpwarpD E., Kopel-Borack 
Advertising, 1 Clinton St., Newark, 
N. J. (11) 

BorpDEN, A. K., Borden Metal Products 
Co., P. O. Box 172, Elizabeth, N. J. 
(il) 

BossartT, E. B., Adv. Mgr., Bailey Me- 
v7 Co., 1050 Ivanhoe Rd., Cleveland. 

4) 

Bostrom, C. W., Jr. Adv. Megr., 
Edwards and Company, Inc., Nor- 
walk, Conn. (20) 

Bott, ALFRED E., Alfred Bott Com- 
pany (Adv. Agency), 205 E. 42nd 
St., New York. (6) 

BOURNE, HENRY T., Henry T. Bourne 
Adv. Agency, Union Commerce 
Bldg., Cleveland. (4) 

BowE, WALTER A., Adv. & Sales Pro. 
Mgr., Carrier Corporation, Syra- 
cuse, N. Y. (A) 

*BowLerR, JOHN D., Adv. Mer., South- 
west Builder & Contractor, 168 S. 
Hill St., Los Angeles. (19) 

BowMAN, FRANCIS D., Adv. Mgr., The 
Carborundum Co., Niagara Falls, N. 
a tae 

BOYER, CLIFFORD F., Pres., Kwick-Kut 
Mfg. Co., Inc., 3828 Arsenal St., St. 
Louis. (9) 

*BOYNTON, E. W., Gen’l Megr., The 
Allegheny Lithograph Corp., 106 
Ross St., Pittsburgh. (8) 

Brace, G. A., Sales Mgr., Ferranti 
Electric, Ltd., Mount Dennis, Toron- 
to 9, Ont., Can. (14) 

BRADY, ARTHUR JAMES, Asst. Adv. 
Mer., The Timken Roller Bearing 
Co., 1103 Walnut Ave., N.E., Can- 
ton, O. (A) 

*BRAMSON, Roy T., Pres., The Bram- 
son Publ. Co., 2842 W. Grand Blvd., 
Detroit. (12) 

BRAND, A. B., Cummings, Brand, Mc- 
Pherson Adv. Agency, Gas-Electric 
Bldg., Rockford, Ill. (21) 

*Bray, LEN J., Owner, The Bray Co., 
3001 Olive St., St. Louis. (9) 

BRAYTON, R. A., Supv. Sales Pro., 
Armco International Corp., Middle- 
town, O. (3) 

*BREUNICH, JOHN T., Publishers’ 
Counsel, 33 W. 42nd St., New York. 
(6) 

BREWER, W. A., Brewer-Weeks Co., 
564 Market St., San Francisco. (18) 

BrRIGHTUP, Roscoe E., Adv. Mer., 
Greenlee Bros. & Co., 2136 12th St., 
Rockford, Ill. (21) 

*BRITTON, MASON, Vice-Chairman, 
McGraw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

Brockson, W. I., Vice-Pres., Commer- 
cial Advertising Agency, Inc., 600 
S. Michigan Ave., Chicago. (2) 

BRODHEAD, FRANK C., Adv. Megr., 
Purchasing Agents Asso. of Phila- 
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Wherever Metal Products 
Are Finished 


Factory executives look to METAL 
FINISHING for the latest develop- 
ments in the preparation, electroplat- 
ing and coating of all metals as well 
as for a source of equipment and sup- 
plies for these operations. 


The oldest paper in its field, the 
authority, the only one with all A.B.C. 
mail secured circulation and A.B.P. 
membership. 


For information write: 


(ai) METAL FINISHING pp 
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delphia, 1700 Walnut St., Philadel- 
phia. (7) 

BROEDER, CLirrorD F., Pres., Clifford 
F. Broeder Advertising Agency, 
3615 Olive St., St. Louis. (9) 

BRoESEL, T. W., Adv. Megr., White- 
Rodgers Electric Co., 1209 Cass 
Ave., St. Louis. (9) 

BRoGGINI, A., Adv. Megr., National 
Carbon Co., Inc., P. O. Box 6087, 
Cleveland. (4) 

BROOKE, CHARLES W., Chairman of 
Board, Brooke, Smith & French, 
Inc., 82 E. Hancock, Detroit. (12) 

*BROOKMAN, Louts, JR., Pres., Con- 
crete Publ. Corp., 400 W. Madison 
St., Chicago. (A) 

BROOKSBANK, WILLIAM, Brooks Ad- 
vertising Art Service, 34 Park PI., 
Newark, N. J. (11) 

BROWN, ALLAN, Dir. of Public Rela- 
tions & Adv. Mer., Bakelite Cor- 
poration, 30 E. 42nd St., New York. 
(6) 

BRowN, C. EDMUND, Acct. Exec., Mac- 
Laren Advertising Agency Co., Ltd., 
372 Bay St., Toronto, Ont., Can. 
(14) 

Brown, H. A., Adv. Mer., Huebsch 
Mfg. Co., 3744 N. Booth St., Mil- 
waukee. (5) 

*“Brown, HARoitp A., Adv. Mgr., The 
Railway Equipment & Publ’n Co., 
424 W. 33rd St., New York. (6) 

BROWN, STEVE C., Adv. Mer., The 
Cleveland Tractor Co., 193rd and 
Euclid Ave., Cleveland. (4) 

BROWN, THEODORE, Vice-Pres., Perry- 
Brown, Inc., 15 E. Eighth St., Cin- 
cinnati. (3) 

Brown, W. J., American Tag Co., 11 
Sussex Ave., Newark, N. J. (11) 
*Brown, W. W., (Western Rep., Jn- 
dustrial Power), 9946 S. Winchester 

Ave., Chicago. (9) 

"BROWNE, Davis E., Secy.-Treas., 
California Oil World, 939 S. Broad- 
way, Los Angeles. (19) 

Bruce, D., Railway & Power Engi- 
neering Corp., 171 Eastern Ave., To- 
ronto, Ont., Can. (14) 

Bruce, W. A., Adv. Mer., The Brew- 
er-Titchener Corp., 111 Port Wat- 
son St., Cortland, N. Y. (A) 

*BrRuMM, Bert C., (Mgr. Cleveland 
Office, Gillette Publ. Co.), 2025 
Lakeland Ave., Lakewood, O. (4) 

BRUNER, CHARLES F., Adv. Mer., The 
Master Electric Co., 126 Davis Ave., 
Dayton, O. (A) 

Buss, Ropert §S., Adv. Mgr., Lock 
Joint Pipe Co., Ampere, N. J. (11) 

*BUCHAN, GEORGE H., Buchan Loose 
Leaf Records Co., 20 Vesey St., 
New York. (6) 

BUCHANAN, C. M., Acct. Exec., Van 
Sant, Dugdale & Co., Inc., Court 
Square Bldg., Baltimore. (A) 

*Buck, EDWARD M., Dist. Mer., Rein- 
hold Publ. Corp., 1133 Leader Bldg., 
Cleveland. (4) 

BUCKLEY, EARLE A., Pres., The Earle 
A. Buckley Organization, 1600 
Arch St., Philadelphia. (7) 

*BucKLEY, Homer J., Pres., Buckley, 
Dement & Co., 1300 W. Jackson 
Blvd., Chicago. (2) 

Bupp, MONTGOMERY R., Asst. Adv. 
Mer., Hercules Powder Co., Dela- 
ware Trust Bldg., Wilmington, Del. 

(7) 
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BUEHLING, NORMAN D., Vice-Pres., 
The Fensholt Co., 360 N. Michigan 
Ave., Chicago. (2) 


BUGBEE, HAROLD, Pres., Walter B. 
Snow & Staff, Inc., Statler Bldg., 
Boston. (1) 


BULLARD, R. C., Adv. Mgr., The Bul- 
lard Co., 286 Canfield Ave., Bridge- 
port, Conn. (20) 


*BuLOT, MARK, Adv. Mgr., Stonehouse 
Signs, Inc., Ninth at Larimer, Den- 
ver. (A) 

BURDEN, W. WILSON, Partner, Witte 
and Burden, 5757 Cass Ave., De- 
troit. (12) 

BURDICK, JOHN P., Adv. Mgr., Brown 
& Sharpe Mfg. Co., 235 Promenade 
St., Providence, R. I. (1) 

Burcess, J. A., Ind. Adv. Dept., Gulf 
Oil Corporation, Gulf Bldg., Pitts- 
burgh. (8) 

BURKE, JOHN, Sales Mer., Prov. Off., 
Stecher-Traung Lithograph Corp., 
417 Indus. Trust Bldg., Providence, 
= be <3) 

*BURNETT, HENRY B., Pres., Home 
Craftsman Publ. Corp., 111 Worth 
St., New York. (11) 

BURNETTE, WILLIAM A., Baker & Co., 
Inc., 118 Astor St., Newark, N. J. 
(11) 

*BURNS, FRANK H., Vice-Pres., B. C. 
Forbes Publ. Co., 120 5th Ave., 
New York. (6) 

BURRELL, B. E., Pub. Rep., General 
Electric Co. (Apparatus Div.), 140 
Federal St., Boston. (1) 

*Burrows, AUBREY A., Vice-Pres., 
Canadian Transportation, 70 Bond 
St., Toronto, Ont., Can. (14) 

*BURTON, CHARLES A., (Rep., Thomas’ 
Register), 4713 Woodland Ave., 
Western Springs, Ill. (9) 

BURTON, RUSSELL A., Asst. Adv. Mer., 
Retail Stores Dept., Sherwin-Wil- 
liams Co., 17827 Hillgrave Rd., 
Cleveland. (4) 

Busk, T. V., Adv. Mgr., Farrel-Bir- 
mingham Co., Inc., 25 Main St., An- 
sonia, Conn, (20) 

BUTCHER, WALTER, Vice-Pres., The 
Bayless-Kerr Co., 1164 Hanna 
Bldg., Cleveland. (4) 

BuTLer, P. J., Salesman, American 
Rolling Mill Co., 1516 Keith Bldg., 
Cleveland. (4) 

*BUTTENHEIM, DONALD V., Butten- 
heim-Dix Publ. Corp., 470 Fourth 
Ave., New York. (6) 

BUXMAN, WILLIAM, Manager, Tezx- 
tile World, 330 W. 42nd St., New 
York. (6) 

BUZZELL, JONATHAN J., Adv. Megr., 
Besser Mfg. Co., Alpena, Mich. (A) 

Byers, C. L., Adv. Dept., Blaw-Knox 
Co., P. O. Box 1198, Pittsburgh. (8) 

ByLer, R. C., Adv. Mgr., SKF Indus- 
tries, Inc., Front St. & Erie Ave., 
Philadelphia. (7) 


Cc 


*CAFFEE, ROBERT H., Republic Bank 
Note Co., 3113 Forbes St., Pitts- 
burgh. (8) 

Cain, C. Luoyp, Adv. Mgr., The Oil 
& Gas Journal, Tulsa, Okla. (6) 

CAINE, R. C., Sales Pro. Megr., Roches- 
ter Eng. & Centrifugal Div., The 
American Laundry Machinery Co., 
Norwood Sta., Cincinnati. (A) 

*CAIRD, ROBERT N., JR., Dist. Mer., 


Pencil Points, 330 W. 42nd St., New 
York. (6) 

CALDWELL, HOWARD C., Pres., The 
Caldwell-Baker Co., Merchants 
Bank Bldg., Indianapolis. (15) 

CALHOUN, E. N., Treas., Edwin L. 
Wiegand Company, 7500 Thomas 
Blvd., Pittsburgh. (8) 

CALLAHAN, JOHN F., Asst. Adv. Mer.., 
Air Reduction Sales Company, 60 
E. 42nd St., New York. (6) 

CALLAHAN, PAUL L., Asst. Mgr. Adv. 
& Sales Pro., Truscon Steel Co 
1315 Albert St., Youngstown, O 
(10) 

CALLOS, GEORGE J., Adv. Mgr., Allis- 
Chalmers Mfg. Co., 1126 S. 70th St., 
Milwaukee, Wis. (5) 

Camp, F. H., Adv. Mgr., Minnesota 


Mining & Mfg. Co., 900 Fauquier 


St., St. Paul, Minn. (A) 


CAMPBELL, Roy E., Adv.-Sales Pro. 
Machinery Co., 


Mer., Sullivan 
Woodland Ave., Michigan City, Ind 
(2) 


*CANAVAN, FRANK J., Eastern Rep., 


MacRae’s Blue Book Co., 330 W 
42nd St., New York. (6) 
CANFIELD, LEE, Acct. Exec., The Gris- 
wold-Eshleman Co., 2700 Terminal 
Tower, Cleveland. (4) 
CANFIELD, W. E., Adv. Mer., S. K 


Wellman Co., 1381 E. 49th St., 


Cleveland. (4) 

*CAPITAIN, WALTER A., Asst. to Pres., 
Walker Engraving Corp., 141 E. 
25th St., New York. (6) 

*CAREY, JAMES A., Pres., Liberty En- 


graving Co., Post-Gazette Bldg., 


Pittsburgh. (8) 

*CaREY, Roy, Eastern Rep., Clark 
Publishing Co., 325 Smithfield Ave., 
Pawtucket, R. I. (1) 


*CARROLL, E. L., Eastern Adv. Megr., 
S.A.E. Journal, 29 W. 39th St., 


New York. (6) 

CARROLL, Harry M., Adv. Mgr., Hyatt 
Bearings Div., General Motors Sales 
Corp., Harrison, N. J. (11) 

*CARSON, JOHN A., Pres., The Youngs- 
town Printing Co., 787 Wick Ave., 
Youngstown, O. (10) 


CARTER, LEwis M., Adv. Mer., Na- 
tional Oil Products Co., Harrison, 


N. J. (11) 

CASE, RUSSELL W., JR., Adv. Megr., 
Thermoid Company, Trenton, N. J. 
(7) 

CASH, KENNETH W., Adv. Mgr., Penn 
Electric Switch Co., P. O. Box 556, 
Goshen, Ind. (A) 

CASH, WILLIAM C., Ingersoll-Rand Co., 
Phillipsburg, N. J. (6) 

CASHEN, L. F., Adv. Asst., Grinnell 
Company, Inc., 260 W. Exchang: 
St., Providence, R. I. (1) 

CASSEY, SIDNEY, Adv. Mgr., Weston 
Electrical Instrument Corp., 614 
Frelinghuysen Ave., Newark, N. J 
(11) 

CATHER, W. A., Michel & Cather, Int 
2 Park Ave., New York. (6) 

*CAWLEY, JAMEs S., N. Y. Rep., Fa: 
tory Management & Maintenance 
330 W. 42nd St., New York. (11) 

CEPERLY, W. R., Copy-Contact, Th: 
Buchen Co., 400 W. Madison St 
Chicago. (2) 

CHAMBERLAIN, C. C., Jenkins Bros 
80 White St., New York. (6) 

CHAPPELL, W. J., Adv. Mgr., The 
Timken-Detroit Axle Co., 100 Clark 
Ave., Detroit. (12) 
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CHAPPLE, BENNETT, Asst. to Pres., 
American Rolling Mill Co., Curtis 
St.. Middletown, O. (A) 

CHASE, WILLIAM H., Adv. Mgr., The 
Draper Corp., 25 Hopedale St., 
Hopedale, Mass. (1) 

CHENEY, T. CLAYTON, Mgr. Adv. & 
Sales Pro., Milcor Steel Company, 
S. 41st & W. Burnham Sts., Milwau- 
kee. (5) 

* CHEVALIER, WILLARD, Vice-Pres., Mc- 
Graw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

CHILLINGWORTH, N. R., Mine Safety 
Appliances Co., 201 N. Braddock 
Ave., Pittsburgh. (8) 

CutrurG, J. T., Pres., James Thomas 
Chirurg Co., Park Square Bldg., 
Boston. (1) 

CHOATE, RuFus, Acct. Exec., Donahue 
and Coe., Inc., 1270 Sixth Ave., New 
York. (6) 

CHRISTENA, E. E., Mgr. Sales Pro., J. 
D. Adams Co., 217 S. Belmont, In- 
dianapolis. (15) 

CHRISTENSEN, J. W., Adv. Megr., 
Hamilton Mfg. Co., Two Rivers, 
Wis. (5) 

CuuRCH, LEONARD H., Hill & Knowl- 
ton, Builders Exchange Bldg., Cleve- 
land. (4) 

*CILLEY, CHARLES D., Thomas Publ. 
Co., 175 Dartmouth St., Boston. (1) 

CLAFLIN, S. T., J. R. Hamilton Adv. 
Agency, 180 N. Michigan Ave., Chi- 
cago. (2) 

CLARK, Ezra W., Clark Trucktractor 
Div., Clark Equipment Co., Battle 
Creek, Mich. (2) 

CLARK, GEORGE, Adv. Mgr., Canadian 
Line Materials, Ltd., Toronto 13, 
Ont., Can. (14) 

“CLARKE, H. W., Vice-Pres., McGraw- 
Hill Publ. Co., Ine., 330 W. 42nd 
St., New York. (6) 

CLARKE, JAMES T., Maint. Sales Mgr.. 
The Arco Co., 7301 Bessemer Ave., 
Cleveland. (4) 

CLARY, F. Ware, Crouse-Hinds Co., 
Wolf & 7 North Sts., Syracuse, N. Y. 
(6) 

CLAWSON, JAMES C., Acct. Exec., Mel- 
drum & Fewsmith, Inc., Republic 
Bldg., Cleveland. (4) 

CLAXTON, LESLIE E., Sales Engineer, 
Kellow-Brown Co., 428 Boyd St., 
Los Angeles. (19) 

CLAYTON, JOHN M., Adv. Megr., Gen- 
eral Radio Co., 30 State St., Cam- 
bridge, Mass. (1) 

CLEAVER, Louis A., Dist. Mer., 
Sweet’s Catalog Service, 1321 Arch 
St., Philadelphia. (7) 

CLEwortH, C. WM., Vice-Pres., Elec- 
trieal Publications, Inc., 101 Park 
Ave., New York. (6) 

CLISSOLD, Pau E., Vice-Pres., Bak- 
ers’ Helper, 330 S. Wells St., Chi- 
cago. (2) 

AKLEY, JOHN F., Publicity Director, 
lhomas A. Edison Industries, Inc., 
West Orange, N. J. (11) 


COATES, WILLIAM E., Publ. Rep., 
Chemical Equipment Preview and 
Food Equipment Preview, 1199 
Warren Road, Lakewood, O. (4) 
-OCHRAN, G. E., Western Megr., Rein- 
hold Publ. Corp., 310 S. Michigan 
Ave., Chicago. (2) 
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CocHRANE, W. K., Acct. Exec., Foster 
& Davies, Inc., Keith Bldg., Cleve- 
land. (4) 

*Correy, EpwarD F., McGraw-Hill 
Publ. Co., Inc., 330 W. 42nd St., 
New York. (6) 

CorFIN, HAROLD, Sales Pro. Div., 
Columbia Steel Co., Russ Bldg., San 
Francisco. (18) 

CoHENOUR, HowarD H., Adv. Mgr., 
The Buda Company, 154th & Com- 
mercial Aves., Harvey, Ill. (2) 

CoLBy, ALLEN P., Adv. Mgr., The Na- 
tional Supply Co., 3320 Bishop St., 
Toledo. (13) 

CoLe, ERNEST B., Purch. Agt., The 
Standard Tool Co., 6918 Central 
Ave., Cleveland. (4) 

Cote, F. C., Adv. Mgr., Dravo Corpo- 
ration, Neville Island, Pa. (8) 

COLLINS, WILLIAM Howes, Walling- 
ford, Pa. (7) 

CoLLom, S. H., JR., Vice Pres., Penn. 
Flexible Metallic Tubing Co., 72nd 
and Powers Lane, Philadelphia. (7) 

CoLtorp, H. Tom, Paramount Rubber 
Service, Inc., 1340 Rosedale Court, 
Detroit. (12) 

CoLMAN, NILEs, Colman Co., 1170 
Phelan Bldg., San Francisco. (18) 

*CoNNOR, GEORGE S., Vice Pres., 
American City Magazine Corp., 400 
W. Madison St., Chicago. (2) 

CONNOR, WALTER B., Art Dept., Cop- 
perweld Steel Co., Glassport, Pa. 
(8) 

*CONOVER, HARVEY, Pres., Conover- 
Mast Corp., 205 E. 42nd St., New 
York. (6) 

Cook, C. B., Mgr., Sales Pro., The El- 
well-Parker Elec. Co., 4205 St. 
Clair Ave., Cleveland. (4) 

Cook, CARROLL H., Acct. Exec., C. A. 
Corrigan Adv. Agency, 206 S. Main 
St., Rockford, Ill. (21) 

*Cook, DwiGut, Central Dist. Mgr., 
Machinery, 148 Lafayette St., New 
York. (7) 

Cook, ELMER C., Adv. Mgr., American 
Gas Furnace Co., Spring & Lafay- 
ette Sts., Elizabeth, N. J. (11) 

*Cook, FRANK R., Mgr., The Improve- 
ment Bulletin, 425 Hennepin Ave., 
Minneapolis. (A) 

Cook, H. F., Tung-Sol Lamp Works, 
Inc., 95 Eighth Ave., Newark, N. J. 
(11) 

*CoomBEs, (Mrs.) E. R., Vice-Pres., 
Mechanization, Inc., Munsey Bldg., 
Washington, D. C. (A) 

Cooper, R. W., Adv. Mgr., Edward 
W. Voss Machinery Co., 2882 W. 
Liberty Ave., Dormont, Pittsburgh. 
(8) 

*Copp, WILLIAM C., East. Adv. Megr., 
Manufacturing Confectioner Publ. 
Co., 71 W. 23rd St., New York (6) 

CorBETT, (Miss) G. V., Adv. Mer., 
a Co., Harrison, N. J. 
(6) 

CorDEs, WILMER H., Mgr. Sales Pro. 
& Adv., American Steel & Wire Co., 
Rockefeller Bldg., Cleveland. (4) 

CorEY, GEORGE H., Adv. Megr., Cleve- 
land Twist Drill Co., 1242 E. 49th 
St., Cleveland. (4) 

*CORNELL, JOHN, Co-Publisher, L. D. 
Post, Inc., 1440 Broadway, New 
York. (6) 

CORRIGAN, C. A., C. A. Corrigan Adv. 
gar 206 S. Main St., Rockford, 

. (21) 
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1 in the Field 












Who? — 


do you suppose is fabricating all 
| that millwork, siding. framing and 
flooring for all those new homes that 
are going up all over the country— 
as well as the furniture, picture 
frames and Venetian blinds that 
make a house a home? 
| 


Right !— 


It's the readers of Wood Products— 
the men who design, make and 
market all the essential and beauti- 
ful things of wood that make life 
more livable. A big, rich market at 
any time—and doubly so now. For 
Action, Results, Prestige place your 
sales message in Wood Products, 
the National authority. Write for 
sample copy and market analyses. 


Wooo ProoucT 
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COSTELLO, JAMES M., Bert S. Gittins, 
739 N. Broadway, Milwaukee, Wis. 
(A) 


CoTTon, W. R., West. Megr., Slocum 
Automotive Publications, 307 N. 
Michigan Ave., Chicago (9) 

Cou.uig, D. J., Sales Pro., The Chat- 
field & Woods Co. of Pa., 32 Boule- 
vard of The Allies, Pittsburgh. (8) 

COUTLEE, DOUGLAS W., JR., Charles W. 
Hoyt Co., Inc., 551 Fifth Ave., New 
York. (6) 

COVERT, SEWARD O., Graves Taylor & 
Assoc., 215 Statler Hotel, Cleveland. 
(4) 

COVINGTON, J. C., Partner, 20th Cen- 
tury Engineering Co., 605 N. Front 
St., Mankato, Minn. (A) 

COWAN, DONALD R. G., Megr., Comm. 
Research, Republic Steel Corp., Re- 
public Bldg., Cleveland. (4) 

COWAN, J. M., Adv. & Pro. Mer., The 
Dobeckman Co., 3301 Monroe Ave., 
Cleveland. (4) 

Cowprey, C. A., Sales Pro. Mger., War- 
ner & Swasey Co., 5701 Carnegie 
Ave., Cleveland. (4) 

Cox, WiLson J., Sales Pro. Mer., 
Western Automatic Machine Screw 
Co., Elyria, O. (4) 

CRABB, CHARLES G., Sales Pro. & Adv. 
Mer., Wrought Washer Mfg. Co., 
2100 S. Bay St., Milwaukee. (5) 

CRAFTS, EDWARD F., Ist Platoon, Batt. 
D., 14th Bm. 5th F. A. Training 
Reg. F. A. B. C., Fort Bragg, N. C. 

Cralc, J. G., Pres., John Gilbert Craig, 
Advertising, 903 Shipley St., Wil- 
mington, Del. (7) 

*CralG, J. Lin, Adv. Rep., MacLean 
Publishing Co., Ltd., 1010 St. Cath- 
erine St., W., Montreal, Que., Can. 
(17) 

*CRAIN, G. D., JRn., Publisher, Indus- 
trial Marketing, 100 E. Ohio St., 
Chicago. (2) 

CRAMER, E. P., E. S. B. Division, 
Thomas A. Edison, Inc., West Or- 
ange, N. J. (6) 


CRAMER, G. W., Adv. Mer., Goulds 
Pumps, Inc., Fall St., Seneca Falls, 
N. Y¥. (A) 

CRAWFORD, W. F., Vice-Pres., The Ed- 
ward Valve & Mfg. Co., Inc., 1200 
W. 145th St., East Chicago, Ind. (2) 

CREAGH, EDWARD V., Sales Pro. Mgr., 
American Chain & Cable Co.; Inc., 
Bridgeport, Conn. (20) 

CRELLEY, WILLIAM D., Indus. Equip. 
Copy, General Electric X-Ray Corp., 
2012 W. Jackson Blvd., Chicago. (2) 

CRONK, JOHN N., Adv. Megr., Denver 
Equipment Co., 1400 Seventeenth 
St., Denver. (A) 

CROSSMAN, M. R., Adv. Mgr., Barber- 
Colman Co., 150 Loomis, Rockford, 
Ill.; Cramer-Krasselt Co., 733 N. 
Van Buren St., Milwaukee. (21) 

Croucn, FrRank J., Adv. Mgr., Shep- 
ard Niles Crane & Hoist Corp., 
Montour Falls, N. Y. (A) 

*CROWE, Puitip K., Adv. Salesman, 
Time, Inc., Rockefeller Center, New 
York. (6) 

CULLISON, JESSE A., Sales Pro. Mer., 
National Fireproofing Corp., 202 E. 
Ohio St., N.S., Pittsburgh. (8) 

CUNNINGHAM, Ross M., Asst. Prof. of 
Marketing, Mass. Institute ef Tech- 
nology, Cambridge, Mass. (1) 
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Curtiss, SPENCER W., Spencer W. 
Curtiss, Inc., Circle Tower, Indi- 
anapolis. (15) 


CUSHING, G. B., Mgr. Sales Pro., A. 
M. Byers Co., Clark Bldg., Pitts- 
burgh, (8) 


D 


DALLAS, M. W., Adv. Mgr., E. C. At- 
kins and Company, 402 S. Illinois 
St., Indianapolis. (15) 


D’ALMAINE, Harry D., Mgr., Bus. Re- 
search, Irvington Varnish & Insu- 
lator Co., 6 Argyle Terrace, Irving- 
ton, N. J. (11) 


DANIELS, FRED R., Pub. Mgr., Water- 
bury-Farrel Foundry & Machine 
Co., 453 Bank St., Waterbury, Conn. 
(20) 

DaRCEL, A. P., Adv. Mer., Crane, Ltd., 
1170 Beaver Hall Square, Montreal, 
Que., Can. (17) 

DAVENPORT, C. D., Adv. Mgr., Union 
Steel Products Co., 600 Berrien St., 
Albion, Mich. (A) 

DAVIDSON, DONALD M., Sales Pro. 
Mer., The Fafnir Bearing Co., New 
Britain, Conn. (20) 

Davies, A. J., Partner, Davies & Mc- 
Kinney, 522 Erie Trust Bldg., Erie, 
Pa. (A) 

DAVIES, NORMAN H., Asst. Sales Megr., 
North American Mfg. Co., 2910 E. 
75th St., Cleveland. (4) 

Davis, ARCH, International Business 
Machines Corp., 270 Broadway, New 
York. (6) 

Davis, C. F., Adv. Mgr., Dominion 
Engineering Co., Ltd., Ist Ave., 
Lachine, Que., Can. (17) 

Davis, C. W., East. Megr., Norris-Pat- 
terson, Ltd., University Tower 
Bldg., Montreal, Que., Can. (17) 

DAvis, DANIEL M., Sykes Advertising 
Agency, American Bank Bldg., 
Pittsburgh. (8) 

Davis, GEORGE F., Acct. Exec., James 
G. Lamb Co., Land Title Bldg., Phil- 
adelphia. (7) 

*Davis, HAL G., Adv. Mgr., George 
Rice & Sons, 320 Crocker St., Los 
Angeles. (19) 

*Davis, LEONARD, Vice-Pres., 28 Mc- 
Nab St., S., Hamilton, Ont., Can. 
(14) 

Davis, W. C., Sales Mgr., The Ohio 
Injector Co., Wadsworth, O. (4) 
DAVISON, R., Mgr. Market Develop- 
ment Div., The New Jersey Zinc 
Co., 160 Front St., New York. (6) 
Day, T. A., Spec. Rep., Island Creek 
Coal Sales Co., Robson-Prichard 
Bldg., Huntington, W. Va. (A) 
*Daycn, H. C., Adv. Mer., Dun’s Re- 
view, 290 Broadway, New York. 

(6) 

Deasy, E. T., Pacific Coast Adv. Mer., 
The Sherwin-Williams Co., 1450 
Sherwin Ave., Oakland, Calif. (18) 

De CELLE, O. A., Vice-Pres., Interna- 
tional Filter Co., 325 W. 25th PIl., 
Chicago. (2) 

Decker, E. J., Adv. Mer., Pioneer 
Gen-E-Motor Corp., 5841 W. Dick- 
ens Ave., Chicago. (2) 

*DEEN, Ray, Rep., American Machin- 
ist, 520 N. Michigan Ave., Chicago. 
(21) 

*DeILy, CHARLES H., Jr., Adv. Rep., 
Plumbing & Heating Journal, 310 
W. Durham St., Philadelphia. (7) 


*DE KALB, RALPH V., Pres., Alfred J. 
Joraan, Inc., 1220 Sansom St., Phil- 
adelphia. (7) 


DeLo, J. A., Adv. Mgr., Continental 
Steel Corporation, Kokomo, Ind. 
(15) 


De Mario, JAMES J., Adv. Megr., 
Manhattan Rubber Mfg. Div. of 
Raybestos-Manhattan, Inc., 61 Wil- 
lett St., Passaic, N. J. (11) 


DENO, NORMAN, Acct. Exec., Kreicker 
& Meloan, Inc., 221 N. LaSalle St., 
Chicago. (2) 


*DENT, W. P., Rep., MacRae’s Blue 
Book Co., 63 Clarendon St., Spring- 
field, Mass. (1) 


*DeE RocHIE, BERNARD, Asst. Publ., 
Western Machinery and _ Steel 
World, 500 Sansome St., San Fran- 
cisco. (18) 

D’ EVELYN, NORMAN F., Pres., D’Eve- 
lyn & Wadsworth, Inc., 486 Califor- 
nia St., San Francisco. (18) 

*DeveRY, THOMAS J., Pres. & Megr., 
The Colony Press, Fourth & Green 
Sts., Philadelphia. (7) 

*DEVORN, ARTHUR C., DeVorn Dis- 
plays Corp., 2315 Hamilton Ave., 
Cleveland. (4) 

De Younc, A., Adv. Mgr., Whiting 
Corp., Harvey, Ill. (2) 

DIeperIcH, A. L., JR., Adv. Mgr., U.S. 
Producers of By-Product Ammonia, 
(The Barrett Co.), 40 Rector St., 
New York. (6) 

Drietrricu, Cart B., Adv. Mgr., Wag- 
ner Electric Corp., 6400 Plymouth 
Ave., St. Louis. (9) 

DicHTon, H. G., Ferranti Electric, 
Ltd., Mount Dennis, Toronto 9, Ont., 
Can. (14) 

DisTELHORST, S. D., Adv. Mgr., Coch- 
rane Corp., 17th & Allegheny Aves., 
Philadelphia. (7) 

Dopps, R. P., Mgr. Adv. & Sales Pro., 
Truscon Steel Co., Albert Street, 
Youngstown. (10) 

Dops, HENRY, The Cincinnati Milling 
Machine Co., Oakley, Cincinnati. (5) 

DoerGeR, Epw. H., Adv. Mgr., Ameri- 
ean Mono Rail Co., 13109 Athens 
Ave., Cleveland. (4) 

DoERING, HENRY G., Sales Pro. Mer., 
Truscon Laboratories, Inc., Caniff 
& Grand Trunk R. R., Detroit. (12) 

DoERING, L. H., Frost Steel & Wire 
Co., Ltd., Hamilton, Ont., Can. (14) 

DoLAN, BERNARD, Adv. Mgr., Peter A. 
Frasse & Co., Inc., 17 Grand St., 
New York. (6) 

DoNAHUE, J. Howarp, Sales Megr., 
The Abbott Ball Company, Hart 
ford, Conn. (20) 

DONAHUE, M. J., Anchor Post Fenc 
Co., Eastern Ave. and Kane 5t., 
Baltimore, Md. (A) 

*DONALDSON, ANDREW, JR., Adv. Mgr., 
Strobridge Lithographing Co., No! 
wood Station, Cincinnati. (3) 

DONLEY, FrepD, Acct. Exec., Will, Inc. 
1276 W. Third St., Cleveland. (4) 

DONNELLEY, LEE E., Pres., The Le 
Donnelley Co., 524 Union Commercé 
Bldg., Cleveland. (4) 

Donovan, H. M., Partner, Donovan 
Armstrong, 2800 Girard Trus 
Bldg., Philadelphia, Pa. (7) 

DoreMus, ANDREW, General Electri: 
Co., 1285 Boston Ave., Bridgeport, 
Conn. (20) 

Dorsey, T. F., Sales Mgr., Fort Pitt 
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Steel Casting Co., 2808 Versailles 
Ave., McKeesport, Pa. (8) 

*‘DossMAN, O. J., Vice-Pres. & Gen’l. 
Mer., The Craftsman Printing Co., 
Inc., 325 E. Central Parkway, Cin- 
cinnati. (3) 

DosTER, ALEXIS, Vice-Pres. & Sec’y, 
The Torrington Mfg. Co., 70 Frank- 
lin St., Torrington, Conn. (20) 

*Dowp, A. Scott, Pres. & Gen’l. Mgr., 
Fritz Publications, Inc., 59 E. Van 
Buren St., Chicago. (2) 

Downes, H. J., Adv. Mgr., American 
Locomotive Co., 30 Church St., New 
York. (6) 

DOWNING, Harotp S., Walker & 
Downing, Oliver Bldg., Pittsburgh. 
(8) 

DowseTT, T. H., Adv. & Sales Pro. 
Mer., Trane Co. of Canada, Ltd., 
Mowat Ave. & King St., W., Toron- 
to, Ont., Can. (14) 

DoyLe, Harry B., Doyle, Kitchen & 
McCormick, Inc., 501 Fifth Ave., 
New York. (6) 

DoyLe, W. F., Secretary, The Chat- 
field & Woods Co. of Pa., 32 Blvd. 
of Allies, Pittsburgh. (8) 

*DRAUCKER, WILLIAM G., Sales Megr., 
Wm. T. Peck & Co., 1315 Race St., 
Philadelphia. (7) 

DRAVING, Howarp, Adv. Mgr., Fisher 
Scientific Co., 711-723 Forbes St., 
Pittsburgh. (8) 

*DREYER, HOWARD H., Western Megr., 
Machine Design, 520 N. Michigan 
Ave., Chicago. (2) 

DruseE, M. J., Sales Pro. Mgr., Modine 
Manufacturing Co., Racine, Wis. (5) 

Ducopy, H. K., Asst. Adv. Mgr., 
Dresser Mfg. Co., 41 Fisher Ave., 
Bradford, Pa. (A) 

*DuDLEY, R. L., Pres., Gulf Publishing 
Co., 3301 Buffalo Drive, Houston, 
Tex. (A) 

*Durr, EDWARD E., Jr., Rep., Mc- 
Graw-Hill Publ. Co., Ine., 1510 
Hanna Bldg., Cleveland. (4) 

Durry, J. R., Asst. Adv. Mgr., Hy- 
grade Sylvania Corp., 60 Boston St., 
Salem, Mass. (1) 

DULWEBER, JOHN, Asst. Adv. Megr., 
Newport Rolling Mill Company, 9th 
& Lowell Streets, Newport, Ky. (3) 

DuMonp, T. C., Cramer-Krasselt Co., 
733 N. Van Buren, Milwaukee. (A) 

DUNBAR, Epson S., Sales Pro. Megr., 
Crocker-McElwain Company, Cabot 
St., Holyoke, Mass. (20) 

*DUNMIRE, HAROLD B., Rep., The Tele- 
graph Press, Cameron & Kelker Sts., 
Harrisburg, Pa. (16) 

Dt NN, E. R., Adv. Mgr., Bull Dog 
Electric Products Co., 7610 Joseph 
Campau, Detroit. (12) 

UNNAGAN, MERVYN G., S. D. Warren 
& Co., 2 Park Ave., New York. (6) 

DUNPHY, A. R., Asst. Adv. Mgr., The 
Texas Co., 135 E. 42nd St., New 
_York. (6) 

‘UPREE, LANSING T., Reinhold Publ. 
ten” 330 W. 42nd St., New York 
(6). 

/UYSTERS, RALPH F., E. A. Scott 
Publishing Co., 45 W. 45th St., New 
York. (6) 

VELLEY, (Mrs.) FERNE PATTISON, 
Adv. Mgr., The Tomkins-Johnson 





210 S. Poydras St., Dallas, Tex. 
(A) 


*DYKMAN, HOWARD, Industrial Photo- 
Engraving Co., Easton, Pa. (11) 


*EarRLY, Dwicut H., Rep., The Tool 
Engineer, 100 N. La Salle St., Chi- 
cago. (21) 

*EARNSHAW, GEORGE M., Salesman, 
Rock Products, 405 Erie Bldg., 
Cleveland. (4) 

EASTMAN, SAMUEL C., Copy Chief, 
Dozier - Graham - Eastman, 1206 
Maple Ave., Los Angeles. (19) 

Easton, C. D., Adv. Mgr., The Philip 
Carey Co., Lockland, O. (3) 

EASTON, WILLIAM H., Vice-Pres., Shel- 
don, Morse, Hutchins & Easton, 420 
Lexington Ave., New York. (6) 

*EATON, ELMER K., Salesman, Curtis- 
Way Co., Inc., 551 Fifth Ave., New 
York. (6) 

EBERHART, P. W., Mer. Ind. Div., 
Walter Kidde Co., 140 Cedar St., 
New York. (11) 

Espy, L. H.; Pres., Hyatt Eby, 7376 
Grand River Ave., Detroit. (12) 
*EckEL, A. R., N. Y. Rep., Automotive 
Industries, 100 E. 42nd St., New 

York. (6) 

*Eppy, GLENN H., Salesman, Ameri- 
can Society of Mechanical Engi- 
neers-American Inst. of Electrical 
Engineers, 205 W. Wacker Dr., Chi- 
cago. (2) 

Epwarps, Cy., Adv. Mgr. George D. 
Roper Corp., Blackhawk Park Ave., 
Rockford, Ill. (21) 

*EGBERT, D. R., Central Adv. Megr., 
Pit and Quarry Publications, Au- 
ditorium Bldg., Cleveland. (4) 

EHLINGER, STANLEY J., Pres., Stanlev 
J. Ehlinger Advertising, Inc., 421 
W. Sixth St., Tulsa, Okla. (A) 

*EHMAN, Harry, Chgo. Dist. Mer., 
The Heinn Co., 188 W. Randolph St., 
Chicago. (2) 

*EICHLER, GEORGE H., Vice-Pres., Pe- 
troleum Equipment Publ. Co., Inc., 
114 Liberty St., New York. (6) 

*EIGEN, DAvip, 68 Dayton Ave., Pas- 
saic, N. J. (i1) 

*Evper, E. E., Detroit Mgr., Chilton 
Company, Inc., 1015 Stephenson 
Bldg., Detroit. (12) 

*ELKINGTON, ARTHUR G.,. Dist. Megr., 
Sweet’s Catalog Service, 119 W. 
40th St., New York. (11) 

ELLERTSON, O. J., Asst. Sec’y, Pioneer 
Engineering Works, Inc., 1515 Cen- 
tral Ave., N. E., Minneapolis. (A) 

ELLINGWoop, LLoypD, Mgr. Adv. & Sls. 
Pro., Toledo Scale Co., Toledo. (13) 

ELLioTtT, Bruce W., Tomaschke-Elli- 
ott, Inc., 1624 Franklin St., Oak- 
land, Calif. (18) 

Euuiott, G. A., Exec. Vice-Pres., 
James R. Kearney Corp. of Canada, 
Ltd., Vanderhoof Ave., Leaside, 
Ont., Can. (14) 

Evuiott, Roy D., Pres., Roy Elliott 
Company, 25 Huntington Ave., Bos- 
ton. (1) 

E.uiott, W. N., Vice-Pres.-Sales Mgr., 
N. Slater Co., Ltd., Hamilton, Ont., 
Can. (14) 

ELLis, CLAYTON E., Elastic Stop Nut 

















MORE 
INFORMATION 
PLEASE .... 


@ Today the Tool Engi- 
neers—the men behind 
mass defense production 
—need authoritative in- 
formation more than ever 
before. 


The TOOL ENGINEER 
gives more than 15,000 
of these men technical, 
practical information 
they can put to use im- 
mediately. 


They read it with their 
minds open—could there 
be a better place or time 
to reach them with infor- 
mation on YOUR prod- 
ucts? 


THE TOOL ENGINEER 


Bramson Publishing Company 
2842 W. Grand Boulevard 


Corp., 2330 Vanshall Road, Union, 
N. J. (11) 
Euuis, R. T., Sales Pro. Megr., E. I. | 


Co., 617 N. Mechanic St., Jackson, 
Mich. (A) 
OYER, R. C., Pres., R. C. Dyer & Co., 


DETROIT °* MICHIGAN 
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duPont deNemours Co., Plastics Di- 
vision, Arlington, N. J. (11) 

ELLSworTH, H. M., Adv. Mgr., Penn- 
sylvania Salt Mfg. Co., 1000 Wid- 
ener Bldg., Philadelphia. (7) 

*Exy, Howarp, N. J. Rep., Industrial 
Equipment News, 461 Eighth Ave., 
New York. (11) 

EMERSON, FRED, Spartan Saw Works, 
Inc., 152 Fisk Ave., Springfield, 
Mass. (20) 

EMERSON, T. D., Adv. Dept., Carboloy 
Co., Ine., 11177 E. Eight Mile Rd., 
Detroit. (12) 

ENGEBRETSON, MARTIN E., Adv. Mgr., 
The Oilgear Co., 1403 W. Bruce St., 
Milwaukee. (5) 

ENGLAND, JerRRY, Adv. Mer., Electric 
Auto-Lite Co., Toledo. (13) 

ENGLE, NILEs S., Asst., Unique Serv- 
ices, 649 Union Commerce Bldg., 
Cleveland. (4) 

ENGSTROM, FOLKE, Adv. Megr., Amer- 
ican Cabinet Hardware Co., 416 S. 
Main St., Rockford, Ill. (21) 

*ENRIGHT, FRANK J., Adv. Mgr., Met- 
als and Alloys, 1133 Leader Bldg., 
Cleveland. (4) 

ENTWISTLE, A. L., Asst. to Pres., The 
Mengel Co., 1122 Dumesnil St., 
Louisville, Ky. (A) 

*Esprie, ROBERT J., Pres., Espie Print- 
ing Co., Ltd., 331 Adelaide St., W., 
Toronto, Ont., Can. (14) 

Eustice, A. L., Pres., Economy Fuse 
& Mfg. Co., 2717 Greenview Ave., 
Chicago. (2) 

EVANS, ALBERT C., Sales Pro., York 
Ice Machinery Corp., York, Pa. (16) 

EvANS, KEITH J., Adv. Mer., Joseph 
T. Ryerson & Son, Inc., 2558 W. 16th 
St.; Sales Pro. Megr., Inland Steel 
Co., 38 S. Dearborn St., Chicago. 
(2) 

Evans, W. H., Pres. & Treas., Evans 
Associates, inc., 225 N. Michigan 
Ave., Chicago. (2) 

Evans, W. H., Asst. Gen’l Mgr., Min- 
neapolis-Honeywell Regulator Co., 
Ltd., 117 Peter St., Toronto, Ont., 
Can. (14) 

Evans, W. H., Salesman, The Stand- 
ard Paper Co., 135 W. Sixth St., 
Cincinnati. (3) 

Eves, AMBROSE, JR., Iron City Photo 
Engraving Co., 343 Boulevard of 
Allies, Pittsburgh. (8) 

EWERHARDT, KARL, Adv. Mgr., Metal 
Goods Corp., 5239 Brown Ave., St. 
Louis. (9) 

EYLAND, GEoRGE C., Dist. Megr., 
Hardware World, 1836 Euclid Ave., 
Cleveland. (4) 

*EyLer, E. T., Dist. Megr., Sweet’s 
Catalog Service, 700 Merchandise 
Mart, Chicago. (2) 


F 


Faney, C. A., Sales Pro. Mgr., The 
Milleraft Paper Co., 1927 E. 19th 
St., Cleveland. (4) 

Faney, T. W., Adv. Dept., Caterpillar 
Tractor Co., 800 Davis St., San 
Leandro, Calif. (18) 

FAIRBAIRN, JOHN B., John B. Fair- 
bairn, Advertising, 12 Haynes St., 
Hartford, Conn. (20) 

FAIRWEATHER, S. J., Adv. & Sales 
Mer., Scientific Engineering Co., 42 
W. Cermak Rd., Chicago. (2) 
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FaLcon, E. W., Warner & Swasey 
Co., 5701 Carnegie Ave., Cleveland. 
(4) 

FALLER, R. J., Vice Pres., Sterling 
Beeson Ady. Agency, Second Na- 
tional Bank Bldg., Toledo. (13) 


*FARLEY, J. U., Mgr. Marketing & Re- 
search Bureau, Domestic Engineer- 
ing Company, 1900 Prairie Ave., 
Chicago. (2) 

*FARMER, C. R., Western Mer., The 
Oil and Gas Journal, 105 W. Madi- 
son St., Chicago. (2) 

FARRAR, J. X., Asst. Sec’y & Adv. 
Mer., The Jeffrey Mfg. Co., Colum- 
bus, O. (A) 

FAUSTER, CARL U., Adv. Div., Libbey 
Glass Company, P. O. Box 1032, 
Toledo. (13) 

Fea, Horace, Adv. Megr., The Powers 
Regulator Co., 2729 Greenview Ave., 
Chicago. (2) 

*FeppEeRY, WILL J., Central Western 
Mer., Hardware Age, 1836 Euclid 
Ave., Cleveland. (4) 

FEIGEL, ARTHUR J., Sales Pro. Megr., 
Union Special Machine Co., 400 N. 
Franklin St., Chicago. (2) 

FercH, J. O., Globe-Union, Inc., 900 
E. Keefe Ave., Milwaukee. (5) 

FEWSMITH, J.. Vice-Pres.-Treas., Mel- 
drum and Fewsmith, Inc., Republic 
Bldg., Cleveland. (4) 

Fey, Harry J., Artist. James R. Kear- 
ney Corp., 4224 Clayton Ave., St. 
Louis. (9) 

*FILLMORE, GRANVILLE M., Eastern 
Mer.. Gardner Publications. Inc., 
842 Madison Ave., New York. (6) 

*FINDLEY, EMERSON, Central Western 
Mer., The Iron Age, 1836 Euclid 
Ave., Cleveland. (4) 

*FINTZE, WILLIAM J.. Dir., Creative 
Div., The Lezius-Hiles Co.. 1125 
Rockwell Ave., Cleveland. (4) 

*FISCHER, FRANKLYN, Fischer Exhib- 
its, Inc., 120 E. 16th St., New York. 
(6) 

*FISCHER, FREDERICK J., Bus. Mer.. 
Simmons-Boardman Publ. Corp., 30 
Church St., New York. (7) 

*FisHer, A. W., McGraw-Hill Publ. 
Co., Inc., 330 W. 42nd St., New 
York. (11) 

FISHER, EARL H., Ass’t to Pres.. The 
Wine Railway Appliance Co. Div. 
of Uniteast Corp., 2237 Water 
Works Drive, Toledo. (13) 

FISHER, HOWARD L.. Pres., Rickard & 
Co., Inc., 330 W. 42nd St., New 
York. (6) 

*FITZGERALD, W. J., Ass’t Dist. Mer., 
The Iron Age, 428 Park Bldg., Pitts- 
burgh. (8) 

*FITZPATRICK, H. G.. Mer. Chgo. Office, 
Gulf Publishing Co., 332 S. Michi- 
gan Ave., Chicago. (2) 

FLtap, W. S., Adv. Dept... American 
Steel & Wire Co., Rockefeller Bldg.., 
Cleveland. (4) 

*FLEMING, RUSSELL C., Editor, The 
Mining Congress Journal, Munsey 
Bldg., Washington, D. C. (A) 

FLETCHER, G. M., Adv. Megr., The 
Stanley Works, New Britain, Conn. 
(20) 

*FLETCHER, L. C., Vice-Pres., Elec- 
trical Manufacturing, 232 Madison 
Ave., New York. (6) 

FLOYD, CHARLES A., Adv. Mgr., West 
Virginia Coal & Coke Corp., Atlas 
Bank Bldg., Cincinnati. (3) 









Fioyp, W. I., Ass’t to Pres., Duff- 
Norton Mfg. Co., 2709 Preble Ave. 
Pittsburgh. (8) 

Focc, WALTER S., 67 E. Plumstead 
Ave., Lansdowne, Pa. (7) 

FoLTz, FREDERICK S., Treas. & Mgr 
Foltz-Wessinger, Inc., 26 W. Orang: 
St., Lancaster, Pa. (16) 

*FORBES, DUNCAN, West. Mgr., Ame) 
ican Exporter, 122 S. Michiga: 
Ave., Chicago. (2) 

*Forp, A. P., American Society fo 
Metals, 7301 Euclid Ave., Cleveland 
(4) 

*Forp, E. L., Tri-Art Studios, 829 
Broad St., Newark, N. J. (11) 

*Forp, JAMES I., Dist. Mgr., MacRae’ 
Blue Book, 1111 Cochran Rd., Mount 
Lebanon, Pa. (7) 

FORESMAN, DONALD B., Foresman As- 
sociates, 141 E. 25th St., New York. 
(6) 

FORRESTER, H. P., Vice-Pres., Fuller & 
Smith & Ross, Inc., 71 Vanderbilt 
Ave., New York. (4) 


*FORSTER, DONALD F., Adv. Mer., 


Western Construction News, 733 
Highland Ave., Glen Ellyn, Ill. (2) 

FORSYTHE, ROBERT L., JR., Production 
Megr., Ketchum, MacLeod & Grove, 
Inc., 2000 Koppers Bldg., Pitts- 
burgh. (8) 

ForTEY, HARRY W., Asst. to Pres., 
DeWalt Products Corp., Lancaster, 
Pa. (A) 


FossLer, G. O., Asst. Adv. Mer.., 
Greenlee Bros. & Co., 2136 12th St., 


Rockford, Ill. (21) 

FOURNIER, D. R., Adv. Prod. Mer.., 
Nash Engineering Co., South Nor- 
walk, Conn. (20) 

*FowLeE, EDWIN D., New England 
Rep., Textile World, 1427 Statler 
Bldg., Boston. (1) 

Fox, W. A., Sec’y-Treas., Fox and 
Mackenzie, 1214 Locust St., Phila- 
delphia. (7) 

FRANKEL, JOHN D., Adv. Mer., Inte 
national Filter Co., 325 W. 25th PI., 
Chicago. (2) 

FRANKLIN, W. R., Adv. Mer., J. L. 
Clark Mfg. Co., Rockford, Ill. (A) 
FRANZ, K. W., Mallinckrodt Chemica! 
Works, 3600 N. Second St., St. 

Louis. (9) 

*FRASER, GEORGE E., Mer. Frasei 
Publishing Co., 660 St. Catherin« 
St., W., Montreal, Que., Can. (17) 

FREDRICK, A. L., Asso. Director, Y. M 
C. A. Motion Picture Bureau, 34' 
Madison Ave., New York. (6) 

*FREDERICKS, WALTER H., Pro. Mg! 
Case-Shepperd-Mann Publ. Co., 24 
W. 40th St., New York. (6) 

FRENCH, O. R., Pres., Oakleigh R 
French and Associates, 4235 Lind: 
Blvd., St. Louis. (9) 

FrRENcH, W. W., Sales Pro. Mer 
Dodge Mfg. Corp., Mishawaka, Ind 
(A) 

FREUDEN, DoNnaLp E., Mono-Li: 
Typesetting Co., 126 Ninth 5S! 
Pittsburgh. (8) 

FreY, EmIL, Sales Pro. Mgr., The D 
Vilbiss Co., 300 Phillips Ave., T 
ledo, O. (13) 

FREYSTADT, EVERETT M., Pres., E. ™! 
Freystadt Asso., Inc., 570 Lexingto: 
Ave., New York. (6) 

*FRICKE, HEBERTON E., Sun Printi! 
House, 2120 Allegheny Ave., Phil 
delphia. (7) 
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FRIEDMAN, (Miss) IDA S., The McCor- 


mick Co., Inc., 121 S. Negley Ave., 
Pittsburgh. (8) 

‘RINK, J. L., Gen. Mgr., Square D of 
Canada, Ltd., 672 Dupont St., To- 
ronto, Ont., Can. (14) 


Fritts, A. B., Publicity Mgr., Norton 


Co., 1 New Bond Street, Worcester, 
Mass. (1) 


FROEB, PAUL, Adv. Megr., Ideal Com- 


mutator Dresser Co., Sycamore, Il. 
(21) 


FROMM, ALBERT S., Adv. Mgr., The 


Union Metal Mfg. Co., Canton, O. 
(4) 


FRYE, GEORGE A., Asst. to Pres., James 


Thomas Chirurg Co., Park Square 
Bldg., Boston. (20) 


*FrYE, WM. G., Thomas Publishing 


Co., 817 Washington Ave., Newport, 
Ky. (3) 


*FuuRY, H. A., Sec’y, The E. F. 


Schmidt Company, 341 N. Milwau- 
kee St., Milwaukee. (A) 


FUNK, KEN W., Adv. Megr., Black- 


hawk Mfg. Co., 5325 W. Rogers St., 
Milwaukee. (5) 


FUNNELL, WALTER L., Sales Dept., 


Anaconda Wire & Cable Co., 25 
3roadway, New York. (6) 


*FurRRY, SCHELL L., National Type- 


setting Co., 914 Pine St., St. Louis. 
(9) 


G 


' ALEXANDER, Republic Steel 
Corp., Republic Bldg., Cleveland. 


(19) 


“GAILLARD, H. E., Mill & Factory, 456 


Leader Bldg., Cleveland. (4) 

. s Griswold-Eshleman 
Co., 2700 Terminal Tower, Cleve- 
land. (4) 


GALILEE, JOHN A. M., Asst. Adv. Mer., 


Canadian Westinghouse Co., Ltd., 
Hamilton, Ont., Can. (14) 

Asst. Adv. Mer., 
Barber-Colman Co., 215 S. Loomis, 
Rockford, Ill. (21) 


GAMMEL, JAMES, Asst. Adv. Mer., The 


Osborn Mfg. Co., 5401 Hamilton 
Ave., Cleveland. (4) 


GARDANIER, P. M., Adv. Mgr., R. G. 


Haskins Co., 615 S. California Ave., 
Chicago. (2 ) 


GARDNER, A. LESLEY, Adv. Mer., Pang- 


born Corporation, Hagerstown, Md. 
(7) 


GARDNER, BEN, Asst. Sales Pro. Mer., 


lhe DeVilbiss Co., 300 Phillips St., 
Toledo, O. (13) 


GARDNER, J. A., Sales Mgr., The Cin- 


innati Tool Co., 1951 Waverly Ave., 

Cincinnati. (3) 

ARDNER, WILLIAM M., Gardner Dis- 

plays Co., 477 Melwood St., Pitts- 
urgh. (8) 

RRETSON, L. R., Mgr. Adv. Div., 

Leeds & Northrup Company, 4901 

Stenton Ave., Philadelphia. (7) 
RRISON, R. P., Sales & Adv. Mer., 

Garrison Machine Works, Inc., 13-8 
Norwood Ave., Dayton, O. (A) 
SSAWAY, NICHOLAS, Adv. Megr., 

Crocker-Wheeler Elec. Mfg. Co., 
Ampere, N. J. (11) 

UKERUD, M., Sales Pro., Container 
rp. of America, 111 W. Washing- 
nm St., Chicago. (2) 

AULEY, E. R., Adv. Mgr., Sanitary 
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Engineer, 481 University Ave., To- 
ronto, Ont., Can. (14) 


Gaupp, L. W., Pittsburgh Steel Co., 
Grant Bldg., Pittsburgh. (8) 


Gauss, CHESTER A., The Allerton, 
Cleveland. (4) 


GAwTHROP, L. B., Adv. Mgr., Electric 
Service Supplies Co., 17th & Cam- 
bria Sts., Philadelphia. (7) 

GAYLorD, E. Terry, Miller Printing 
Machinery Co., 1117 Reedsdale St., 
Pittsburgh. (8) 

GEBHARDT, E. A., Vice-Pres., Commer- 
cial Advertising Agency, Inc., 600 S. 
Michigan Ave., Chicago. (2) 

GEBHART, WALTER H., Mgr. of Sales, 
Ind. Div., Henry Disston & Sons, 
Inc., Tacony, Philadelphia. (7) 

Geppes, E. T., Asst. Sales Mgr., The 
Byers Machine Co., Ravenna, O. (4) 

*GEORGE, W. F., Adv. Megr., Trade- 
press Publ. Co., Inc., 522 Fifth Ave., 
New York. (6) 

*GERATY, CLYDE J., Sales Mgr., The 
Penton Press, 1213 W. Third St., 
Cleveland. (4) 

GEREKE, EDWARD G., Pres., Gereke- 
Allen Carton Co., 1701 Chouteau 
Ave., St. Louis. (9) 

GERHART, FRANK, Asst. Adv. Megr., 
The Champion Paper & Fibre Co., 
Hamilton, O. (3) 

*GESCHELIN, JOSEPH, Detroit Techni- 
cal Editor, Chilton Publications, 
1015 Stephenson Bldg., Detroit. (12) 

GEYER, LINWooD H., Adv. Div., Inger- 
soll-Rand Co., 11 Broadway, New 
York. (6) 

*GriBsON, Davip B., Brewers Journal, 
431 S. Dearborn St., Chicago. (2) 
GIBSON, WALTER, Adv. Mgr., Swartz- 
baugh Mfg. Co., Box 40, Sta. B, 

Toledo, O. (13) 

*GIBSON, WILLIAM J., Diesel Publica- 
tions, 192 Lexington Ave., New 
York. (6) 

GILBERT, WILLIAM W., Adv. Mgr., The 
Watson-Stillman Co., Aldene Road, 
Roselle, N. J. (11) 

*GILCHRIST, ALEX., Gilchrist-Wright, 
Ltd., 70 Pearl St., Toronto, Ont., 
Can. (14) 

GILEs, ERNEST T., Vice-Pres., Ketch- 
um, MacLeod & Grove, Inc., 2000 
Koppers Bldg., Pittsburgh. (8) 

GILKES, ARTHUR G., Asst. Adv. Mgr., 
The Mathieson Alkali Works, Inc., 
60 E. 42nd St., New York. (6) 

GILL, NoRMAN J., Adv. Mgr., U. S. 
Machine Corp., Lebanon, Ind. (15) 

GILLEN, GEORGE M., Sales Pro. Mgr., 
Lukens Steel Company, 308 Lukens 
Bldg., Coatesville, Pa. (6) 

GILLEN, S. M., Mer. Adv., Richmond 
Radiator Co., Inc., Uniontown, Pa. 
(8) 

GILLETTE, EDWARD S., Publisher, Gil- 
lette Publ. Co., 330 S. Wells St., 
Chicago. (2 

*GILuigs, D. B., Mgr., Industrial Can- 
ada, Montreal Trust Bldg., Toronto, 
Ont., Can. (14) 

*GILMORE, SCOTT, American Exporter, 
386 Fourth Ave., New York. (6) 
GIRDLER, WALTER H., Jr., Adv. Mer., 
Tube-Turns, Inc., 224 E. Broadway, 

Louisville, Ky. (A) 

GISCHEL, C. E., Adv. Mgr., Walter 
Kidde & Co., Inc., 140 Cedar St., 
New York. (6) 


GLEASON, Wo. J., JR., The V. D. An- 























A Business 
Getter 
for 
Advertisers 








No other paper published in this 
manufacturing field offers the con- 
centrated quality circulation of 7he 
Paper Industry and Paper World. 
It achieves its dominating effect by 
reaching the skilled worker pro- 
gressively to the President. 


Your sales story takes on force when 
presented to our readers because the 
editorial pages carry technical articles 
and news of interest to all who have a 


part in the manufacture of pulp anc 
paper. 


Our circulation analysis proves the 
power behind the medium. Write for it. 


FRITZ PUBLICATIONS. INC. 


59 EAST VAN BUREN STREET, CHICAGO, ILL. 
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derson Company, 1935 W. 96th St., 
Cleveland. (4) 


*GLENZING, W. L., Adv. Megr., Civil 
Engineering, 33 W. 39th St., New 
York. (6) 

*GLOECKNER, F. H., Pres., T. A. Win- 
chell & Co., Inc., 1815 Cherry St., 
Philadelphia. (7) 

Gover, T. STANLEY, Mgr. Ind. Dept., 
Russell T. Kelley, Ltd., 150 Main 
St., East, Hamilton, Ont., Can. (14) 

*GODLEY, FRANK B., Adv. Salesman, 
McGraw-Hill Publ. Co., Inc., 1510 
Hanna Bldg., Cleveland. (4) 

Goes, E. J., Adv. Mgr., Koehring Com- 
pany, 3026 W. Concordia Ave., Mil- 
waukee, (5) 

*GOESSLING, PAUL H., Sales 
Simmons-Sisler Co., 4127 
Park Blvd., St. Louis. (9) 

GOLD, SAMUEL E., Sales & Adv. Megr., 
Lignum-Vitae Products Corp. and 
International Balsa Corp., 96-100 
Beyd Ave., Jersey City, N. J. (11) 

*GOLDMAN, B. J., Rep., Thomas Pub- 
lishing Co., 746 Collingwood Ave., 
Detroit. (12) 

GOLDMAN, EMANUEL, Pres., Lucerna 
Co., Inc., 17 E. 45th St., New York. 
(6) 

*GOLDNER, FRANK C., Pres., S. H. Bur- 
bank & Co., Inc., 147 N. Tenth St., 
Philadelphia. (7) 

GORDON, GRANT, Adv. Mer., Freight- 
ways, Inc., Box 1807, Salt Lake 
City, Utah. (A) 

GORDON, WILLIAM, Lincoln Engineer- 
ing Co., 5701 Natural Bridge Ave., 
St. Louis. (9) 

GORTON, GEORGE, III, Vice-Pres., 
George Gorton Machine Co., 1107 
13th St., Racine, Wis. (5) 

Goucu, R. L., MacLaren Advertising 
Agency Co., Ltd., 372 Bay St., To- 
ronto, Ont., Can. (14) 

GRAHAM, HuGH H., Sherwin-Williams 
Co., 1200 Midland Bldg., Cleveland. 
(4) 

GRAN, JULIAN, Treas., Rickard & Com- 
pany, 330 W. 42nd St., New York. 
(6) 

*GRANT, FRED, Dist. Mgr., McGraw- 
Hill Publ. Co., Inc., 1510 Hanna 
Bldg., Cleveland. (4) 

Grasty, N. D., Adv. & Sales Pro. Mgr., 
Crown Cerk & Seal Co., Eastern 
Ave., Baltimore. (A) 

GRAVENSON, TEp, Adv. Mgr., Burndy 
Engineering Co., 459 E. 133rd St., 
New York. (6) 

GRAY, CHARLES M., Chas. M. Gray & 
Asso., 905 Francis Palms Bldg., De- 
troit. (12) 

GREENE, EDMUND, Adv. Mgr., Rohm 
& Haas, Washington Square, Phila- 
delphia. (7) 

GREENE, NELSON A., Watlow. Electric 
Mfg. Co., 1320 N. 28rd St., St. 
Louis. (9) 

GREENE, Rospert L., Asst. Adv. Megr., 
The Detroit Edison Co., 2000 Sec- 
ond Ave., Detroit. (12) 

*GREINER, RALPH C., Mgr. Market Re- 
search, Central Dist., McGraw-Hill 
Publ. Co., Inc., 1510 Hanna Bldg., 
Cleveland. (4) 

GRIFFITHS, DONALD N., Dominion 
Oxygen Co., Ltd., 159 Bay St., 
Toronto, Ont., Can. (14) 

*GRIFFITHS, GEORGE H., Pres., Hard- 


Megr., 
Forest 
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ware Age, 100 E. 42nd St., New 
York. (6) 

*GRIMES, DAvip W., Haire Business 
Publications, Inc., 1170 Broadway, 
New York. (6) 

GRIMM, WILLIAM, Acct. Exec., Ferry- 
Hanly Company, 111 W. Monroe St., 
Chicago. (2) 

*GRINTON, Harry M., Regional Vice- 
Pres., McGraw-Hill Publ. Co., Inc., 
1510 Hanna Bldg., Cleveland. (4) 

*GROOME, JOHN E., Trimmer Printing 
Co., York, Pa. (7) 

*GrosE, W. J., Owner, W. J. Grose 
Company, 703 Gulf Bldg., Pitts- 
burgh. (8) 

Grove, D. CLINTON, Adv. Mgr., Blaw- 
Knox Co., P. O. Box 1198, Pitts- 
burgh. (8) 

*Grove, RicHarpD C., Adv. Rep., Pur- 
chasing, 456 Leader Bldg., Cleve- 
land. (4) 

GRusSING, B. D., Adv. & Sales Pro. 
Mer., Minneapolis-Moline Power Im- 
plement Co., P.O. 1050, Minneap- 
olis. (A) 

GUILBERT, GORDON M., Vice-Pres., 
Twin Disc Clutch Co., 1328 Racine 
St., Racine, Wis. (5) 

*GuMAER, A. P., Vice-Pres. & Gen’l 
Mer., Textile Age, Inc., 381 Fourth 
Ave., New York. (6) 

GUNN, R. E., Asst. Gen. Sales Mer., 
Iron Fireman Co., 3170 W. 106th 
St., Cleveland. (4) 

‘GURLEY, L. R., Simmons-Boardman 
Publ. Corp., 30 Church St., New 
York. (11) 

*GUTKNECHT, W. J., Gen'l Mgr., The 
Youngstown Arc Engraving Co., 
Vindicator Bldg., Youngstown, O. 
(10) 


H 


HACKENBURG, WARREN M., Ingersoll- 
Rand Co., Phillipsburg, N. J. (11) 
Happock, GERALD T., Atlas Lumnite 
Cement Co., 135 E. 42nd St., New 

York. (6) 

*HAGGARD, BARTON J., Dir. of Adv. 
Prod., The Brooks Company, 1241 
Superior Ave., Cleveland. (4) 

*Hacstrom, A. G., Pres., Hagstrom 
Co., Inc., 20 Vesey St., New York. 
(6) 

HaGstrom, W., Adv. Mgr., Mattison 
Machine Works, 514 Blackhawk 
Park, Rockford, Il. (21) 

HAGUE, DONALD L., Associate Acct. 
Exec., Fuller & Smith & Ross, Inc., 
1501 Euclid Ave., Cleveland. (4) 

HALL, C. B., Sales Mer., Latex Fiber 
Industries, Inc., Beaver Falls, N. Y. 
(A) 

*HALL, EpaGar S., Vice-Pres., The Cax- 
ton Co., Caxton Bldg., Cleveland. 
(4) 

HALLOWELL, J. J., Vice Pres. & Gen. 
Mer., The Wrenn Paper Co., Mid- 
dletown, O. (3) 

*HAMANN, W. P., New England Megr., 
Fortune, Statler Bldg., Boston. (1) 

HAMAR, JAMES L., JR., Service Megr., 
Charles W. Hoyt Co., 551 Fifth 
Ave., New York. (11) 

HAMILTON, Dovuctas T., Adv. Mgr., 
The Fellows Gear Shaper Company, 
78 River St., Springfield, Vt. (A) 

HAMILTON, L. GRANT, Contact, Brooke, 
Smith & French, Inc., 82 E. Han- 
cock, Detroit. (12) 

HAMILTON, R. L., Sales & Adv. Megr., 


The Dumore Co., 
Racine, Wis. (5) 


HAMILTON, W. MARSHALL, Adv. Staff. 
Gulf Oil Corp., Gulf Bldg., Pitts- 
burgh. (8) 


*HAMM, E. F., JR., Pres., The Traffic 
Service Corp., 418 S. Market St., 
Chicago. (2) 


*HAMMOND, EDWARD K., Western 
Mer., Machinery, 228 N. La Salle 
St. Chicago. (3) 


HANES, RALPH N., Asst. Mgr. Sales 
Pro., Mechanical Goods Division, 
United States Rubber Co., 1230 
Sixth Ave., New York. (11) 


HANFORD (MrRs.), MABEL POTTER, Bus. 
& Trade Media Buyer, Batten, Bar- 
ton, Durstine & Osborn, Inc., 383 
Madison Ave., New York. (6) 


*HANSEN, D. J., Cire. Megr., Traffic 
Service Corp., 418 S. Market St., 
Chicago (2) 

*HANSEN, EDWIN G., Dist. Rep., 
Buchan Loose Leaf Records Co., 
4716 Parker Ave., Chicago. (2) 

HANSEN, G. A., Sales Pro. & Adv. 
Mer., Steel Sales Corp., 3348 S. 
Pulaski Rd., Chicago. (2) 

HANSON, HERBERT R., Adv. Mgr., The 
Pfaudler Co., 89 East Ave., Kocnes- 
ter, N. Y. (A) 

*HANYON, C. D., Whitaker-Ruehl En- 
graving Co., 922 Pine St., St. Louis. 
(9) 

Happ, Peter C., Adv. Mgr., National 
Can Corp., 110 E. 42nd St., New 
York. (6) 

*Harp, Roy J., Dist. Mgr., Sweet’s 
Catalog Service, 607 Shelby St., 
Detroit. (12) 

*HARPER, RoBERT E., Dir. of Public 
Relations, American Road Builders’ 
Assn., 865 National Press Bldg., 
Washington, D. C. (A) 

*HARPER, V. GEORGE, American Ex- 
porter, Commercial Trust Bldg., 
Philadelphia (7) 

HARRIS, ERNEST, Asst. Adv. Megr., 
Canadian Liquid Air Co., Ltd., 1111 
Beaver Hall Hill, Montreal, Que., 
Can. (17) 

Harris, GorDON, Sales & Adv. Mer., 
Peterson Tractor & Equipment Co., 
645 Watkins St., Hayward, Calif. 
(18) 

HARRISON, RICHARD, Asst. Adv. Megr., 
Waukesha Motor Co., Waukesha, 
Wis. (5) 

HarT, THOMAS, 727 Bloomfield Ave., 
Outremont, Que., Can. (17) 

*Hart, W. B., Adv. Mgr., Modern 
Power & Engineering, 481 Univer- 
sity Ave., Toronto, Ont., Can. (14) 

HART, WILLIAM M., Pres., W. M. Hart 
Company, 25 N. Duke St., York, Pa. 
(16) 

HAsTINGs, Lewis A., Pub. Dir., The 
Heald Machine Co., New Bond St., 
Worcester, Mass. (1) 

Hatcu, Georce E., G. E. Hatch Ad- 
vertising, 10 E. 40th St., New York 
(6) 

*HATHEN, STANLEY, Owner, Hathe 
Studios, 1239 Summer St., Philade!- 
phia (7) 

*HAVER, WILSON E., Charge of Sales, 
The Recorder Press, 510 Watchung 
Ave., Plainfield, N. J. (11) 

Hawkins, R. D., Adv. Mgr., Ham 
mond Machinery Builders, Inc., 
Kalamazoo, Mich. (A) 


1225 14th St., 


INDUSTRIAL MARKETING, July, 194! 








aff, 
ts- 


ffic 


st. 


mn 
lle 


les 
on, 
30 


us. 
ir- 


Tic 
= 


es = —, 
ek Fi a S 


NIAA Membership Roster 





Hayes, E. J., Adv. Dept., Gutta Percha 
& Rubber, Ltd., 160 W. Lodge Ave., 
Toronto, Ont., Can. (14) 

*Hayes, JAMES R., Adv. Rep., Busi- 
ness Week, 330 W. 42nd St., New 
York. (6) 

Hayes, RicHarpD S., Adv. Mgr., The 
Okonite Company; The Okonite- 
Callender Cable Co., Inc., Passaic, 
N. J. (11) 

HAYNES, ELDRIDGE, Publisher, Maga- 
zines of Industry, Inc., 347 Madison 
Ave., New York. (6) 
*Hays, GEORGE O., Vice-Pres., The 
Penton Publishing Co., 1213 W. 
Third St., Cleveland. (4) 
*HAZELTON, L. C., Publisher, Printing 
Review of Canada, 1117 St. Cather- 
ine St., W., Montreal, Que., Can. 
(17) 
HAZLEWOOD, JACKSON, Adv. Mer., 
Gisholt Machine Company, 1245 E. 
Washington St., Madison, Wis. (5) 
HECKMAN, H. T. S., Adv. Div., Repub- 
lic Steel Corp., 3100 E. 45th St., 
Cleveland. (4) 
HEERY, EDWARD M., Asst. Adv. Mer., 
Rockbestos Products Corp., 285 
Nicoll St., New Haven, Conn. (20) 
HEIBEL, W. E., Asst. Sales Pro. Megr., 
The Dobeckman Co., 3301 Monroe 
Ave., Cleveland. (4) 
HEINEMANN, GEORGE A., Adv. Dept., 
Mason-Neilan Regulator Co., 1190 
Adams St., Boston. (1) 
HeIserR, C. D., Adv. Megr., Micro- 
Westco, Inc., 2117 State St., Betten- 
dorf, Iowa. (A) 
*HEITKAMP, L. F., Paramount En- 
graving Co., 1808 Washington Blvd., 
St. Louis. (9) 
HELBIG, RAYMOND C., Adv. Megr., 
Greenfield Tap and Die Corp., San- 
derson St., Greenfield, Mass. (20) 
HELLER, ROBERT F., Treas., Beaumont, 
Heller & Sperling, Inc., 121 N. 
Eighth St., Reading, Pa. (7) 
HELLING, H. F., JR., Adv. Megr., 
Mathews Conveyer Company, 10th 
St., Ellwood City, Pa. (8) 
HENDERSON, KENNETH, The Interna- 
tional Nickel Co., Inc., 67 Wall St., 
New York. (6) 
HENDERSON, W. J., Acct. Exec., L. W. 
Ramsey Company, 430 Union Bank 
Bldg., Davenport, Iowa. (A) 
HENDRICKS, OLIVER G., Vice-Pres., 
Thomas Publishing Co., 461 Eighth 
Ave., New York. (6) 
l{ENING, E. BRADFORD, Partner, Scho- 
neman-Hening Agency, 1211 Chest- 
nut St., Philadelphia (7) 
[ENLINE, CARL A., Sales Pro. Megr., 
Boston Gear Works, Inc., 14 Hay- 
ward St., North Quincy, Mass. (1) 
‘ENNEBERGER, M. B., Adv. Mgr., Lan- 
dis Machine Co., Inc., 5th & Church 
Sts., Waynesboro, Pa. (16) 
ENRICKSEN, H. O., Sales Mgr., The 
Purse Co., Fifth & Chestnut Sts., 
Chattanooga, Tenn. (A) 
HERBERT, FRANK P., Salesman, Cen- 
tral Electrotype Co., 1760 E. 22nd 
St., Cleveland. (4) 

RBINE, STANLEY, Wilson Products, 
Ine., Reading, Pa. (7) 

ERINGTON, C. E., Dir. Sales Pro., 
Meehanite Research Institute of 
America, Inc., 311 Ross St., Pitts- 
burgh, (8) 
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HERMAN, Lewis, Pres., Herman & 
Company, 4400 Market St., Youngs- 
town, O. (A) 


Heroip, F. F., The Bryant Electric 
Company, 1421 State St., Bridge- 
port, Conn. (20) 

HERSHEY, JACK, Asst. Adv. Dir., Day- 
ton Rubber Mfg. Co., Dayton, O. (A) 

*HewitTt, W. H., Vice-Pres., National 
Business Publications, Ltd., 137 
Wellington St., W., Toronto 2, Ont., 
Can. (14) 

Hext, R. G., Adv. Mgr., Littleford 
Brothers, 453 E. Pearl St., Cincin- 
nati. (3) 

HEYMAN, HORACE W., Pres., Heyman 
Mfg. Co., Michigan Ave., Kenil- 
worth, N. J. (11) 

HICKERSON, J. M., Pres., J. M. Hick- 
erson, Inc., 480 Lexington Ave., New 
York. (6) 

Hicks, L. B., Canadian General Elec- 
tric Co., Ltd., 212 King St., W., To- 
ronto, Ont., Can. (14) 

*HIGGINS, CALEB, Barton Press, Inc., 
138 Washington St., Newark, N. J. 
(11) 

HiGcGINS, JACK, Vice-Pres., The Lee 
Donnelley Co., 524 Union Commerce 
Bldg., Cleveland. (4) 

*HILDRETH, JOSEPH S., Vice-Pres. & 
Gen’l Mer., Chilton Company, Inc., 
56th & Chestnut Sts., Philadelphia. 
(7) 

*HILL, THOMAS W., Managing Editor, 
Electrical News & Engineering, 347 
Adelaide St., W., Toronto, Ont., 
Can. (14) 

HILLIARD, J. VANCE, Western Electric 
Co., 195 Broadway, New York. (6) 

*Hitty, H. E., Sales Megr., Factory 
Management & Maintenance, 330 
W. 42nd St., New York. (6) 

HINTERLEITNER, ERNEST J., 55-57 
Third St., Brooklyn. (6) 

HirscHBerG, C. A., Regional Sales 
Mer., Worthington Pump & Mchy. 
Corp., 2 Park Ave., New York. (6) 

*HoBART, PAUL G., Copy Director, R. 
L. Polk & Co., 113 St. Clair Ave. 
N.E., Cleveland. (4) 

Hopepon, LesTeR I., Asst. to Adv. 
Mer., Pneumatic Scale Corp., Ltd., 
Newport Ave., North Quincy, Mass. 
(1) 

*Hopces, SAMUEL W., Sec’y & Treas., 
W. Franklin Hodges & Sons, Inc., 
509-19 Vine St., Philadelphia. (7) 

Hoerer, C. W., JR., Stephens-Adam- 
son Co., Ridgeway Ave., Aurora, 
Ill. (2) 

*HOFFMAN, EDWIN W., Salesman, 
Thomas Publishing Co., 461 8th 
Ave., New York. (11) 

*HOFFMAN, W. K., Vice-Pres. Textile 
Age, Inc., 381 Fourth Ave., New 
York. (11) 

*HOFFMAN, WARREN, New England 
Rep., Hitchcock Publ. Co., P. O. 
Box 15, Portland, Conn. (20) 

Hocren, V. C., Adv. Mgr., Acme Steel 
Co., 2840 Archer Ave., Chicago. (2) 

HoHMAN, A. E., Asst. Adv. Mer., 
Blaw-Knox Co., P. O. Box 1198, 
Pittsburgh. (8) 

HOLDREN, Ear B., Adv. Megr., Pitts- 
burgh Reflector Co., 403 Oliver 
Bldg., Pittsburgh. (8) 

Hox, Junius S., Adv. Mgr., Link-Belt 
Company, 307 N. Michigan Ave., 
Chicago. (2) 

HOLLAND, JOHN, Adv. Mgr., Hygrade 
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Sylvania Corp., 60 Boston St., 
Salem, Mass. (1) 

Hout, GeorceE R., W. F. & John Barnes 
Co., 301 S. Water St., Rockford, III. 

21) 

HOLYOKE, DouGLas, Adv. Mer., U. S. 
Hoffman Machinery Corp., 105 
Fourth Ave., New York. (6) 

HONEYWELL, LLOYD, National Acme 

», 180 E. 131st St., Cleveland. 
(4) 

*Hooxer, G. C., Thomas Publishing 
Co., 20 W. Jackson Blvd., Chicago. 
(2) 

*HooLe, JOHN, Rep., Automotive In- 
dustries, 360 N. Michigan Ave., Chi- 
cago. (21) 

Hooper, VAN B., Sales Pro. Mer., The 
Louis Allis Co., 427 E. Stewart St., 
Milwaukee. (5) 

Hopkins, J. R., Advertising Agent, 
113-25 N. Green St., Chicago. (A) 

HopkINs, K. B., Adv. & Sales Pro. 
Mer., Graybar Electric Co., 420 
Lexington Ave., New York. (6) 

*Hopper, SCHUYLER, Asst. Exec. Vice- 
Pres., The Associated Business Pa- 
pers, Inc., 369 Lexington Ave., New 
York. (6) 

*Horn, A. NELSON, Pres.-Gen'l Mer., 
Horn, Crone, Horn, Inc., Cor. Pine 
& Boundary Ave., York, Pa. (16) 

HORNER, LEONARD S., Industrialist, 
870 Prospect St., New Haven, Conn. 
(A) 

*HORNING, M. T., Reg’l Adv. Rep., 
Daily Commercial News & Bldg. 
Record, 1253 McGill College Ave., 
Montreal, Que., Can. (17) 

*HOTTENSTEIN, H. K., Western Mer., 
The Iron Age, 10 S. La Salle St., 
Chicago. (2) 

HouGuTon, A., Acct. Exec., J. J. Gib- 
bons, Ltd., 1010 St. Catherine St., 
W. Montreal, Que., Can. (17) 

*HOUGHTON, ALFRED J., Eastern Sales 
Rep., Case-Shepperd-Mann Publ. 
Co., 24 W. 40th St., New York. (6) 

Houston, H. A., Adv. Megr., A. B. 
Chance Co., Allen at Wilson St., 
Centralia, Mo. (9) 

Howarp, C. C., Pass. Traf. Mer., Erie 
Railroad, Midland Bldg., Cleveland. 
(4) 

Howarp, G. E., Ingersoll Milling Ma- 
chine Co., 2400 Douglas, Rockford, 
Ill. (21) 

Howe, E. C., Adv. Mgr., Carboloy 
Company, Inc., 11177 E. Eight Mile 
Rd., Detroit. (12) 

*Howes, A. P., Pres., Howes Publish- 
ing Co., 440 4th Ave., New York. 
(6) 

How ett, R. B., Adv. Megr., Macklin 
Company, Jackson, Mich. (12) 

*HuUBBARD, Puiwip H., Vice-Pres., 
Reinhold Publishing Corp., 330 W. 
42nd St., New York. (6) 

Huser, W. R., Mer. Adv. & Sales Pro., 
Gulf Oil Corp., Gulf Bldg., Pitts- 
burgh. (8) 

Husert, F. B., F. B. Hubert-Advertis- 
ing Counsel, 2832 E. Grand Blvd., 
Detroit. (12) 

Hupson, W. N., Treas., Sales Design- 
ers, 850 Broad St., Newark, N. J. 
(11) 

*HUEBNER, GEORGE J., Publisher, The 
Tool & Die Journal, 2460 Fairmount 
Bldg., Cleveland. (4) 
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*HuFFMAN, JuLIus O., Kaufmann & 
Fabry Co., 425 S. Wabash Ave., 
Chicago. (2) 

*HuGuHes, E. J., Adv. Salesman, News- 
week, 152 W. 42nd St., New York. 
(6) 

Hucues, F. A., Pres., F. A. Hughes 
Co., Ine., 328 E. Main St., Roches- 
ter, N. Y. (A) 

HuMeE, Pui, Vice-Pres., The Keelor 
& Stites Co., Carew Tower, Cin- 
cinnati. (3) 

HUMPHREY, EARL E., Exec. Vice- 
Pres., Baker & Baker & Associates, 
Inc., 1524 Union Commerce Bldg., 
Cleveland. (4) 

Humpureey, H. L. Josepu, Ex-Cell-O 
Corp., 1200 Oakman Blvd., Detroit. 
(12) 

*HuNT, HUBBARD, Pacific Industrial 
Films, 1027 N. Highland Ave., Los 
Angeles, Calif. (19) 

Hunt, I. A., Sales & Adv. Mer., Fed- 
eral Products Corp., 1144 Eddy St., 
Providence, R. I. (1) 

*HuntT, Jay J., Whitlock Press, Inc., 
18 Montgomery St., Middletown, 
New York. (6) 

*Hurp, ARTHUR, Dir. of Research, 
Weekly Publications, Inc., 152 W. 
42nd St., New York. (6) 

*Hursu, Hat, Cleve. Dist. Megr., 
Newsweek, 814 Union Commerce 
Bldg., Cleveland. (4) 

HutcuHins, F. IRVING, Vice-Pres., 
Hutchins Advertising Co., Inc., 42 
East Ave., Rochester, N. Y. (A) 

*HuTTon, Epwarp T., Sales Megr., 
Temple Art Studios, Inc., 541 Wood 
St., Pittsburgh. (8) 


I 


Imes, OLIVER S., Adv. Mgr., Century 
Electric Co., 1806 Pine St., St. Louis. 
(9) 

*IrisH, W. E., Editor, Industrial 
Equipment News, 461 Eighth Ave., 
New York. (6) 

*IRVINE, R. H., Thomas Publishing Co., 
20 W. Jackson Blvd., Chicago. (2) 


J 


Jaap, Harry C., Secretary, Jaap-Orr 
Co., American Bldg., Cincinnati. (3) 

*JACKLIN, T. W., Director of Adv., 
Hugh C. MacLean Publications, 
Ltd., 347 Adelaide St., W., Toronto, 
Ont., Can. (14) 

*JACQUETTE, B. D., C. E. Howe Co., 
1615 Walnut St., Philadelphia. (7) 

*JAENKE, RUSSELL C., Central West- 
ern Mgr., Steel, 1213 W. Third St., 
Cleveland. (4) 

JAPHA, FRANK G., 7720 Country Club 
Court (Clayton P.O.), St. Louis, 
Mo. (9) 

JAQUA, CHESTER A., Pres., The Jaqua 
Co., 101-111 Garden St. S.E., Grand 
Rapids, Mich. (A) 

JARVIS, ALBERT, Acct. Exec., Norris- 
Patterson, Ltd., 105 Bond St., 
Toronto, Ont., Can. (14) 

*JaspeR, S. H., District Mgr., The 
Penton Publishing Co., 1800 Kop- 
pers Bldg., Pittsburgh. (8) 

JENKINS, DONALD E., Lighting Div., 
Westinghouse Elec. & Mfg. Co., 1216 
W. 58th St., Cleveland. (4) 

JENKINS, RopertT M., Acct. Exec., 
Smith, Hoffman & Smith, Inc., 323 
Fourth Ave., Pittsburgh. (8) 


JENKINS, WILLIAM, William Jenkins 
Advertising Agencies, 220 S. 16th 
St., Philadelphia. (7) 

*JENNINGS, A. E., Gen’l Mgr., Cana- 
dian Engineer Publications, 341 
Church St., Toronto, Ont., Can. 
(14) 

JEWELL, JAMES M., Adv. Mgr., Reeves 
Pulley Co., Columbus, Ind. (15) 

JOHNS, FRANKLIN A., Adv. & Sales 
Pro. Mgr., Federal Motor Truck Co., 
5780 Federal Ave., Detroit. (12) 

JOHNSON, ASHMORE C., Vice-Pres., 
Downington Iron Works, Inc., Wal- 
lace Ave., Downington, Pa. (7) 

JOHNSON, DELBERT, Pub. Dept., In- 
dusco, Inc., 8 W. 40th St., New 
York. (6) 

JOHNSON, Euuiott G., Adv. Mgr., 
Homestead Valve Mfg. Co., P. O. 
Box 348, Coraopolis, Pa. (8) 

*JOHNSON, FRANKLIN H., Vice-Pres., 
McGraw-Hill Publ. Co., Inc., 16 S. 
Broad St., Philadelphia. (7) 

JOHNSON, GROVER J., Grover J. John- 
son Adv. Agency, 9th Floor, Fidel- 
ity Bldg., Cleveland. (4) 

JOHNSON, H. M., Adv. Mgr., National 
Lock Co., 1902 Seventh Ave., Rock- 
ford, Ill. (21) 

*JOHNSTON, ALBERT S., Johnston Let- 
ter Co., 473 Broad St., Newark, 
N. J. (11) 

*JOHNSTON, CARL T., V. P. & Megr., 
Johnston & Johnston, Inc., 1203 
Western Ave., Pittsburgh. (8) 

*JOHNSTON, FRED G., Publisher, Con- 
struction Digest, 215 E. New York 
St., Indianapolis. (15) 

*JOHNSTON, ROBERT H., American Ev- 
porter, 386 Fourth Ave., New York. 
(6) 

*Joty, Davip C., Adv. Mgr., Western 
Construction News, 333 Kearny St., 
San Francisco. (18) 

JONES, ARTHUR, MacLaren Advertis- 
ing Agency Co., Ltd., 372 Bay St., 
Toronto (14) 

Jones, F. D., Republic Steel Corp.., 
$100 E. 45th St., Cleveland. (4) 

JoNES, FRED G., The Creamery Pack- 
age Mfg. Co., 1243 W. Washington 
Blvd., Chicago. (2) 

JoNEs, RALPH C., Owner, Humbert & 
Jones, 228 E. 45th St., New York. 
(6) 

JONES, RALPH M., Adv. Mgr., Railway 
& Industrial Engineering Co., P. O. 
Box 98, Greensburg, Pa. (8) 

*JupcE, JACK M., Owner, Judge Stu- 
dio, 86 Knox Ave., Pittsburgh. (8) 

JUNE, RoBERT, June & Co., 1603 Long- 
fellow Ave., Detroit. (12) 

JUNKIN, M. P., Adv. Mgr., Nationa! 
Metal Edge Box Co., 340 No. 12th 
St., Philadelphia. (7) 

JURASCHEK, FRANCIS, Mgr. Market 
Research Bureau, Carnegie-II]lino! 
Steel Corp., Carnegie Bldg., Pitts 
burgh. (8) 


KaIn, Seymour S., Adv. Mgr., E 
Edelmann & Co., 2332 Logan Blvd 
Chicago. (2) 

*Kalser, A. J., Space Salesman, Con 
over-Mast Corp., 205 E. 42nd St 
New York. (6) 

*Kaliser, J. M., Adv. & Sales Mer 
Art-Crafts Engraving Company 
704 Sycamore St., Cincinnati. (3) 
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KALBFus, C. W., Adv. Mgr., Elliott 
Co., Jeannette, Pa. (8) 


*KALTENBORN, A. L., Reliance Engrav- 
ing Co., Arrot Power Bldg. No. 1, 
Barker PIl., Pittsburgh. (8) 

KARN, HAROLD, Colgate-Palmolive- 
Peet Co., Jersey City, N. J. (11) 
KAUFMAN, HERBERT, Adv. Mgr., Gen- 

eral Printing Ink Corp., 100 Sixth 

Ave., New York. (6) 

KAULL, KENNETH STEVENS, Chemical 
Equipment Preview, 11 W. 42nd St., 
New York. (6) 

KAY, DELBERT, Adv. Mgr., Nordberg 
Mfg. Co., 3073 S. Chase, Milwaukee. 
(5) 

Kayes, H. A., Sales Pro. Mgr., Cana- 
dian Johns-Manville Co., Ltd., To- 
ronto 6, Ont., Can. (14) , 

KEARNEY, JAMES R., JR., Pres., J. R. 
Kearney Corp., 4224 Clayton Ave., 
St. Louis. (9) 

KEENE, HARRY A., Pub. & Pro. Mgr., 
Grinnell Company, Inc., 260 W. Ex- 
change St., Providence, R. I. (1) 

KEIGHTLEY, B. W., Adv. Dir., Cana- 
dian Industries, Ltd., 1135 Beaver 
Hall Hill, Montreal, Que., Can. 
(17) 

KELLENBERGER, K. E., Adv. Mer., 
Union Switch & Signal Company, 
1789-1807 Braddock Ave., Swissvale, 
Pa. (8) 

KELLER, S. T., Adv. Mgr., The Park- 
ersburg Rig & Reel Co., Parkers- 
burg, W. Va. (A) 

KELLEY, D. W., Div. Adv. Mgr., Cana- 
dian Industries, Ltd., New Birks 
Bldg., Montreal, Que., Can. (17) 

KELLEY, ROLAND P., Adv. Mgr., The 
Timken Roller Bearing Co., Can- 
ton, O. (A) 

KELLOGG, R. G., Gen’l Adv. Mer., 
Square D Company, 4041 N. Rich- 
ards, Milwaukee. (5) 

*KELLY, JAMES D., Iron & Steel Engi- 
neer, 1010 Empire Bldg., Pitts- 
burgh. (8) 

KELLY, JOHN F., Asst. Adv. Megr., 
Link-Belt Company, 307 N. Michi- 
gan Ave., Chicago. (2) 

KEMNITZ, GRANT H., Line Material 
Co., South Milwaukee, Wis. (5) 

KENNEDY, EDMUND D., Copperweld 
Steel Company, Glassport, Pa. (8) 

KENNEDY, (Mrs.) FRANcis P., Asst. 
to Pres., The Gathmann Engineer- 
ing Co., Hilltop & Frederick Rds., 
Catonsville, Baltimore. (A) 

KENNEDY, HuGu, Financial Post, 
Dominion Square Bldg., Montreal, 
Que., Can. (17) 

"KENNEDY, W. E., Mer., American 

Machinist, 330 W. 42nd St., New 
York. (6) 
\ENNEY, J. F., Vice-Pres., Com- 
pressed Air Magazine, 942 Morris 
St., Phillipsburg, N. J. (6) 
NYON, Howarp K., Adv. Megr., Su- 
erlor Coach Corp., Lima, O. (A) 
EPPELMAN, JOHN A., JR., Fortune, 
' Rockefeller Plaza, New York. (11) 
RNAHAN, W. C., Adv. Dept., Gulf 
Oil Corp., Gulf Bldg., Pittsburgh. 
{ S) 
RNS, FRANK C., Lubricating Rep., 
The Texas Co., 135 E. 42nd St., 
New York. (6) 

RR, HORACE D., Pres., The Bayless- 
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Kerr Co., Hanna Bldg., Cleveland. 
(4) 

*Kerr, Roy L., Editor & Mgr., Dixie 
Contractor, 208 Red Rock Bldg., 
Atlanta, Ga. (A) 

Kerrick, L. C., Adv. Mgr., Surface 
Combustion Corp., 2375 Dorr St.. 
Toledo. (13) 

*KERSHAW, JOHN A., Eastern Rep., 
Technical Publ. Co., 909 Graybar 
Bldg., New York. (6) 

KEYLER, F., Vice-Pres., O. S. Tyson 
and Company, Inc., 230 Park Ave., 
New York. (6) 

KippE, JOHN F., Treas., Walter Kidae 
& Co., Inc., 140 Cedar St., New 
York. (6) 

*KIEFER, D. C., Adv. Rep., Steel, Pen- 
ton Bldg., Cleveland. (4) 

*KING, ARTHUR F., Pres., Western 
Construction News, 333 Kearny St., 
San Francisco. (18) 

*KING, GERALD, Asst. Mng. Director, 
The Louis Cassier Co., Ltd., 22 Hen- 
rietta St., London, W.C.2, England. 
(A) 

*KinG, Moses, Dist. Mgr., Sweet’s 
Catalog Service, 321 Hanna Bldg., 
Cleveland. (4) 


KING, RICHARD E., Adv. Mgr., Crystal 
Tissue Co., Middletown, O. (3) 

KING, S. BowLgs, Asst. Sec’y, Under- 
writers’ Laboratories, Inc., 207 E. 
Ohio St., Chicago. (2) 

KING, WALLACE W., Pres., Wallace W. 
King Adv. Agency, 652 Clifton 
Ave., Clifton, N. J. (11) 

KIRCHNER, C. N., Adv. Mgr., Indepen- 
dent Pneumatic Tool Co., 600 W. 
Jackson Blvd., Chicago. (2) 

KISTENMACHER, CHARLES F., J. R. 
Kearney Corp., 4224 Clayton Ave., 
St. Louis. (9) 

KJELLSTROM, J. M., Adv. Mgr., Sund- 
strand Machine Tool Co., 2531 11th 
St., Rockford, Ill. (21) 

*KLINE, Homer B., Vice-Pres., The 
Eddy Press Corp., 7525 Kensington 
St., Pittsburgh. (8) 

KLITTEN, MARTIN R., Acct. Exec., The 
McCarty Co., 1206 Maple Ave., Los 
Angeles. (19) 

Kioos, A. R., Adv. Mgr., Hunter- 
Hartman Corp., 2665 Washington 
Ave., St. Louis. (9) 

K.iotH, Harotp W., Adv. Mgr., Diehl 
Mfg. Co., 80 Trumbull St., Eliza- 
bethport, N. J. (11) 

KNAPP, ARCHIE H., Acct. Exec., Fuller 
& Smith & Ross, Inc., 1501 Euclid 
Ave., Cleveland. (4) 

*KNISELY, STANLEY A., Exec. Vice- 
Pres., Associated Business Papers, 
Inc., 369 Lexington Ave., New 
York. (6) 

KNOWLTON, Don, Hill & Knowlton, 
Builders Exchange Bldg., Cleveland. 
(4) 

Kosse, Puiuip, 19 W. 44th St., New 
York. (6) 

KoBerG, EARL L., Adv. Mgr., Power 
Tool Div., Duro Metal Products Co., 
2649 N. Kildare Ave., Chicago. (2) 

*Kocu, FREDERICK C., Vice-Pres., Sim- 
mons-Boardman Publ. Corp., 30 
Church St., New York. (6) 

Kocu, Rosert L., Adv. Mgr., The Va- 
por Recovery Systems Co., 2820 N. 
Alameda St., Compton, Calif. (19) 

KOEHLER, ARTHUR, Asst. Sales Mgr., 
Frank Adam Electric Co., Drawer 
357, St. Louis. (9) 








WHEN YOU 
NEED— 


Exhibits 

Dealer Displays 
Scale Models 
Working Models 
Dioramas 
Animation 


Cutaway Work on 
Machinery 


let us present our recommen- 


dations in sketch form with a 
quotation. No obligation. 


SCIENTIFIC 


ENGINEERING CO. 


CHICAGO—42 W. Cermak Rd. 
NEW YORK—27-01 Bridge Plaza 
North, Long Island City 
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KOEHN, GEORGE L., Acct. Exec., How- 
ard Monk & Asso., Brown Bldg., S. 
Main St., Rockford, Ill. (21) 


KOELLISCH, J. F., Pub. Director, Lee- 
Stockman, Inc., 30 Vesey St., New 
York. (11) 


KouN, A. J., Pres., Schauer Machine 
a)" 2060 Reading Road, Cincinnati. 

KOMSTHOFF, Rocer S., 3rd, Industrial 
Marketing, 52 E. 41st St., Chem- 
ist’s Club, New York. (6) 

*“KOPFMANN, Rupotr R., Associated 
Business Papers, Inc., 369 Lexing- 
ton Ave., New York. (6) 

Koretz, Seymour, Pres., Koretz, Ko- 
pel, Ideas, Inc., 899 Broad St., New- 
ark, N. J. (11) 

KortKamp, W. R., Sales Pro. Mgr., 
Dill & Collins Co., Inc., Public Led- 
ger Bldg., Philadelphia. (7) 

Kozak, Paut J., Adv. Megr., The 
Parker Appliance Co., 17325 Euclid 
Ave., Cleveland. (4) 

KRAHNEN, E., Owner, E. Krahnen, In- 
dustrial Advertising, 61 Hohenstau- 
ne Cologne Rhine, Germany. 
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KREIE, RUSSELL D., Adv. Mgr., Mag- 
nus Chemical Co., Inc., South Ave., 
Garwood, N. J. (11) 

*Kress, Jutius C., Pres., McGraw- 
Phillips, Inc., 318 W. 39th St., New 
York. (6) 

*KREUTZBERG, Emit W., The Penton 
Publishing Co., 110 E. 42nd St., 
New York. (20) 

KROENBERG, JOHN L., S. D. Warren 
Co., 2 Park Ave., New York. (6) 

KROMNACKER, E. E., St. Louis Megr., 
Arthur R. Mogge, Inc., 1626 Arcade 
Bldg., St. Louis. (9) 

KRUSE, EARL H., Acct. Exec., Howard 
Monk & Asso., Brown Bldg., S. 
Main St., Rockford, Ill. (21) 

KUESTER, JAMES G., J. G. Kuester and 
Associates, 106 E. Market St., York, 
Pa. (16) 

KUHBACH, GEORGE J., Adv. Dept., 
Union Switch & Signal Company, 
1789-1807 Braddock Ave., Swiss- 
vale, Pa. (8) 

*“KUHNS, WILLIAM R., Editor, Bank- 
ing, 22 E. 40th St., New York. (6) 

Kurtz, G. P., Acct. Exec., G. M. Bas- 
ford Co., 422 Leader Bldg., Cleve- 
land. (4) 


L 


LACKENS, FReperic I., Adv. Mer., The 
Hays Corp., Michigan City, Ind. (2) 

LA CROIX, FREDERIC W., Industrial 
Advertising Counsel, 647 W. Vir- 
ginia St., Milwaukee. (A) 

LADD, RALPH H., Sales Engineer, Ahl- 
berg Bearing Co., 856 N. Broad St.., 
Philadelphia. (7) 

*LAFFERTY, C. S., Sales Mgr., Beacon 
Paper Co., 1000 Clark Ave., St. 
Louis. (9) 

*LAILE, Ferp A., Sec’y, Newark Print- 
ing Co., 23 Orange St., Newark, N. 
J. (11) 

LAING, EDWARD, Eastern Sales Pro. 
Mer., Westinghouse Elec. & Mfg. 
Co., 40 Wall St., New York. (6) 

*LANCE, D. C., Adv. Salesman, Gulf 
Publ. Co., 250 Park Ave., New 
York. (6) 
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LANG, G. MILLARD, Adv. Dept., Na- 
tional Vulcanized Fibre Co., Mary- 
land Ave. & Beech St., Wilmington, 
Del. (A) 


LANG, Roy S., Anfenger Adv. Agency, 
Inc., 1706 Olive St., St. Louis. (9) 


*LANGDON, PALMER H., Editor, Metal 
Finishing, 116 John St., New York. 
(6) 


LANGE, FREDERICK, Adv. Mgr., Wilson 
Mechanical Instrument Co., Inc., 
383 Concord Ave., New York. (6) 


*LANGER, RUDOLPH A., Secretary, 
American Metal Market, 111 John 
St., New York. (6) 


*LANGLEY, KENNETH J., The Oil and 
Gas Journal, 415 Lexington Ave., 
New York. (6) 


*LAPHAM, CLAUDE R., Printing Plate 
Craftsmen, 725 S. Bierman St., 
York, Pa. (16) 

LARSEN, HAROLD, Publicity, The Inter- 
national Nickel Co., Inc., 67 Wall 
St., New York. (6) 

*LARSON, C. A., Publishers’ Rep., 254 
W. 31st St., New York. (6) 

*LARSON, CARL H. Petrequin Paper 
Co., 1559 Superior Ave., Cleveland. 
(4) 

*LASK, FREDERICK, Adv. Mgr., Amer. 
Society of Mechanical Engineers, 29 
W. 39th St., New York. (6) 

*LATHROP, J. M., Advertising Mana- 
ger, The Foundry, 1213 W. Third 
St., Cleveland. (12) 

*LAWALL, FREDERICK C., Vice-Pres., 
Typographic Service, Inc., 914 Wal- 
nut St., Philadelphia. (7) 

LAWLER, JOHN J., Vice-Pres., J. R. 
Hamilton Adv. Agency, 180 N. 
Michigan Ave., Chicago. (2) 

LAWLEss, I. C., Sales Pro. Mgr., The 
Bridgeport Machine Company, 600 
E. 35th St., Wichita, Kans. (A) 

LAWRENCE, G. W., Pres., Sangamo 
Electric Co., Ltd., 183 George St., 
Toronto, Ont., Can. (14) 

LAWSON, EDWARD S., Adv. Mgr., The 
Foxboro Company, Neponset Ave., 
Foxboro, Mass. (1) 

LAY, ROBERT JEFFERS, Copy and Con- 
tact, Fred Glen Small, 71 W. 35th 
St., New York. (6) 

LEASON, EDWIN E., Asst. Treas. of 
Dickie-Raymond, Inc., 80 Broad St., 
Boston. (1) 

LEAVENWORTH, RALPH, Vice-Pres., 
Fuller & Smith & Ross, Inc., 1501 
Euclid Ave., Cleveland. (4) 

LEpDwITH, A. B., Jr., Union Switch & 
Signal Company, 1789-1807 Brad- 
dock Ave., Swissvale, Pa. (8) 

LEECH, WILLOUGHBY S., Vice-Pres., G. 
M. Basford Co., 422 Leader Bldg., 
Cleveland. (4) 

*LEHLEITNER, G. J., Vice-Pres., Com- 
mercial Letter, Inc., 1209 Washing- 
ton Ave., St. Louis. (9) 

LEHMAN, A. W., Adv. & Sales Pro. 
Mer., Viking Air Conditioning 
Corp., 9500 Richmond Ave., S. E., 
Cleveland. (4) 

LEHMANN, ALAN D., Batten, Barton, 
Durstine & Osborn, Inc., 1515 Ter- 
minal Tower Bldg., Cleveland. (4) 

Leipy, Arcus, Adv. & Sales Pro. Mgr., 
Globe Hoist Co., 1000 E. Mermaid 
Lane, Chestnut Hill, Philadelphia. 
(7) 

LENHARD, A. E., Adv. Mgr., The 

American Foundry Equipment Co., 





400 S. Byrkit St., Mishawaka, Ind. 
(A) 

*LEONARD, H. E., Asst. Adv. Mer., 
The Iron Age, 100 E. 42nd St., New 
York. (11) 


LERMER, CARL E., Sales Pro. Mer., 
The Union Paper & Twine Co., 116 
St. Clair Ave., N.W., Cleveland. (4) 


*LESHER, IRVING, JR., Rep., Tool En 
gineer, 100 N. La Salle St., Chicago. 
(21) 

Lewis, ArtTHUR F., Adv. Mgr., Sim- 
plex Wire & Cable Co., 79 Sidney 
St., Cambridge, Mass. (1) 

*LEwis, HowarD, Rep., The Alling & 
Cory Co., Pittsburgh Rd., Poland, 
O. (10) 

*Lewis, Petrce, District Mgr., The 
Iron Age, 7310 Woodward Ave., 
Detroit. (12) 

LIGGceTT, CARR, Pres., Carr Liggett, 
Advertising, 512 NBC Bldg., Cleve- 
land. (4) 

LINDHOLM, CuiFForD F., Pres., Fal- 
strom Company, Main Ave. & D.L. 
& W.R.R., Passaic, N. J. (11) 

LINDHOLM, WILLIAM, Asst. Adv. Mer., 
Pneumatic Scale Corp., Ltd., New- 
port Ave., North Quincy, Mass. (1) 

LINDLEY, T. J., International Nickel 
Co., 67 Wall St., New York. (11) 

*LINDQUIST, ALBERT E., Vice-Pres., 
Robbins Publ. Co., Inc., 9 E. 38th 
St., New York. (6) 

Linpsey, W. D., Vice-Pres., Oswald 
Advertising Agency, Inc., 1600 Arch 
St., Philadelphia. (7) 

LINNE, Pup, Adv. Mgr., Owens- 
Corning Fiberglas Corp., Nicholas 
Bldg., Toledo. (13) 

*LINTON, Morris, Sales Mgr., Direct 
Mail Service, 800 Penn Ave., Pitts- 
burgh. (8) 

LITTLE, GEorGE A., Production Megr., 
Alley & Richards Co., 370 Lexington 
Ave., New York. (6) 

*LITTLE, T. B., Eastern Megr., Steel 
Publications, Inc., 509 Fifth Ave., 
New York. (6) 

Lioyp, Rosert L., The Internationa! 
Nickel Co., Inc., 67 Wall St., New 
York. (6) 

LoBeRG, Harry J., Ass’t. Prof., Sibley 
College, Cornell University, Ithaca, 
N. Y. (A) 

LOEFFLER, F. E., Gen’l Pub. Dept.. 
Union Carbide Company, 30 E. 42nd 
St., New York. (6) 

LocaAN, W. Hume, Jr., Adv. Megr., 
Logan Co., 1115 Franklin St., Louis- 
ville, Ky. (A) 

LONDON, NATHAN, Treas., United 
Service Advertisers, 972 Broad St., 
Newark, N. J. (11) 

LONDON, WILLIAM, Sec’y, The Donne! 
Mfg. Co., 5005 Euclid Ave., Clev: 
land. (4) 

LONERGAN, GEORGE P., Sales P! 
Mer., The Bristol Company, Wat: 
bury, Conn. (20) 

Loomis, A. W., Div. Adv. Mgr., Inge! 
soll-Rand Co., Phillipsburg, N. /- 
(11) 

Loupon, H. A., Adv. Mgr., Blancha: 
Machine Co., Cambridge, Mass. (! 

*Love, W. L., Pres., The Petrol 
Engineer, Seventh Floor, Al 
Bldg., Dallas, Tex. (A) 

LOVEKIN, R. E., Pres., R. E. Lovek 
Corporation, 1500 Race St., Phi 
delphia, Pa. (7) 
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Lowe, H. Burton, Reinhold Publ. 
Corp., 330 W. 42nd St., New York. 
(6) 

LucK, CHARLES A., Ass’t to Gen’l 
Mer., Peerless Cement Corp., Free 
Press Bldg., Detroit. (12) 
LUESSEN, HENRY, Salesman, The 
Methodist Publishing House, 420 
Plum St., Cincinnati. (3) 





LuNA, E. F., Adv. Mgr., Anaconda 


Wire & Cable Co., 25 Broadway, 
New York. (6) 


LUND, R. G., Asst. Adv. Mgr., The 


Austin-Western Road Machinery 
Co., 601 Farnsworth Ave., Aurora, 
Ill. (2) 


LYDIARD, KEITH B., Acct. Exec., Alan 


Bridgman Sanger, 60 E. 42nd St., 
New York. (6) 

*‘Lypic, Forrest C., Sales Pro. Dept., 
The Alling & Cory Co., Box 1407, 
Pittsburgh. (8) 


LYMAN, F. A., Acct. Exec., Fuller & 


Smith & Ross, Inc., 1501 Euclid 
Ave., Cleveland. (4) 


LYONS, WALTER F., Lyons Advertising 


Service, North Attleboro, Mass. (1) 


LYSONS, HILTON M., Adv. Mer., Pa- 


cific Car & Foundry Co., Renton, 
Wash. (A) 


LYSTER, ALAN P., Alan P. Lyster, Ad- 


vertising, 3730 Spring Garden St., 
Philadelphia. (7) 


M 
MACGILCHRIST, R. S., Reliance En- 
gravers, Ltd., 104 Bond St., Toronto, 
Ont., Can. (14) 


MACKENZIE, E. J., Ass’t Adv. Megr., 


Simplex Wire & Cable Co., 79 Sid- 
ney St., Cambridge, Mass. (1) 


MAcLEop, KENNETH O., Acct. Exec., 


Ronalds Advertising Agency, Ltd., 
701 Keefer Bldg., Montreal, Que., 
Can. (17) 


*“MacLeop, Myron, Adv. Mgr., The 


American City Magazine, 470 
Fourth Ave., New York. (6) 


McA.istTer, L., Martin-Senour Co., 


Ltd., 6833 De D’Epee Ave., Mont- 
real, Que., Can. (17) 


McCALLISTER, R. J., Acct. Exec., 


Wearstler Advertising, Inc., 20 W. 
Front St., Youngstown, O. (10) 
McCartuy, Epwarp J., B. L. Smith 
Publ. Co., 122 Richmond St. W.., 
Toronto, Ont., Can. (14) 


McCLuRE, VINTON H., Pres., W. S. 


Hill Co., 323 Fourth Ave., Pitts- 
burgh. (8) 

‘MCCONNELL, J. R., Vice-Pres., Adv. & 
Sales Pro., American Air Filter Co., 
Inc., 215 Central Ave., Louisville, 
Ky. (A) 
icCorp, W. I., Treas., George B. 
Biggs, Inc., 427 Bloomfield St., 
Montelair, N. J. (11) 

CCRIMMON, DONALD, Pub. Megr., C. 
A. Dunham Co., Ltd., 1523 Daven- 
port Road, Toronto, Ont., Can. (14) 
CCROSKEY, D. W., 148 E. Marshall 
Rd., Lansdowne, Pa. (7) 
CCULLOUGH, J. S., Mgr., Sales Pub- 
icity, Yale & Towne Mfg. Co., 4530 
lacony St., Philadelphia. (7) 
cDoNALD, H. E., Adv. Mgr., James 
H. Matthews & Co., 3942 Forbes St., 
Pittsburgh. (8) 

‘DONALD, JosEPH N., Mer., Adv. 
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Dept., Anaconda Copper Mining 
Co., 25 Broadway, New York. (6) 


McDoNnouGH, CHARLES, Adv. Megr., 
Combustion ry, | Co., Ine., 
200 Madison Ave., New York. (6) 


McDonoucH, F. T., Acct. Exec., Beau- 
mont & Hohman, Inc., 1505 N.B.C. 
Bldg., Cleveland. (4) 

McEWEN, J. G., Anfenger Adv. 
Agency, Inc., 1706 Olive St., St. 
Louis. (9) 

McEWEN, W. R., Adv. Mgr., Cherry- 
Burrell Corp., 427 W. Randolph St., 
Chicago. (2) 

MCFARLAND, J. B., Pub. Mgr., U. S. 
Pipe and Foundry Co., Burlington, 
N. J. (7) 

McFEE, WILLIAM E., Manager, Copy 
& Planning Dept., The American 
Rolling Mill Company, Curtis St., 
Middletown, O. (3) 

McGraw, A. F., Sales Pro. Mer., 
Tractor Div., Allis-Chalmers Mfg. 
Co., Milwaukee. (5) 

*McGrRAwW, RALPH O., Editor, Jndus- 
trial Marketing, 100 E. Ohio St., 
Chicago. (2) 

McKamy, W. N., Acct. Exec., Farson 
& Huff. Republic Bldg., Louisville, 
Ky. (A) 

McKEON, WILLIAM J., Copywriter, 
Johns-Manville Sales Corp., 22 E. 
40th St., New York. (6) 

McKisBINn, J. M., Adv. & Sales Pro. 
Mgr., Westinghouse Elec. & Mfg. 
Co., East Pittsburgh, Pa. (8) 

McKINNEY, NORMAN E., Sales & Adv. 
Megr., H-B Instrument Company, 
2518 N. Broad St., Philadelphia. (7) 

McLAIN, WILLIAM R., Pres., McLain 
Organization, Inc., 12 S. 12th St., 
Philadelphia. (7) 

*MCLAUGHLIN, JACK, Sales Megr., 
Beck & Wall Displays, 1800 E. 30th 
St., Cleveland. (4) 

McLAUGHLIN, W. J., Advertising 
Agency, 32 Elsmar Ave., Fort 
Thomas, Ky. (3) 

MCLEAN, F. A., Publicity Mgr., Cana- 
dian Ingersoll-Rand Co., Ltd., New 
Birks Bldg., Phillips Square, Mon- 
treal, Que., Can. (17) 

MCMAHON, JAMES J., James J. Mc- 
Mahon, Inc., 6 E. 45th St., New 
York. (6) 

McMILLAN, M. W., Chg. Adv. & Pub., 
Baker Raulang Co., 2168 W. 25th 
St., Cleveland. (4) 

McNutt, GEORGE C., Adv. Mer., R. G. 
LeTourneau, Inc., Peoria, Ill. (A) 
McWaADE, CARL D., Adv. Megr., The 
Continental Supply Co., Continental 

Bldg., Dallas, Tex. (A) 

MCWILLIAMS, D. B., Dresser Mfg. Co., 
Ltd., 60 Front St., W., Toronto, 
Ont., Canada. (14) 

MACALISTER, ROBERT N., Adv. Mer., 
Robert W. Hunt Company, 175 W. 
Jackson Blvd., Chicago. (2) 

Mack, Don, Adv. Mgr., Weber Show- 
case & Fixture Co., 5700 Avalon 
Blvd., Los Angeles. (19) 

MACK, RoBErT S., Adv. Dept., La Salle 
Steel Company, P.O. Box 6800A, 
Chicago. (2) 

MAESCHER, A., Prod. Mgr., Ridgway 
Co., Inc., 1901 Locust St., St. Louis. 
(9) 

*“MAGEE, Epw. C., Frank D. Jacobs 
Co., Sheridan Bldg., Philadelphia. 
(7) 

MAGERS, KENNETH C., Pub. Megr., 


The Cincinnati Gas & Electric Co., 
4th & Main Sts., Cincinnati. (3) 


* MAGUIRE, FRED, Time, Inc., 9 Rocke- 
feller Plaza, New York. (11) 


MAGYARY, ERVIN, Prod. Mgr., Sander- 
son & Murray, Inc., 956 Leader 
Bldg., Cleveland. (4) 


MALONE, LAWRENCE G., Acct. Exec., 
G. M. Basford Co., 60 E, 42nd St., 
New York. (6) 


MAnoptT, O. G., Gen’l Mgr., The Jae- 
ger Machine Co., 520 Dublin, Co- 
lumbus, O. (A) 


*MANN, Kari M., Pres., Case-Shep- 
perd-Mann Publ. Corp., 24 W. 40th 
St., New York. (6) 

MANY, WILLIAM G., Sales Pro. Mgr., 
Cornell-Dublier Corp., South Plain- 
field, N. J. (11) 

MANYPENNY (Miss) HELENE, Adv. 
Mer., The Patterson Foundry & Ma- 
chine Co., East Liverpool, O. (10) 

Mapte, F. J., Adv. Mgr., John A. 
Roebling’s Sons Co., 640 S. Broad 
St., Trenton, N. J. (6) 

Marcu, Ropert P., Ass’t Adv. Megr., 
Worthington Pump & Machy. Corp., 
Worthington Ave., Harrison, N. J. 
(11) 

*MARKT, HOWARD, Rep., The Oil and 
Gas Journal, 802 Leader Bldg., 
Cleveland. (4) 

Markuson, G. A., Sales Mgr., John S. 
Barnes Corp., Rockford, Ill. (21) 
MarLow, MERLE D., Adv. Mer., The 
McMurtry Mfg. Co., Box 359, Den- 

ver, Colo. (A) 

*MarsH, A. L., LaMaquina, Inc.. 619 
W. 140th St., New York. (6) 

*MARSH, CHARLES S., The Gibson & 
Perin Co., 121 W. Fourth St., Cin- 
cinnati. (3) 

*MARSHALL, ANTHONY W., Acct. 
Exec., Bryant Press, Inc., 52 E. 19th 
St., New York. (6) 

MARSHALL, Harotp F., Adv. & Asst. 
Sales Megr., Warren Webster & 
Company, 17th & Federal Sts., Cam- 
den, N. J. (7) 

MARSHALL, JOHN A., Adv. Mgr., Wol- 
verine Tube Company, 1411 Central 
Ave., Detroit. (12) 

MARTIN, DEAC, Unique Services, 649 
Union Commerce Bldg., Cleveland. 
(4) 

MartTIN, E. J., Acct. Exec., Fuller & 
Smith & Ross, Inc., 1501 Euclid 
Ave., Cleveland. (4) 

MarTIN, H. L., Adv. Mgr., Diamond 
Chain & Mfg. Co., 433 Kentucky 
Ave.. Indianapolis. (15) 

MARTINDALE, E. H., Pres., Martindale 
Electric Co., 1375 Hird Ave., (Lake- 
wood) Cleveland. (4) 

Martz, L. S., Adv. & Sales Pro. Mgr., 
Micromatic Hone Corp., 1345 E. 
Milwaukee, Detroit. (12) 

MARVIN, THEODORE, Adv. Mgr., Her- 
cules Powder Co., Delaware Trust 
Bldg., Wilmington, Del. (7) 

MASON, BARRETT, Market Research, 
United States Steel Corp., 436 Sev- 
enth Ave., Pittsburgh. (8) 

Mason, Epcar D., Vice-Pres., Albert 
P. Hill Co., Inc., 233 Oliver Ave., 
Pittsburgh. (8) 

*MASON, WALTER R., The Bohnett Co., 
Third & Vine Sts., Cincinnati. (3) 

MAsson, Don, Editor, Bakelite Cor- 
poration, 30 E. 42nd St., New York. 
(6) 
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*Mast, B. P., Vice-Pres., Conover- 
Mast Corp., 333 N. Michigan Ave., 
Chicago. (2) 

MATHEWS, GeorGcE F., Adv. Mgr., The 
Lunkenheimer Co., P. O. Box 360, 
Annex Station, Cincinnati. (3) 


MaTnuy, E. L., First Vice-Pres., Victor 
Equipment Company, 844-50 Fol- 
som St., Sam Francisco. (18) 


*May, JouN S., Co. C., 80th Armored 
Regiment, 4th Div., Pine Camp, 
N. Y. (4) 


MAYER, E. C., Rickard & Co., Inc., 
330 W. 42nd St., New York. (6) 

MAYERS, W. E., Vice-Pres., Industrial 
Tape Corp., New Brunswick, N. J. 
(11) 

MAyou, H., Sales Pro. Mgr., Amer- 
ican Screw Co., 21 Stevens St., 
Providence, R. I. (1) 

MECHLING, LLoyp, Adv. Mgr., Whit- 
ney Metal Tool Co., 110 Forbes St., 
Rockford, Ill. (21) 

MEEK, PARK, Meek Advertising Co., 
Realty Bldg., Youngstown, O. (10) 

MEELFELD, P. C., Adv. Mgr., The 
Hinde & Dauch Paper Co., Decatur 
St., Sandusky, O. (4) 

MEERMANS, Howarp J., Pres., Meer- 
mans, Inc., 1924 NBC Bldg., Cleve- 
land. (4) 

*MEHR, JOSEPH, Purchasing, 205 E. 
42nd St., New York. (6) 

*MELVILLE, Harry H., Asst. to Vice- 
Pres., Simmons-Boardman Publ. 
Corp., 1500 Terminal Tower, Cleve- 
land. (4) 

MENEILLEY, WM. H., Adv. Mer., Clea- 
ver-Brooks Co., 3112 W. Center St., 
Milwaukee. (5) 

*MENKE, Oscar, Menke Printing Co., 
1560 Papin, St. Louis. (9) 

Mercer, Harry V., Mer., Adv. Div., 
The American Rolling Mill Co., 
Curtis St., Middletown, O. (3) 

MERCREADY, HERB, Sales Pro. Mer., 
Magnus Chemical Co., Inc., South 
Ave., Garwood, N. J. (11) 

MERKEL, LEE, Asst. Acct. Exec., Gris- 
wold-Eshleman Co., 2700 Terminal 
Tower, Cleveland. (4) 

MERRIHUE, W. V., Mgr. Pub. Dept., 
Apparatus Div., General Electric 
Co., 1 River Road, Schenectady, N. 
Y. (6) 

MERRILL, H. E., Mer., Const. Mat’l 
Adv., General Electric Co., Boston 
Ave., Bridgeport, Conn. (20) 

MERRILL, Topp, Adv. Mgr., McNally- 
Pittsburg Mfg. Corp., Pittsburg, 
Kans. (A) 

*“MERTZ, RICHARD C., Bus. Mer., Con- 
tractor Publishing Co., 5 W. Larned 
St., Detroit. (12) 

MESSINGER, L. E., Pres., Burlec, Ltd., 
Toronto, Ont., Can. (14) 

METCALF, GEORGE T., Owner, George 
T. Metcalf, 68 S. Main St., Provi- 
dence, R. I. (1) 

*METZGER, RAY, Owner, The Construc- 
tion News, 112 E. 1lith St., Little 
Rock, Ark. (A) 

MEULENDYKE, S. L., Vice-Pres., Mars- 
chalk & Pratt, Inc., 535 Fifth Ave., 
New York. (6) 

Meyer, E. C., Adv. Mer., Baroid Sales 
Div., National Lead Co., 830 Du- 
common St., Los Angeles, Calif. 
(19) 
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*MEYER, FRED W., Pres., The Cincin- 
nati Process Engraving Co., 1006 
Sycamore St., Cincinnati. (3) 


MIDDLETON, E. G., Adv. Mgr., Joy 
Manufacturing Co., 301 Buffalo, 
Franklin, Pa. (A) 

*MILBAUER, FRANK, Sales Mgr., Es- 
sex Engraving Co., 44 Branford 
Pl., Newark, N. J. (11) 

MILLER, GEORGE, Carter-Thomson Co., 
1420 Walnut St., Philadelphia. (7) 

MILLER, Harry, Adv. Dept., Magnus 
Chemical Co., Inc., South Avenue, 
Garwood, N. J. (11) 

*MILLER, JOSEPH A., Simmons-Board- 
man Publ. Corp., 30 Church St., 
New York. (11) 

MILLER, RupDOLPH, Bausch & Lomb 
Optical Co., 635 St. Paul St., Roch- 
ester, N. Y. (A) 

MiILuter, W. S., Dir. Adv. & Sales 
Education, The General Fireproof- 
ing Co., Youngstown, O. (10) 

*MILLIGAN, JOHN J., Dist. Sales Mgr., 
The Gage Publ. Co., 16701 Fernway 
Rd., Shaker Heights, O. (4) 

MILLS, BRENT, Sales Mgr., Lapp In- 
sulator Co., Inc., Gilbert St., Le 
Roy, N. Y. (A) 

MINER, DouG.Las C., Mgr., Adv. Dept., 
E. F. Houghton Co., Third & Som- 
erset Sts., Philadelphia. (7) 

MITCHELL, Everitt, Adv. Dept., Com- 
bustion Engineering Co., Inc., 200 
Madison Ave., New York. (6) 

MITCHELL, TerRY, Adv. Mgr., Frick 
Company, West Main St., Waynes- 
boro, Pa. (16) 

MITTELHAUSER, A. J., Smith, Hoffman 
& Smith, Inc., 323 Fourth Ave., 
Pittsburgh. (8) 

MOERMOND, Isaac C., Cincinnati Cord- 
age & Paper Co., 128 E. Sixth St., 
Cincinnati. (3) 

Morratt, C. R., Dir. of Adv., United 
States Steel Corp. of Del., 436 
Seventh Ave., Pittsburgh. (8) 

Mocce, ARTHUR R., Pres., Arthur R. 
Mogge, Inc., 307 N. Michigan Ave., 
Chicago. (9) 

*MOLL, N. R., Vice-Pres., Steel Pub- 
lications, Inc., 108 Smithfield St., 
Pittsburgh. (8) 

MONAGHAN, GERALD, F., Adv. Megr., 
Ransome Concrete Machinery Co., 
Dunellen, N. J. (11) 

MonrFort, G. W., Western Adv. Mer., 
Caterpillar Tractor Co., 800 Davis 
St., San Leandro, Calif. (18) 

*MONTGOMERY, PAUL, Megr., Business 
Week, 330 W. 42nd St., New York. 
(6) 

Moore, ALBERT G., Adv. Mgr., General 
Railway Signal Co., 801 West Ave., 
(P. O. Box 600), Rochester, N. Y. 
(A) 

Moore, KENNETH E., Ass’t Adv. Mgr., 
The Flintkote Co., 30 Rockefeller 
Plaza, New York. (6) 

Moore, LANSING, Acct. Exec., Holden, 
Graham & Clark, Inc., 900 Donovan 
Bldg., Detroit. (12) 

*Moore, S. S., Reg’l Adv. Director, 
Hugh C. MacLean Publications, 
Ltd., 2118 Bleury St., Montreal, 
Que., Can. (17) 

MorRAN, JAMEs A., Adv., Mgr., John 
C. Dolph Co., 168 Emmett St., New- 
ark, N. J. (11) 

MorcAN, Lg&on, Vice-Pres., The 
Buchen Co., 400 W. Madison St., 
Chicago. (2) 
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Morcan, R. R., Scovill Mfg. Co., 
Waterbury, Conn. (20) 


MorRILL, JOHN R., Asst. to V. P., Lin- 
coln Electric Co., 12818 Coit Rd., 
Cleveland. (4) 


*Morris, A. M., Mgr., Mill Supplies, 
330 W. 42nd St., New York. (6) 


*MorRIS, CROXTON, Treas., Public 
Works Magazine, 310 E. 45th St., 
New York. (6) 

Morris, Linpsay G., Swiss Electric 
Co. of Canada, Ltd., 1111 Beaver 
Hall Hill, Montreal, Que., Can. (17) 

Morrison, E. J., Pres., Morrison Ad- 
vertising Agency, Inc., 1324 W. Wis- 
consin Ave., Milwaukee. (A) 

Morrison, G. W., Adv. Megr., Inger- 
soll-Rand Co., 11 Broadway, New 
York. (6) 

*Morrison, H. A., Vice-Pres., Sim- 
mons-Boardman Publ. Corp., 105 W 
Adams St., Chicago. (2) 

MORRISON, WALTER, Copy Chief, Baker 
and Baker & Asso., 1524 Union 
Commerce Bldg., Cleveland. (4) 

*Morse, A. M., Jr., Bus. Megr., Pur- 
chasing, 205 E. 42nd St., New 
York. (1) 

Morse, Bruce, Asst. to Vice-Pres., 
Square D Company, 6060 Rivard 
St., Detroit. (12) 

MorRTEN, JOHN F., Sales Pro. Div., 
Westinghouse Elec. & Mfg. Co., 306 
Fourth Ave., Pittsburgh. (8) 

*MorRTON, CLARENCE L., McGraw-Hill 
Publ. Co., Inc., 1427 Statler Bldg., 
Boston. (1) 

*Moss, ALBERT, Exec. Vice - Pres., 
Standard Rate & Data Service, 420 
Lexington Ave., New York. (6) 

*MOTHERAL, ROGER, Salesman, Petro- 
leum Engineer Publ. Co., 75-45 Kes- 
sel St., Forest Hills, N. Y. (6) 

MouLe, Tom, Acct. Exec., Ralph L. 
Wolfe & Asso., Inc., 76 Adams St., 
W., Detroit. (12) 

Mount, RALPH D., Adv. Mgr. & Ass't 
Sales Megr., The Bassick Co., 38 
Austin St., Bridgeport, Conn. (20) 

*MOUNTEL, GENE, Mountel Press Co., 
1006 Sycamore St., Cincinnati. (3) 

MUELLER, A. B., Vice-Pres., Facts 
Consolidated, 68 Post St., San Fran- 
cisco. (18) 

Muir, Gorpon, Adv. Mgr., Temprite 
Products Corp., 47 Piquette . Ave.. 
Detroit. (12) 

*Muir, MALCOLM, Newsweek, 152 W. 
42nd St., New York. (6) 

MULHALL, W. F., G. M. Basford Co., 
60 E. 42nd St., New York. (6) 

MULLEN, JoHN J., Jr., Asst. Adv 
Mer., Fisher Governor Co., 203 5. 
First Ave., Marshalltown, Iowa 
(A) 

*MuncH, Harry E. G., W. H. Hoedt 
Studios, Inc., 212 W. Washington 
Sq., Philadelphia. (7) 

*MUNN, JAMES C., Rep., Glass Digest 
10515 Wilbur Ave., Cleveland. (4) 

*MurRpocKk, Oscoop, Publisher, [mpl 
ment Record, 1355 Market St., Sar 
Francisco, Calif. (18) 

Murpuy, CHARLEs E., Mer., Sales Pr 
Dept., American District Stearn 
Co., Bryant St., North Tona 
wanda, N. Y. (A) 

Murpny, JOHN D., Asst. Adv. Mgr 
The Wiremold Company, Elmwoo: 
Branch P. O., Hartford, Conn. (20 

Murpuy, WM. DONALD, Acct. Exec 
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Reincke, Ellis, Younggreen & Finn, 
520 N. Michigan Ave., Chicago. (2) 


MurRRAY, STANLEY, Ass’t. Adv. Mgr., 


The Perfect Circle Co., Hagerstown, 
Ind. (15) 


Myers, HAROLD D., Adv. Megr., R. S. 


Geddes & Asso., 1409-380 Euclid 
Ave., Cleveland. (4) 

Myers, WILBuR A., Lynn-Fieldhouse 
Co., Wilkes-Barre, Pa. (A) 


N 
NacK, ARTHUR E., Adv. Mgr., Rowe 
Mfg. Co., Inc., 17 E. 16th St., New 
York. (6) 


*Nau, Bos, Treas., The Seyler-Nau 


Co., Pugh Bldg., 400 Pike St., Cin- 
cinnati. (3) 


*NEARY, JAMES E., JR., Eastern Rep., 


Mining Congress Journal and The 
= “a 260 Fifth Ave., New 
OrkK. 


NEHER, ANTHONY, Sales Pro. Mgr., 


Century Electric Co., 1806 Pine St., 
St. Louis. (9) 

NEIGHBORS, CHARLES M., Mer., Adv. 
Division, The Babcock & Wilcox Co.., 
85 Liberty St., New York. (6) 


NELSON, Forest J., Adv. Mgr., Mac- 


whyte Company, 2905 14th Ave., 
Kenosha, Wis. (5) 

NELSON, R. M., Sales Pro., The Amer- 
ican Rolling Mill Co., Curtis St. 
Middletown, O. ; 

_E. Exec., 

Charles W. Hoyt Co., 551 Fifth 

Ave., New York. (6) 


NETTLETON, WALKER O., W. O. Nettle- 


ton and Associates, 227 Clark St. 
Westfield, N. J. (11) os 


NEVERGOLE, J. Mack, Adv. Mgr., Good- 


all Rubber Company, 5 S. 36th St., 
Philadelphia. (7) 


NEWMAN, L. S., Adv. Mgr., The Oster 


Mfg. Co., 2057 East 61st S ye- 
lant. cai s st St., Cleve 


“NEWTON, B. G., Mgr. Ind. Group, The 


MacLean Publishing Co., Ltd., 481 


oa Ave., Toronto, Ont., Can. 


NICHOL, FREDERICK W.., Vice-Pres. & 


Genl. Mgr., International Business 
Machines Corp., 590 Madison Ave., 
New York. (6) 


*NICHOLS, Don, Bus. Mgr., Ahrens 


Publishing Co., Inc., 222 E. 42 
St., New York. (6) a 


NICOLL, JAMES C., JR., Salesman, 
National Process Co., Inc., 75 Var- 
ick St.. New York. (6) 


NIESSEN, L. P., Adv. Mgr., Cutler- 


Hammer, Inc., 315 N. 12th S il- 
waukee, (5) ees 
‘LAN, NORBERT, Adv. Dept., Colum- 
aia Steel Company, Russ Bldg., San 
rranciseco, (18) 

REN, RAYMOND C. R., Partner, Hor- 
on-N oyes Company, 2300 Industrial 
‘rust Bldg., Providence, R. I. (1) 
ORMAN, J. A., (Salesman, Thomas 
Publ. _Co.), 118 Seaman Ave., 
tockville Centre, N. Y. (8) 

YES, FREDERICK C., Partner, Hor- 
on-Noyes Company, 2300 Industrial 
‘rust Bldg., Providence, R. I. (1) 


12) 


‘BER, CHESTER H., N. Y. Adv. Megr., 
rhe Iron Age, 239 W. 39th St., New 
York. (6) 
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OBERNDORFER, ARTHUR H., Adv. Mgr., 
Hevi Duty Electric Company, 4212 
W. Highland Blvd., Milwaukee. (5) 


O'BRIEN, B. C., Vice-Pres., Roots- 
Connersville Blower Corp., Con- 
nersville, Ind. (15) 


*O’BRIEN, C. E., Publisher, The Build- 
ing Witness Publ. Co., 626 Broad- 
way, Cincinnati. (3) 

ODLIN, JOHN W., John W. Odlin Ad- 
vertising Agency, 44 Portland St., 
Worcester, Mass. (1) 

*OrsTIE, ALF T., Space Sales, Mc- 
Graw-Hill Publ. Co., Inc., 16 S. 
Broad St., Philadelphia. (7) 

O’Grapy, A. C., Acct. Exec., A. Me- 
Kim, Limited, 1000 Dominion 
Square Bldg., Montreal, Que., Can. 
(17) 

OLDHAM, E. L., Adv. Mgr., The Cleve- 
land Rock Drill Co., and The Cleve- 
land Pneumatic Tool Co., 3734 E. 
78th St., Cleveland. (4) 

OLpHAM, H. H., Asst. Director of 
Adv., Republic Steel Corp., 3100 E. 
45th St., Cleveland. (4) 

*OLSEN, M. A., Modern Plastics, 122 
E. 42nd St., New York. (7) 

O’MarRA, RICHARD, Sales Mgr., West- 
ern Precipitation Corp., 1016 W. 
Ninth St., Los Angeles. (19) 

OpPEL, EDWIN I., Market Devel. Dept., 
The New Jersey Zinc Co., 160 Front 
St., New York. (6) 

*Ora, JOHN P., McGraw-Hill Publ. 
Co., Inc., 330 W. 42nd St., New 
York. (6) 

*ORCHARD, WILLIAM, Direct Mail Div., 
McGraw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (11) 

OrMEROD, H. R., Niles Steel Products 
Division, Republic Steel Corp., 
Niles, O. (10) 

Orr, L. P., Jaap-Orr Company, Amer- 
ican Bldg., Cincinnati. (3) 

Osporn, S. A., Adv. Mgr., Economics 
Laboratory, Inc., 914 Guardian 
Bldg., St. Paul. (A) 

*OSBORN, WALLACE J., Vice - Pres., 
Keeney Publishing Co., 1734 Grand 
_— Terminal Bldg., New York. 

OSWALD, CHARLES, Charles Oswald 
Advertising, 1515 N.B.C. Bldg., 
Cleveland. (4) 

Ort, Louis J., Mgr. Adv. Dept., Ohio 
Brass Co., Mansfield, O. (4) 

*OTTERSON, JOHN W., McGraw-Hill 
Publ. Co., Inc., 68 Post St., San 
Francisco, (18) 

OTTON, ALFRED S., Adv. Mgr., Robins 
Conveying Belt Co., Passaic, N. J. 
(11) 

*OverR, CLARENCE R., Sales, Mid-West 
Contractor, 521 Locust St., Kansas 
City, Mo. (A) 

OWEN, GorDON, Adv. Megr., Bradley 
Wash Fountain Co., N. 22nd & W. 
Michigan Sts., Milwaukee. (5) 


P 
PAGE, FRANK, Pub. Megr., Foster 
Wheeler Corp., 165 Broadway, New 
York. (6) 

PAGET, B. KENNETH, Ohio Tubular 
Products Co., London, Ohio. (4) 
PAINTER, J. E., Editor, The Singer 
Mfg. Co., Elizabethport, N. J. (11) 
*PAINTER, WALTER, Adv. Mgr., Tech- 
nical Publ. Co., 53 W. Jackson Blvd., 

Chicago. (2) 


*PaALMER, A. MAXWELL, Salesman, 
Magazines of Industry, Inc., 1132 
Union Commerce Bldg., Cleveland. 
(4) 

PALMER, FRANK R., Asst. to Pres., 
The Carpenter Steel Co., Reading, 
Pa. (7) 

PANGMAN, C. S., Acct. Exec., Oakleigh 
R. French & Asso., 4235 Lindell 
Blvd., St. Louis. (9) 

PANNIER, R. A., Adv. Mgr., Pannier 
Bros. Stamp Co., 207 Sandusky St., 
N.S., Pittsburgh. (8) 

*PAPINEAU, ALFRED T., Domestic En- 
gineering, 60 Mount Vernon Ave., 
Needham, Mass. (1) 

PARKER, JAMES D., Vice-Pres., Parker 
Advertising Co., 310 Refiners Bldg., 
Dayton, O. (A) 

PARKER, JOHN L., Sec’y, The Steubing 
Automatic Machine Co., 2425 Spring 
Grove Ave., Cincinnati. (3) 

*Parsons, Lewis S., Publisher, Rocky 
Mountain Contractor, 1199 Stout, 
Denver, Colo. (A) 

*PARTRIDGE, GEORGE H., Dist. Megr., 
Sweet’s Catalog Service, 119 W. 
40th St., New York. (6) 

Patrick, G. V., Dir. of Sales, Cleve- 
land Automatic Machine Co., 2269 
Ashland Road, Cleveland. (4) 

PATTERSON, ARTHUR H., Genl. Megr., 
Manternach, Inc., 170 High St., 
Hartford, Conn. (20) 

PATTERSON, D. G., Canada Wire & 
Cable Co., Ltd., P.O. Box 340, To- 
ronto, Ont., Can. (14) 

PATTERSON, Paut S., Copywriter, 
West Penn Power Company, 14 
Wood St., Pittsburgh. (8) 

Pattison, Epwarp S., G. M. Basford 
Co., 60 E. 42nd St., New York. (6) 

PAXSON, HOWARD, Pres., Paxson Ad- 
vertising, 607-8 Fidelity Bldg., Ben- 
ton Harbor, Mich. (A) 

*Paxton, A. E., Megr., Engineering 
News Record and Construction 
Methods & Equipment, 330 W. 42nd 
St., New York. (6) 

PAYNE, H. D., Adv. & Sales Pro. Mgr., 
Chicago Molded Products Corp., 
1020 N. Kolmar Ave., Chicago. (2) 

*PayNE, Jupp, Gen’! Mgr., Architec- 
tural Record, 119 W. 40th St., New 
York. (6) 

PECHIN, Epwarp J., Adv. Megr., E. I. 
du Pont de Nemours Co., Plastics 
Division, Arlington, N. J. (11) 

Peck, HERBERT, Hazard Advertising 
Agency, 295 Madison Ave., New 
York. (6) 

*Peck, JAMES O., Dir. of Research, 
McGraw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

*PELLETIER, Louts, 140 Cabrine Blvd., 
New York. (6) 

*PeLoTT, L. C., Western Megr., The 
Penton Publishing Co., 520 N. Mich- 
igan Ave. Chicago. (2) 

PENNINGTON, FRED W., Pub. Dept., 
Westinghouse Air Brake Co., Wil- 
merding, Pa. (8) 

PENSINGER, FRANK W., Adv. Megr., 
i“ Tool Co., Waynesboro, Pa. 

Percy, ALLAN L., Adv. Mgr., Fansteel 
Metallurgical Corp., 2200 Sheridan 
Rd., North Chicago, Ill. (2) 

*PEeRKINS, E. V., Western Mgr., The 
Petroleum Engineer, 330 S. Wells 
St., Chicago. (2) 

PerRLey, E. C., Sales Mgr., English 
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Electric Co. of Can., Ltd., George 
St. Catharines, Ont., Can. (14) 
PERRINE, PAUL B., Adv. Dept., The 
Sherwin-Williams Co., 101 Pros- 
pect Ave., N.W., Cleveland. (4) 
*PERROTTET, Louis J., The Gage Pub- 
lishing Co., 1250 Sixth Ave., New 

York. (11) 

*PerRY, ALBERT D., Copy Chief, Case- 
Hoyt Corp., 800 St. Paul St., Roch- 
ester, N. Y. (A) 

PeTeRKA, A. E. R., Ass’t to Vice-Pres. 
& Adv. Mgr., The Lamson & Ses- 
sions Co., 1971 W. 85th St., Cleve- 
land. (4) 

PETERSON, C. L., Adv. Megr., The 
Cleveland Crane & Engineering Co., 
Wickliffe, O. (4) 

PETERSON, R. A., Davis Regulator Co., 
ty S. Washtenaw Ave., Chicago. 
( 

PETERSON, ROGER N., Public Relations 
Office, Headquarters, Pine Camp, 
N. Y. (6) 

PeTTKeER, J. H., Soulé Steel Co., 1750 
Army St., San Francisco, Calif. 
(18) 

PFEIFER, GEORGE HERBERT, Chain Belt 
Co., 1600 Bruce St., Milwaukee. (5) 

*PFLASTERER, Ropert E., Dist. Mer.., 
John S. Swift Co., Inc., 1213 W. 
Third St., Cleveland. (4) 

PHEATT, JOHN, Adv. Mer., Walker- 
Turner Co., Inc., 639 South Ave.., 
Plainfield, N. J. (11) 

*PHELAN, Roy N., McGraw-Hill Publ. 
Co., Inc., 68 Post St., San Fran- 
cisco. (18) 

*PuILips, Burt R., Sales Rep., Brown 
& Bigelow, 9 E. 40th St., New York 
(6) 

PHILLIPS, A. M., MePhil Agency-Ad- 
vertising, Buck Terminal Bldg., 
Watertown, N. Y. (A) 

PHILLIPS, JOHN H., West. Mer., Mod- 
ern Industry, 20 N. Wacker Drive, 
Chicago. (2) 

PHILLIPS, M. J., The International 
Nickel Co., Inc., 67 Wall St., New 
York. (6) 

PHILLIPS, STUART G., Asst. Sec’y, The 
Dole Valve Company, 1901 Carroll 
Ave., Chicago. (2) 

PHILLIPS, VERNON, Hamilton Bridge 
Co., Ltd., Bay Street, N., Hamilton, 
Ont., Can. (14) 

PHOENIX, Epwarp A., Asst. Adv. & 
Sales Pro. Mer., Johns-Manville 
Sales Corp., 22 E. 40th St., New 
York. (6) 

Pickett, H. N., Publishers’ Repre- 
sentative, 801 Caxton Bldg., Cleve- 
land. (4) 

*Prerce, MACDONALD H., Salesman, 
Thomas Publishing Co., 1440 E. 
2nd St., Cleveland. (4) 

PINKERTON, F. H., Mgr. Sales Pro., 
Mechanical Goods Division, United 
States Rubber Co., 1230 Sixth Ave., 
New York. (11) 

PINKERTON, W. C., Monel and Rolled 
Nickel Adv. Dept., International 
Nickel Co., 67 Wall St.. New York. 
(6) 

Piper, R. N., Adv. Mer., The Cincin- 
nati Bickford Tool Co., 3220 Forrer 
St., Oakley, Cincinnati. (3) 

PITSCHKE, W. A., Mid-West Advertis- 
ing Agency, Talcott Bldg., Rock- 

ford, Ill. (21) 
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Pitt, EpGar W., Adv. Mgr., Sherman 
Paper Products Corp., 156 Oak St., 
Newton Upper Falls, Mass. (1) 

Pitt, JoHN O., Adv. Mgr., Canadian 
Fairbanks-Morse Co., Ltd., 980 St. 
Antoine St., Montreal, Que., Can. 
(17) 

PLISHKER, HERBERT E., (Adv. Megr., 
Westinghouse Lamp Div., Westing- 
house Elec. & Mfg. Co.), 33-21 
190th St., Flushing, N. Y. (6) 

PLOWFIELD, WM. F., Dir. Indus. Sales, 
R. M. Hollingshead Co., Camden, 
N. J. (7) 

PLUMMER, JAMES M., Leeds & North- 
rup Company, 4901 Stenton Ave., 
Philadelphia. (7) 

POEHLMANN, (Miss) MILDRED, Adv. 
Mer., A. M. Collins Mfg. Co., 226 
W. Columbia Ave., Philadelphia. (7) 


*PomMRoy, GEORGE E., N. E. Mgr., Fac- 
tory Management & Maintenance, 
1427 Statler Bldg., Boston. (1) 

Poor, Rocer A., Roger A. Poor, Ad- 
vertising, 3 Dodge St., Salem, Mass. 
(1) 

*Pore, Georce A., Adv. Rep., The 
Foundry, 520 N. Michigan Ave., 
Chicago. (4) 

*PorTeR, JosePpH, Atlas Engraving 
Co., 800 Second Ave., Pittsburgh. 
(8) 

Pou.LTon, H. L., Adv. Mgr., The Co- 
lumbia Alkali Corp., 30 Rockefeller 
Plaza, New York. (6) 

PowTERr, N. B., Sales Pro. Mgr., How- 
ard Smith Paper Mills, Ltd., 407 
McGill St., Montreal, Que., Can. 
(17) 

Pratt, Epwarp I., Western Electric 
Co., 195 Broadway, New York. (6) 

PREBLE, EARL R., Acct. Exec., Gris- 
wold-Eshleman Co., 2700 Terminal 
Tower, Cleveland. (4) 

PRELLE, F. WALLACE, Pres., The F. W. 
Prelle Co., 983 Main St., Hartford, 
Conn. (20) 

PRICE, GORDON F., Copywriter, Johns- 
Manville Sales Corp., 22 E. 40th St., 
New York. (6) 

Puppock, W. E., Stephen Jenick Engr. 
Laboratories, 1740 E. 12th St., 
Cleveland. (4) 

Pucu, H. F., Adv. Mgr., The Heil Co., 
3000 W. Montana St., Milwaukee. 
(5) 

Pucu, M. D., Sales & Adv. Mgr., Illi- 
nois Testing Laboratories, Inc., 420 
N. La Salle St., Chicago. (2) 

PUTNAM, C. V., Secretary, Reliance 
Electric & Engineering Co., 1088 
Ivanhoe Road, Cleveland. (4) 


Q 


*QUARLES, S. H., Rep., Power, 330 W. 
42nd St., New York. (6) 


R 


RADKE, KARL F., Adv. Dept.,, Libbey- 
Owens-Ford Glass Co., Nicholas 
Bldg., Toledo. (13) 

RAMAGE, Forrest H., Asst. Mgr. Sales 
Dev., Republic Steel Corp., Republic 
Bldg., Cleveland. (4) 

RAILSBACK, H. M., Dir. of Adv., Deere 
& Company, Moline, Ill. (A) 

RANDALL, GEORGE LE B., Wickwire 
Spencer Steel Co., 500 Fifth Ave., 
New York. (6) 

RAYBURN, F. M., Sales Pro. Mgr., Vic- 

tor Electric Products, Inc., Robert- 

son Road, Cincinnati. (3) 








*REAM, RICHARD R., Marketing Assis- 
tant, McGraw-Hill Publ. Co., Inc. 
2-145 General Motors Bldg., Detroit 
(12) 

REAST, FRED M., Fred M. Reast, Ad 
vertising, 10 E. 43rd St., New York. 
(6) 

REED, R. S., Jr., Adv. Mgr., Pitts 
burgh Equitable Meter Co., 400 N 
Lexington Ave., Pittsburgh. (8) 

REESEY, CHARLES M., Adv. Mgr., The 
Cincinnati Milling Machine Co., 
South & Marburg, Cincinnati. (3) 

REHNQUIST, MELVIN, Mgr. Adv. Dept., 
Mall Tool Co., 7740 South Chicago 
Ave., Chicago. (2) 

*REICH, HENRY MILTON, Western 
Mer., Steel Publications, Inc., 108 
Smithfield St., Pittsburgh. (8) 

REIDINGER, A. W., Adv. Mgr., Bay 
City Shovels, Inc., Bay City, Mich. 
(A) 

REINCKE, CHARLES A., Sec.-Treas., 
Reincke, Ellis, Younggreen & Finn, 
520 N. Michigan Ave., Chicago. (2) 

Remuarpt, R. T., Asst. Adv. Mgr., 
California Corrugated Culvert Co., 
Seventh & Parker Sts., Berkeley, 
Calif. (18) 

Reiter, O. A., Sales Pro. & Adv. Mer., 
The Hotstream Heater Co., 8007 
Grand Ave., Cleveland. (4) 

REMINGTON, WILLIAM B., Wm. B. 
Remington, Inc., 196 Worthington 
St., Springfield, Mass. (A) 

RENNER, OTTo W., Acct. Exec., Ren- 
ner Advertisers, 315 S. 15th St., 
Philadelphia. (7) 

*ReuTer, H. F., Sales Mgr., John C. 
Bragdon, Inc., 530 Duquesne Way, 
Pittsburgh. (8) 

RHOADES, B. RICHARD, President, R. 
W. Rhoades Metaline Co., Inc., 50- 
17 Fifth St., Long Island City, 
N. Y. (6) 

RuHoaps, J. Epcar, J. E. Rhoads & 
Sons, 35 N. 6th St., Philadelphia. 
(7) 

RuHopEs, LEONARD B., Mgr. Adv. & 
Sales Pro., Lyon Metal Products, 
Inc., Aurora, Ill, (2) 

*Rice, FRANK O., Vice-Pres., New 
Equipment Digest, 734 Penton 
Bldg., Cleveland. (4) 

*RiceE, KINGSLEY L., Pres., Technical! 
Publishing Co., 53 W. Jackson 
Blvd., Chicago. (2) 

*Rice, L. L., Arthur Brand Studios, 
626 Broadway, Cincinnati. (3) 

RICHARDS, CARL E., Adv. Mgr., Vesta! 
Chemical Laboratories, Inc., 499» 
Manchester Ave., St. Louis. (9) 

*RICHARDSON, FREDERICK A., Fred 
erick A. Richardson Company, 
W. 35th St., New York. (6) 

RICHARDSON, J. M., JR., The Richa: 
son Co., Lockland, Cincinnati. (3) 

*RICHARDSON, JAMES E., Manufa 
turer’s Rep., 1012 Investment Bld; 
Pittsburgh. (8) 

RICHARDSON, JOHN, Crompton _ 
Knowles Loom Works, 93 Grand 5 
Worcester, Mass. (1) 

RIeEDER, FRANK, Adv. Mgr., Plibr 
Jointless Firebrick Co., 1800 Kins 
bury St., Chicago. (2) 

*RIEMERSMA, CLAUDE B., Dist. Mg 
Architectural Record, 700 Mercha 
dise Mart, Chicago. (2) 

Riccs, H. E., Adv. Mgr., Strathm« 
Paper Co., West Springfield, Ma 

(20) 
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RircHIgE, Prescott C., Adv. Mgr., 
Waukesha Motor Co., Waukesha, 
Wis. (5) 
Ritter, Mac C., Adv. & Pro. Mgr., 
The Prosperity Company, Inc., 
2131-2171 Erie Blvd. E., Syracuse, 
N. 2. Gao 
RITTERHOLZ, C. E., Sales Mgr., Ideal 
Letter Service, 302 Edwards Bldg., 
Cincinnati. (3) 
RoBEeRS, GENE P., Acct. Exec., The 
Lee Donnelley Co., 524 Union Com- 
merece Bldg., Cleveland. (4) 
' ROBERTS, ERNEST C., Adv. Mgr., The 
Clark Controller Co., 1146 E. 152nd 
[ St., Cleveland. (4) 
5 Roperts, E. S., Sales Pro., Asso- 
; ciated Screen News, Ltd., 5271 
Western Ave., Montreal, Que., Can. 
(17) 
*ROBERTSON, Mort P., Jewett Art 
: Service, 24 Stone St., New York. 
: (6) 
f RoBESON, Davin E., Adv. & Sales Pro. 
Dept., The Todd Co., Inc., Roch- 
ester, N. Y. (A) 
ROBINSON, D. E., D. E. Robinson Ct., 
1125 Rockwell Ave., Cleveland. (4) 
*ROBINSON, W. B., Dist. Adv. Mgr., 
The Iron Age, 428 Park Bldg., 
Pittsburgh. (8) 
*ROBINSON, WALTER E., Promotion 
Mgr., Machinery, 148 Lafayette St., 
New York. (A) 
*RoBison, J. H. Vice-Pres., New 
Equipment Digest, 520 N. Michigan 
Ave., Chicago. (2) 
' RoBOTHAM, EpwarD W., Executive 
Partner, Edward W. Robotham & 
Co., 74 Union Place, Hartford, 
Conn. (20) 
*RopGcer, J. M., Vice-Pres., McGraw- 
Hill Publ. Co., Inc., 520 N. Michi- 
gan Ave., Chicago. (2) 
RopGers, JOHN B., Wm. B. Reming- 
ton, Ine., 196 Worthington St., 
Springfield, Mass. (20) 


: RopLuM, Troy M., Advertising Con- 


sultant, 1427 Eye St., N.W., Wash- 
ington, D. C. (A) 

*ROEVER, CHARLES S., Reinhold Pub- 
lishing Corp., 330 W. 42nd St., New 
York. (7) 

RoGeRS, Eart A., Treasurer, Charles 
L. Rumrill & Co., 364 East Ave., 
Rochester, N. Y. (A) 

Rocers, Epwarp D., Adv. Mgr., The 
Fulton Sylphon Co., P. O. Box 400, 
Knoxville, Tenn. (A) 

*Rocers, E. L., Southern Power & 
industry, 1230 Sixth Ave., New 
York. (6) 

OGERS, R. B., Mid-West Rep., In- 
lustrial Power, Box 432, Hudson, 
O. (4) 
OGERS, T. A., Detroit Mgr., Ameri- 
an Machinist and Product Engi- 
veering, 2-145 General Motors 
Bldg., Detroit. (12) 
HRER, GRAHAM, Adv. Supervisor, 
saldwin-Southwark Div., The Bald- 
vin Locomotive Works, Paschall 
’. O., Philadelphia. (7) 
‘NEY, RICHARD T., Adv. Mgr., Con- 
ver-Mast Corp., 205 E. 42nd St., 
‘ew York. (6) 
OCH, ALLEN T., Vice-Pres., The In- 
erstate Sanitation Co., 210 Post 
>quare, Cincinnati. (3) 
OD, ALLAN, McGraw-Hill Publ. 
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Co., Inc., 330 W. 42nd St., New 
York. (6) 

ROONEY, JOHN E., Acct. Exec., Geare- 
Marston, Inc., 1600 Arch St., Phil- 
adelphia. (7) 

*RosE, ABRAM J., Dist. Mgr. Import- 
ers Guide, 1659 Union Commerce 
Bldg., Cleveland. (4) 

*RoseE, AL, Sales Pro. Mgr., Electrical 
Manufacturing, 232 Madison Ave., 
New York. (6) 

Rose, Howarp W., Ass’t Sec’y, The 
Buchen Co., 400 W. Madison St., 
Chicago. (2) 

*RoseE, R. P., Rep., Factory Manage- 
ment & Maintenance, 2-145 General 
Motors Bldg., Detroit. (12) 

ROSENMILLER, J. L., Sales Pro. Mgr., 
York Ice Machinery Corp., Roose- 
velt Ave., York, Pa. (A) 

ROSENQUIST, HAROLD, Adv. Mgr., The 
Hadley Company, Ford, Dexter & 
Hanover Sts., Providence, R. I. (1) 

Rotu, W. E., Babcock & Wilcox Co., 
85 Liberty St., New York. (6) 

ROTHERMEL, Harry J., Sales Pro. & 
Adv. Mgr., The Dayton Pump & 
Mfg. Co., 500 N. Webster St., Day- 
ton, O. (A) 

*RoweE, R. C., Managing Dir., Na- 
tional Business Publications, Ltd., 
Gardenvale, Que., Can. (17) 

ROWELL, JOHN J., Secretary, Guard- 
ian Electric Manufacturing Co., 
1621 W. Wainut St., Chicago. (2) 

ROWLAND, G. O., Adv. & Sales Pro. 
Mgr., The Osborn Mfg. Co., 5401 
Hamilton Ave., Cleveland. (4) 

*RUBIN, Lou T., Pres., Temple Press, 
Inc., 129 N. 12th St., Philadelphia. 


(7) 

*Rupp, J. H., Vice-Pres., McGraw- 
Hill Publ. Co., Inc., 330 W. 42nd 
St., New York. (6) 

RUMRILL, CHARLES L., Pres., Charles 
L. Rumrill & Co., 364 East Ave., 
Rochester, N. Y. (A) 

Rumsey, (Dr.) L. A., Industrial 
Mktg. Div., The W. E. Long Co., 
155 N. Clark St., Chicago. (2) 

*Rupp, ROBERT, Rupp Studios, 119 W. 
Central Parkway, Cincinnati. (3) 

*RUPRECHT, PHILLIP, Resident Megr., 
McGraw-Hill Publ. Co., Inc., 2-145 
General Motors Bldg., Detroit. (12) 

Rups, GEORGE G., Sales Pro. Megr., 
The American Laundry Machinery 
Co., Ross & Section Aves., Norwood, 
O. (3) 

RUSSELL, ROBERT E., Adv. Mgr., D-A 
Lubricant Co., Inc., 1311 W. 29th 
St., Indianapolis, Ind. (15) 

RUTH, CHESTER W., Director of Adv., 
Republic Steel Corp., 3100 E. 45th 
St., Cleveland. (4) 

RYAN, JAMES J., Mgr. Adv. & Sales 
Pro., Rockwood Sprinkler Company, 
38 Harlow St., Worcester, Mass. (1) 

RYBOLT, WALTER L., Adv. Mgr., The 
R. K. Le Blond Machine Tool Co., 
Madison & Edwards Rds., Cincin- 
nati. (3) 


Ss 


SAMSON, G. J., Adv. Dept., Canada 
Cement Co., Ltd., Phillips Square, 
Montreal, Que., Can. (17) 

SANDERSON, W. H., Vice-Pres., San- 
derson & Murray, Inc., Cleveland. 
(4) 

SANGER, ALAN B., Alan B. Sanger, 
Advertising, 60 E. 42nd St. New 
York. (6) 


SATALINE, ANDREW J., Adv. Mgr., P 
& F Corbin, Park St., New Britain, 
Conn. (20) 

SAUER, WALTER, Asst. Adv. Mgr., Tide 
Water Associated Oil Co., 17 Bat- 
tery Pl., New York. (6) 

SAUEREISEN, C., Sauereisen Cements 
Co., Sharpsburg, Pa. (8) 

SAURMAN, DupLey S., Adv. Megr., 
Abrasive Company, Tacony & Fra- 
ley Sts., Philadelphia. (7) 

*SAWHILL, R. V., Domestic Engineer- 
ing Co., 110 E. 42nd St., New York. 
(6) 

SAWIN, GEORGE A., JR., N. E. Dist. 
Sales Pro. Mgr., Westinghouse 
Elec. & Mfg. Co., 10 High St., Bos- 
ton. (1) 

SAWIN, HERBERT A., Sales Engineer, 
Yuba Manufacturing Co., 351 Cali- 
fornia St., San Francisco. (18) 


SAWTELLE, E. S., V. P. & Gen. Mgr., 
The Tool Steel Gear & Pinion Co., 
Elmwood Place, Cincinnati. (3) 

SCANLON, EUGENE, Adv. Mgr., John- 
son Bronze Co., 100 S. Mill St., New 
Castle, Pa. (10) 

ScHAFER, W. H., Asst. Adv. Megr., 
The General Fireproofing Co., 
Youngstown, O. (10) 

SCHAFFNER, CLAUDE, Claude Schaffner 
Adv. Agency, 77 Grove St., New 
Haven, Conn. (20) 

ScCHANZ, L. J., Adv. Mgr., The Mer- 
coid Corporation, 4201 Belmont 
Ave., Chicago. (2) 

SCHEEL, Scheel Advertising Agency, 
308 Newman Stern Bldg., Cleve- 
land. (4) 

SCHENDORF, ARTHUR P., Adv. Megr., 
National Pneumatic Co., 970 New 
Brunswick Ave., Rahway, N. J. (11) 

Scu1nk, W. H., Space Buyer, G. M. 
Basford Co., 60 E. 42nd St., New 
York. (6) 

SCHLYEN, Henry, Adv. Mgr., Fal- 
strom Co., Passaic, N. J. (11) 

SCHMAELZLE, K. J., Sales Mgr., Shell 
Oil Co., Ine., 81-20 37th Ave., Jack- 
son Heights, N. Y. (11) 

ScHMERTZ, J. R., Mgr. Adv. Div., The 
Mathieson Alkali Works, Inc., 60 
E. 42nd St., New York. (6) 

ScHMIDT, CHARLES N., Sales Pro.-Adv. 
Dept., American Steel & Wire Com- 
pany, Rockefeller Bldg., Cleveland. 
(4) 

*ScHMIDT, JULIUS, Pres. & Gen. Mer., 
The Eddy Press Corp., So. Braddock 
Ave. at Kensington St., Pittsburgh. 
(8) 

SCHNELL, WALDO G., Vice-Pres., Rus- 
sell T. Gray, Inc., 205 W. Wacker 
Drive, Chicago. (2) 

ScHOLEY, S. PAGE, Genl. Mgr., New 
Jersey Fence Co., Burlington, N. 
Jd. (il) 

ScHOLLER, FRED C., Pres., Scholler 
Bros., Inc., Collins & Westmoreland 
Sts., Philadelphia. (7) 

Scuorr, E. R., Adv. Dept., Economy 
Pumps, Inc., 1000 Weller Ave., 
Hamilton, O. (3) 

SCHREINER, G. REED, Adv. Mgr., Car- 
negie-Illinois Steel Corp., Carnegie 
Bldg., Pittsburgh. (8) 

SCHULENBURG, E. A. W., Asst. Sec’y, 
Gardner Advertising Co., 17th 
Floor, Mart Bldg., St. Louis. (9) 

SCHULLER, H. S., Sales Pro. Megr., 
Westinghouse Elec. & Mfg. Co., 1 
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Montgomery St., San Francisco. 

(18) 

ScHULTE, W. B., Pres., Micro Switch 
Corp., 1 E. Spring St., Freeport, Ill. 
(21) 

SCHULTHE!IS, CARL F.,, 
Brewer-Chilcote Paper Co., 
Superior Ave., Cleveland. (4) 

ScHULTZ, H. P., Genl. Sales Mer., Re- 
public Rubber Division, Lee Tire & 
Rubber Corp., Youngstown, O. (10) 

SCHULTZ, SIDNEY L., Secy - Treas., 
Wilbert W. Haase Co., Ine., 1015 
Troost Ave., Forest Park, Ill. (2) 

ScHuTz, WALTER E., Adv. & Sales 
Pro. Mgr., The Delta Manufactur- 
ing Co., 600 E. Vienna Ave., Mil- 
waukee. (5) 

*SCHWARBER, GENE, Gardner Publica- 
tions, Inc., 431 Main St., Cincinnati. 
(3) 

SCHWEIM, CHARLES, Charles Schweim 
Co., 6560 Cass, Detroit. (12) 

*Sco.tock, G. H., JR., Thomas Pub- 
lishing Co., 1005 American Bank 
Bldg., Pittsburgh. (8) 

Scott, CHARLES W., Adv. Mgr., Roxa- 
lin Flexible Lacquer Co., Elizabeth, 
N. J. (11) 

*Scott, JAMES R., Prod. Mer., Iron & 
Steel Engineer, 1010 Empire Bldg., 
Pittsburgh. (8) 

SCRIBNER, HARVEY A., Pres., Russell 
T. Gray, Inc., 205 W. Wacker Drive, 
Chicago. (2) 

*SEAMAN, C. LESTER, Vice-Pres., /n- 
dustrial Power, 285 Madison Ave., 
New York. (6) 

SEARIGHT, W. H., Vice-Pres., Western 
Cataphote Corporation, 958 Wall 
St., Toledo. (13) 

*SEARS, GEORGE G., Br. Mer., Mce- 
Graw-Hill Publ. Co., Ine., Paul 
Brown Bldg., St. Louis. (9) 

“SEILER, FRANK J., Dist. Rep., Mc- 
Graw-Hill Publ. Co., Ine., 1510 
Hanna Bldg., Cleveland. (4) 

*“SELPH, COLIN M., Adv. Director, 
Slocum Automotive Publications, 
2751 Jefferson Ave., Detroit. (12) 

SESSLER, JOHN S., Sales Pro. Mer., 
Wheeler Reflector Co., 275 Congress, 
Boston. (1) 

SHANNON, W. D., Pub. Dept., Allis- 
Chalmers Mfg. Co., Cincinnati. (3) 

*“SHARMAN, OLIVER W., The C. J. 
Krehbiel Co., Broadway & Reading 
Roads, Cincinnati. (3) 

SHARP, NORMAN E., Adv. Mgr., Hub- 
bard and Company, 6301 Butler St., 
Pittsburgh. (8) 

*SHARP, WILLIAM L., Vice - Pres., 
Graphic Arts Engraving Co., 22nd 
& Market Sts., Philadelphia. (7) 

SHaw, ArtTuuR C., Eastern Mer., 
Cotton, P. Q, Box ol, Wellesley 
Hills, Mass. (1) 

SHEELER, EUGENE C., Acct. 
Carr Liggett Advertising, 
Bldg., Cleveland. (4) 

SHENK, ALLEN K., Sec’y, W. S. Hill 
Co., 323 Fourth Ave., Pittsburgh. 
(8) 

SHEPARD, S. E., Sales Pro. & Adv. 
Mer., Raybestos Div., Raybestos- 
Manhattan, Inc., 75 E. Main St., 
Stratford, Conn. (20) 

SHeparp, W. N., Adv. Mgr., Plaskon 

Co., Ine., Box 218, Sta. B., Toledo. 

(13) 


Office Mer., 
2110 


Exec., 


NBC 


112 





Suepparp, N. E. D., Pres. & Genl. 
Mgr., Canadian Engineering Publ., 
Ltd., 1253 McGill College Ave., 
Montreal, Que., Can. (17) 


SHERMAN, FRANK M., Dir. Adv. & 
Pub., Lanston Monotype Machine 
Co., 24th & Locust Sts., Philadel- 
phia. (7) 

*SHERMAN WILLIAM F., Detroit Edi- 
tor, The Iron Age, 7310 Woodward 
Ave., Detroit. (12) 

SHICKMAN, M. A., Gen’l Megr., Vic- 
toria Advertising Co., 704 N. Ninth 
St., St. Louis. (9) 

SHOWER, CHARLES J., Acct. Exec., 
Charles M. Gray & Associates, 905 
Francis Palms Bldg., Detroit. (12) 

*SHrope, R. F., Nat’l Adv. Megr., 
Bakers Weekly, 45 W. 45th St., New 
York. (6) 

*SnuTe, H. B., Pres., Atlas Litho- 
graphing Co., 930 North Ave., Mill- 
vale, Pa. (8) 


*SnutTt, Georce P., Adv. Mgr., The 
Architectural Forum, Time & Life 


Bldg., Rockefeller Center, New 
York. (6) 

*SICKLES, GUSTAVUS, JR., Owner, 
Sickles Photo-Reports, 31 Fulton 


St., Newark, N. J. (11) 


SIEBER, NELSON W., Adv. Mgr., Con- 
tinental-Diamond Fibre Co.; Haveg 
Corp., Bridgeport, Pa. (7) 

SILVER, JOHN A., Vice-Pres., F. J. 
Stokes Machine Co., E. Tabor Rd., 
Olney, Philadelphia. (7) 

Stmmons, H. H., Mgr. Adv. & Sales 
Pro., Crane Co., 836 S. Michigan 
Ave., Chicago. (2) 

Simmons, Ray G., Space Buyer, Mel- 
drum & Fewsmith, Inc., Republic 
Bldg., Cleveland. (4) 

*SINGER, G. PARK, JR., Phila. Rep., 
Thomas Publishing Co., 3815 Chest- 
nut St., Philadelphia. (7) 

SLACKFORD, EDWARD T., Sales Pro. & 
Adv. Mgr., Harnischfeger Corpora- 
tion, 4400 W. National Ave., Mil- 
waukee. (5) 

SMALL, FRED GLEN, Owner, Fred Glen 
Small, 71 W. 35th St., New York. 
(6) 

Smuirn, A. E. C., W. R. C. 
Publ. Co., 218 Auditorium 
Cleveland. (4) 

*SmiTH, B. L., Man. Dir., B. L. Smith 
Publ. Co., 122 Richmond St., W., 
Toronto, Ont., Can. (14) 

SMITH, EARL S., Treas., The Smith- 
Follett Co., Inc., 255 Main St., Paw- 
tucket, R. I. (A) 

SMITH, E. Barrig£, Adv. Mgr. Veeder- 
Root, Inc., 28 Sargeant St., Hart- 
ford, Conn. (20) 

*SmiTH, F. Morse, Vice-Pres., Thomas 
Publishing Co., 461 Eighth Ave., 
New York. (6) 

SmiTH, Georce A., Adv. Mgr., Snap- 
on Tools Corp., 8028 28th Ave., 
Kenosha, Wis. (5) 

Sm1TH, GEORGE M., Vice-Pres., Indus- 
trial Advertising Agency, Ltd., 59 
Spadina Ave., Toronto, Ont., Can. 
(14) 

SmitH, Harry W., Jr., Adv. Mer., 
Selas Co., 1800 Indiana Ave., Phila- 
delphia. (6) 

SmITH, J. DONALD, Asst. Sales Pro. 
Megr., York Ice Machinery Corp., 
Roosevelt Ave., York, Pa. (16) 


Smith 
Bldg., 
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*SMITH, JUNIUS M., Bus. Mgr., Tezx- 
tile Bulletin, 218-220 W. Morehead 
St., Charlotte, N. C. (A) 

SMITH, LEONARD, Acct. Exec., Car 
Liggett Advertising, 512 NB¢ 
Bldg., Cleveland. (4) 

SmitH, MerriTT L., Adv. Mgr., Metal 
& Thermit Corp., 120 Broadway, 
New York. (6) 

SmitH, Mito E., Adv. Mgr., Chicag: 
Bridge & Iron Company, 332 S§S 
Michigan Ave., Chicago. (2) 

*SmITH, PAuL K., Printing Plat 
Craftsmen, 725 S. Bierman St., 
York, Pa. (16) 

*SmMITH, R. D., Thomas’ Register, 
1440 E. 32nd St., Cleveland. (4) 
SMITH, RICHARD W., Acct. Exec., The 
Griswold-Eshleman Co., 2700 Ter- 

minal Tower, Cleveland. (4) 

*SmITH, RUSSELL H., Machine Design, 
110 E. 42nd St., New York. (20) 

*SmiTH, S. D. R., West. Mgr., Busi- 
ness Week, 1510 Hanna Bldg., 
Cleveland. (4) 

“SMITH, STANLEY J., Conover-Mast 
Corp., 333 N. Michigan Ave., Chi- 
cago. (2) 

SMITH, WILLIAM H., Adv. & Sales Pro. 
Mer., Lee S. Smith & Son Mfg. Co., 
7325 Pen Ave., Pittsburgh. (8) 

SMOTHERS, J. W., Lincoln Engineering 
Co., 5701 Natural Bridge Ave., St. 
Louis. (9) 

*SNEAD, W. HUNTER, Mgr. Market 
Surveys & Pro., Aviation, 330 W. 
42nd St., New York. (6) 

*SNELL, B. C., East. Rep., Steel, 110 
E. 42nd St., New York. (7) 

Snow, GALEN, Pres., Snow, Bates & 
Orme, Inc., 95 State St., Springfield, 
Mass. (20) 

Snow, O. E. G., Vice-Pres., Badger & 
Browning & Hersey, 30 Rockefeller 
Plaza, New York. (6) 

*SonL, FRANK B., Pres., Githens-Sohl 
Corp., 203 E. 12th St., New York. 
(6) 

Soop, Eart W., Asst. Adv. Megr., 
Pittsburgh Plate Glass Co., Grant 
Bldg., Pittsburgh. (8) 

SORGEN, WILLIAM, Adv. Megr., Hett 
rick Mfg. Co., 1401 Summitt St., 
Toledo. (13) 

Soper, H. G., Pub. Dept., Canadian 
Ingersoll-Rand Co., Ltd., New 
Birks Bldg., Phillips Square, Mont- 
real, Que., Can. (17) 

SOUTHWORTH, EDWARD, Asst. Sales 
Megr., Towmotor Co., 1226 E. 152nd 
St., Cleveland. (4) 

SOWASH, GEORGE, Asst. 
Copperweld Steel Co., 
Pa. (8) 

Sowerssy, P. C., Asst. Adv. Mer., 
Lamp Dept., General Electric Co., 
Nela Park, Cleveland. (4) 

*SPACKMAN, J., McGraw-Hill Pub! 
Co., Inc., 330 W. 42nd St., New 
York. (6) 

*SPACKMAN, WHEELER, Bus. Mer., 
Mining & Metallurgy, 29 W. 39t 
St.. New York. (6) 

Sparks, F. W., Vice-Pres. Chg. Sales 
Cummins Engine Co., Columbus 
Ind. (15) 

SPEICHER, FRANKLIN, Adv. Megr., M 
E. Cunningham Co., 115 E. Carso1 
St., Pittsburgh. (8) 

SPENCER, H. S., Adv. Megr., Dure 
Plastics & Chemicals, Inc., Nort! 
Tonawanda, N. Y. (A) 


Adv. Megr., 


Glassport, 
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SPENCER, RAE M.. Pres., The Davis 
Press, Inc., 44 Portland St., Wor- 
cester, Mass. (1) 

SpETELL, F. W., Sales Pro. Mgr., The 
American Pulley Co., 4200 Wissa- 
hickon Ave., Philadelphia. (7) 

SPINDLER, W. H., Pub. Mgr., Armco 
Drainage Products’ Association, 
Middletown, O. (3) 

SPOFFORD, DWIGHT, Adv. Mgr., The 
Duriron Co., Inc., Dayton, O. (A) 

SPOONER, W. B., JR., Spooner & Krie- 
gel, 50 Church St., New York. (11) 

*SPRAGUE, BERWICK D., Owner, B. D. 
Sprague Studios, 1800 Olive St., St. 
Louis. (9) 

*‘SpurR, JOHN C., Megr., East. Re- 
search Dept., McGraw-Hill Publ. 
Co., Ine., 16 S. Broad St., Philadel- 
phia. (7) 

STACKHOUSE, C. W., Adv. Mgr., Cen- 
tral Foundry Company, 386 Fourth 
Ave., New York. (6) 

*STAEHLE, ALFRED, Publisher, Factory 
Management & Maintenance, 330 W. 
42nd St., New York. (6) 

Stair, J. WILLIAM, Adv. Mgr., B. M. 
Root Company, 420-430 S. Sherman 
St., York, Pa. (16) 

*STANKEY, EMIL G., Adv. Mgr., Traf- 
fic World, 418 S. Market St., Chi- 
cago. (2) 

*STANLEY, Epwarp M., Adv. Dir., 
Mill & Factory, 205 E. 42nd St., 
New York. (7) 

STARBUCK, GREGORY H., G. M. Basford 
Co., 60 E. 42nd St., New York. (6) 

Staub, RupoLtF W., Sales Pro. Mgr., 
Benjamin Electric Mfg. Company, 
Desplaines, Ill. (2) 

*STEARNS, LUE L., Dist. Mgr., Rein- 
hold Publishing Corp., 330 W. 42nd 
St., New York. (6) 

STEELE, C. S., Adv. Dept., Northern 
Electric Co., Ltd., 1261 Shearer St., 
Montreal, Que., Can. (17) 

STEELE, LAURENCE F., Adv. Megr., The 
American Floor Surfacing Machine 
Co., 518 S. St. Clair St., Toledo. 
(13) 

“STEIN, ELMER L., Vice-Pres., Dosie 
& Johnson Co., 1025 N. Water St., 
Milwaukee. (A) 

“STEMLER, KNIGHT, Canton Engrav- 
ing & Electrotype Co., Home Sav- 
ings & Loan Bldg., Youngstown, O. 
(10) 

STEPHAN, JOHN C., Pres., John C. 
Stephan-National Industrial Adver- 
tising, 849 Leader Bldg., Cleveland. 
(4) 


TEPHENSON, HAROLD E., Adv. Megr., 
Canada Starch Co., Ltd., Sun Life 
Bldg., Montreal, Que., Can. (17) 


TEVEN, IVAN C., Bus. Mgr., Cana- 
han Industrial Equipment News, 
1410 Stanley St., Montreal, Que., 
‘an. (17) 

EVENS, CUYLER, Acct. Exec., T. J. 
Maloney, Inc., 122 E. 42nd St., New 
York. (11) 

TEVENSON, JOHN H., Adv. Rep., 
Business Week, 330 W. 42nd St., 
New York. (6) 

EVENSON, KENYON, Acct. Exec., 
Griswold-Eshleman Co., 2700 Ter- 
minal Tower, Cleveland. (4) 
STEWART, GEORGE C., Editor, Con- 
struction Digest, 215 E. New York 
St., Indianapolis. (15) 
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*STEWART, R. A., Dist. Mgr., Buchan 
Loose Leaf Records Co., 707 Market 
St., St. Louis. (9) 

Stitssury, R. G., Adv. Dept., Worth- 
ington Pump & Mchy. Co., Harrison, 
N. J. (11) 

*STINSON, E. J. L., Daily Commercial 
News & Bldg. Record, 65 Pearl St., 
Toronto, Ont., Can. (14) 

SToETZEL, H. W., Mgr. Adv. & Sales 
Pro., Republic Flow Meters Co., 
> Diversey Parkway, Chicago. 
(2 

*STROCK, CLIFFORD, Associate Editor, 
Heating & Ventilating, 140 Lafay- 
ette St., New York. (6) 

*STUART, EDWIN H., Pres., Edwin H. 

tuart, Inc., 422 First Ave., Pitts- 
burgh. (8) 

STURHAHN, R. E., Gen. Mgr., St. Louis 
Laboratories, 427 N. Euclid Ave., 
St. Louis. (9) 

Stysr, LESTER E., Asst. Adv. Megr., 
Liquid Carbonic Corp., 3100 S. Ked- 
zie Ave., Chicago. (2) 

SUAREZ, (Miss) FRANCES M., Chg. of 
Adv., Philadelphia Quartz Co., 121 
S. Third St., Philadelphia. (7) 

SULLIVAN, J. F., Adv. Megr., The 
Brown Instrument Co., Wayne & 
Roberts Aves., Philadelphia. (7) 

Sump, A. A., Adv. Mgr., The Dill Mfg. 
Co., 700 E. 82nd St., Cleveland. (4) 

SUTHERIN, R. G., Adv. Mgr., Bakery 
Equip. Div., American Machine & 
Foundry Co., 511 Fifth Ave., New 
York. (6) 

SUTHERLAND, K. R., Partner, Suther- 
land-Abbott, 234 Clarendon St., Bos- 
ton. (1) 

*SuTTON, EpwarpD H., Vice-Pres., Wil- 
liam G. Johnston Co., 1130 Ridge 
Ave. (P. O. Box 6759), Pittsburgn. 
(8) 

*SuUTTON, GLENN, Dist. Mgr., McGraw- 
Hill Publ. Co., Inc., 330 W. 42nd 
St., New York. (20) 

SWANSON, J. W., Sharon Steel Corp., 
Sharon, Pa. (10) 

Swartz, P. A.. Linear Packing & Rub- 
ber Co., 6400 State Road, Tacony, 
Philadelphia. (7) 

SWEENY, JOHN F., Acct. Exec., Walker 
& Downing, Oliver Bldg., Pitts- 
burgh. (8) 

Sweet, J. W., Acct. Exec., Fred M. 
Randall Co., 3314 Book Tower, De- 
troit. (12) 

SWENEHART, JOHN, Adv. Mgr., Atlas 
Powder Co., Wilmington, Del. (A) 

SWENSON, LOWELL H., Adv. & S. P. 
Mer., Wm. Bros Boiler & Mfg. Co., 
Nicollet Island, Minneapolis, Minn. 
(A) 

Swink, HowarbD, Pres., Howard Swink 
Advertising Agency, 327 E. Center 
St., Marion, O. (4) 

*SwINskKy, Dick, Vice-Pres., Gulf 
Publishing Co., 250 Park Ave., New 
York. (6) 

*SWINSTON, GEORGE, Pres., Swinston 
Co., Union Trust Bldg., Pittsburgh. 
(8) 

*SwoRMSTEDT, D. R., Vice-Pres., The 
Signs of the Times Publ. Co., 1209 
Sycamore St., Cincinnati. (3) 

SYKEs, EpwarpD H., Principal, Sykes 
Advertising Agency, 700 American 
Bank Bidg., Pittsburgh. (8) 

SYKEs, GEORGE, Gen. Pub. Dept., 
Union Carbide Co., 30 E. 42nd St., 
New York. (6) 


SYMONDS, MERRILL, Pres., Merrill Sy- 
monds Advertising, 124 Polk St., 
Chicago. (2) 


T 


TAEGEN, WALTER, Vice-Pres., Frank 
Best & Co., Inc., 9 Rockefeller Plaza, 
New York. (6) 

TAPSCOTT, CHARLES, McQuay-Norris 
Mfg. Co., 2320 Cooper St., St. Louis. 
(9) 

TATE, JAMES, Vice-Pres., The Delta 
Manufacturing Co., 600 E. Vienna 
Ave., Milwaukee. (5) 

TAYLOR, GEORGE C., Vice-Pres., Doyle, 
Kitchen & McCormick, Inc., 501 
Fifth Ave., New York. (11) 

TAYLOR, GRAVES, Director, Graves 
Taylor & Associates, Hotel Statler, 
Cleveland. (4) 

TAYLOR, L. H., Adv. Mgr., The Dem- 
ing Co., Salem, O. (10) 

TAYLOR, ROBERT L., Asst. Adv. Mgr., 
Monsanto Chemical Co., 1700 S. 
Second St., St. Louis. (9) 

TEAS, PAUL, Pres., Paul Teas, Inc., 
815 Superior Ave., N. E., Cleve- 
land. (4) 

TEIFELD, A. R., American Steel & 
Wire Co., Rockefeller Bldg., Cleve- 
land. (4) 

TEMPLETON, C. B., Asst. to Pres., Al- 
legheny Ludlum Steel Corp., Oliver 
Bldg., Pittsburgh. (8) 

*THAYER, EDWIN F., Adv. Megr., Jn- 
dustrial Marketing, 330 W. 42nd St., 
New York. (6) 

*THayer, H. E., Mill Supplies, 49 
Park Place, Meriden, Conn. (20) 
*THESIERES, ERNEST A., Vice-Pres., 
Buchan Loose Leaf Records Co., 
Madison & Holly Aves., Clifton 

Heights, Pa. (7) 

*THIELITZ, H. O., Art Director, Mar- 
bridge Printing Co., 225 Varick St., 
New York. (6) 

*THIERER, Ray M., Adv. Rep., Food 
Industries, 330 W. 42nd St., New 
York. (6) 

THOMA, CHARLES, 396 Wyoming Ave., 
Maplewood, N. J. (11) 

*THOMAS, H. F., Dist. Mgr., Sweet’s 
Catalog Service, Bessemer Bldg., 
Pittsburgh. (8) 

THOMAS, H. VON P., Merchandising 
Mer., Bussmann Mfg. Co., Univer- 
sity at Jefferson, St. Louis. (9) 

THomMAS, IRA A., Pres., Meek and 
Thomas, Inc., 724 Wick Ave., 
Youngstown, O. (10) 

THOMAS, JAMES R., Pres., Thomas & 
Skinner Steel Products Co., 1100 E. 
23rd St., Indianapolis. (15) 

THOMPSON, F. B., Acct. Exec., Mac 
Laren Advertising Co., Ltd., 1010 
St. Catherine St., W., Montreal, 
Que., Can. (17) 

*THOMPSON, FREDERICK H., Vice-Pres., 
Simmons - Boardman Publ. Corp., 
1500 Terminal Tower, Cleveland. (4) 

*THOMPSON, HarRotp E., V. P. & 
Treas., A. S. Gilman, Inc., 623 St. 
Clair Ave., N. E., Cleveland. (4) 

THOMSON, ALEXANDER, JR., Vice Pres. 
& Adv. Mgr., The Champion Paper 
& Fibre Co., B Street, Hamilton, O. 
(3) 

THORNDIKE, RICHARD, Richard Thorn- 
dike-Precision Advertising, 58 Wey- 
basset St., Providence, R. I. (1) 


THROCKMORTON, EDGERTON A., Gen’l 
Mgr. Sales Pro., Container Corp. 
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of America, 111 W. Washington 
St., Chicago. (2) 

TosBin, Harry G., East. Sales Mer., 


Simonds Saw & Steel Co., 
Columbia Road, Boston. (1) 


Towne, W. L., Owner, W. L. Towne 
Advertising, 10 E. 40th St., New 
York. (6) 

TREAENDLY, WALLACE F., Industrial 
& Engineering Chemistry, 330 W. 
42nd St., New York. (11) 

*TREDWELL, THOMAS A., Adv. Mer., 
Architectural Record, 119 W. 40th 
St., New York. (6) 

TRIMBLE, GEORGE L., Space Buyer, 
Marschalk & Pratt, Inc., 535 Fifth 
Ave., New York. (6) 

TROTT, CHARLES S., Mer. Adv. & Sales, 
Parker-Kalon Corp., 200 Varick 
St., New York. (6) 

TRUESDELL, PAUL, Dir. of Pub., Uni- 
versal Oil Products Co., 310 S. 
Michigan Ave., Chicago. (2) 

TRUMBLE, L. A., Adv. Mgr., The Trane 
Co., 2032 Cameron Ave., La Crosse, 
Wis. (A) 

TucKER, A. W., Sec’y & Sales Mer., 
The Henry G. Thompson & Son Co., 
277 Chapel St., New Haven, Conn. 
(20) 

TUNNEY, GENE (Greenfield Tap & Die 
Corp.), 405 Lexington Ave., New 
York. (6) 

TURNBULL, JAMES R., Sales Pro. & 
Adv. Mer., Plastics Division, Mon- 


1350 


santo Chemical Co., Springfield, 
Mass. (20) 
*TURNER, FRANCIS M., Vice-Pres., 


Reinhold Publishing Corp., 330 W. 
42nd St., New York. (6) 

TURNER, WILLIAM I., Mer., Control 
Apparatus Div., Railway & Power 
Engineering Corp., Ltd., 171 East- 
ern Ave., Toronto, Ont., Can. (14) 

TUTHILL, GorDON, Adv. Megr., Cruci- 
ble Steel Co. of America, 405 Lex- 
ington Ave., New York. (6) 

TWYMAN, L. RAYMOND, Vickers, Inc., 
1400 Oakman Blvd., Detroit. (12) 

*TYLER, DONALD H., Phila. Rep., Time, 


Inc., Girard Trust Bldg., Philadel- 
phia. (7) 
TYMIcK, HENRY W., Copy-Contact 


Man, The Buchen Co., 400 W. Madi- 
son St., Chicago. (2) 

Tyson, IRWIN W., O. S. Tyson & Com- 
pany, Inc., 230 Park Ave., New 
York. (6) 

TYsoN, Oscar §S., Pres., O. S. Tyson 
and Company, Inc., 230 Park Ave., 
New York. (6) 

U 


UDELL C. G., Chg. of Adv., The Su- 
perheater Co., 60 E. 42nd St., New 
York. (6) 

ULLMAN, ROLAND G. E., Pres., The 
Roland G. E. Ullman Organization, 
1520 Locust St., Philadelphia. (7) 

*UNDERHILL, ARTHUR J. C., Treas. & 
Gen. Megr., Boston News Bureau, 
Inc., 30 Kilby St., Boston. (1) 

*UNDERWOOD, ANDREW A., Vice-Pres., 
Frank P. Bennett & Co., Inc., 320 
Broadway, New York. (6) 

*UNDERWOOD, ARTHUR J., West. Adv. 
Mer., S. A. E. Journal, 2-136 Gen- 
eral Motors Bldg., Detroit. (12) 

Unwin, B. V., Unwin Advertising 
Agency, 5144 14th Ave., Detroit. 
(12) 
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UrTeEL, H. B., Hewitt Rubber Corp., 
240 Kensington Ave., Buffalo, N. Y. 
(A) 


Vv 


VAN ALSTYNE, G., Adv. Mgr., Air Re- 
duction Sales Co., 60 E. 42nd St., 
New York. (6). 

VAN AUKEN, KENNETH L., Pres., Van 
Auken Ragland, Inc., 20 N. Wacker 
Drive, Chicago. (2) 

VAN DIVER, VERNON H., Mgr. Adv. 
Div., Union Carbide Co., 205 E. 
42nd St., New York. (6) 

VAN HovurTen, I. B., Adv. Mgr., Man- 
ning, Maxwell & Moore, Inc., 
11 Elias St., Bridgeport, Conn. (A) 

*VAN KAMPEN, ROBERT C., Sec’y & 
Genl. Megr., Hitchcock Publishing 
Co., 508 S. Dearborn St., Chicago. 
(2) 

*“VAN LENNEP, FRED L., Rep., Weekly 
Publications, Inc., 1528 Walnut St., 
Philadelphia. (7) 

VAN Loors, C. H., Adv. Manager, N. 
V. Stork Hijsch, Haarlem, Holland, 
35, Delftlaan, Haarlem, Holland. 
(A) 

VAN PETTEN, H. E., Adv. Mgr. Me- 
chanical Div., The B. F. Goodrich 
Co., 500 S. Main St., Akron, O. (4) 


VAN Scoyoc, Harry S., Adv. Mgr., 
Canada Cement Company, Ltd., 
Phillips Square, Montreal, Que., 


Can. (17) 

*VAN STEENBERGH, GEORGE W., Adv. 
Rep., Paper Mill & Wood Pulp 
News, Hotel Philadelphian, Phila- 
delphia. (7) 

VAN SYCKEL, F. T., Adv. Mgr., Handy 
& Harman, 82 Fulton St., New 
York. (6) 

*VEITH, HAROLD B., Central Western 


Mer., Machine Design, 1213 W 
Third St., Cleveland. (4) 
VERNON, Rex, Adv. Megr., Johnson 


Service Co. (Milwaukee), 1355 
Washington Blvd., Chicago. (2) 
VIEHMAN, WILLIAM F., JR., Sales Pro. 
Mer., Chandler-Boyd Company, 51 
Terminal Way, S.S., Pittsburgh. 

(8) 

VIVIAN, Luoyp R., Sales Pro. Mgr., 
Ditzler Color Company, 8000 W. 
Chicago Ave., Detroit. (12) 
VLACH, FRED H., Asst. Sales Mer., 
Forest City Bookbinding Co., 326 
Caxton Bldg., Cleveland. (4) 

VoceL, Josern S., Pres., Joseph S. 
Vogel & Co., 9 Clinton St., Newark, 
N. J. (11) 

VONACHEN, F. J., Sales Mgr., Troy 
Engine & Machine Co., Troy, Pa. 
(A) 

*Voss, A. F., Pres., American Paint 
Journal Company, 3713 Washington 
Ave., St. Louis. (9) 


Ww 


WALKER, A. V., Powerlite Devices, 
Ltd., 171 John St., Toronto, Ont., 
Can. (14) 

*WALLACE, CHARLES S., Salesman, 
MacRae’s Blue Book Co., 3218 N. 
Broad St., Philadelphia. (7) 

WALLACE, J. B., 1029 Aquarius Way, 
Oakland, Calif. (18) 

WALTER, GEORGE W., Adv. & Sales 
Pro. Mgr., Detroit Rex Products Co., 
13005 Hillview Ave., Detroit. (12) 

WANK, MELVILLE E., Wank and 
Wank, 580 Market St., San Fran- 
cisco. (18) 





*WARDLEY, CHARLES A., Manager, The 
Gulf Publishing Co., 72 Vandergrift 
Bldg., Pittsburgh. (8) 

Ware, Ropert L., Public Relation 
Dept., Western Electric Co., 195 
Broadway, New York. (6) 

WARING, BERNARD G., Yarnall Waring 
Co., Chestnut Hill, Philadelphia. (7) 

WARNOCK, M. J., Dir. Adv. & Pro.., 
Armstrong Cork Company, Lancas 
ter, Pa. (A) 

*WARREN, DWIGHT C., N.E. Mer., The 
Iron Age, P.O. Box 81, Hartford, 
Conn. (20) 

WASHINGER, Guy R., Asst. Sales 
Mgr., T. B. Wood’s Sons Co., Fifth 
Ave., Chambersburg, Pa. (16) 

WATERBURY, DONALD N.., Vice-Pres., A. 
W. Lewin Co., Inc., 11 Commerc 
St., Newark, N. J. (11) 

WATSON, ALLAN A., Asst. Dir. of 
Sales Pro., Trumbull Electric Mfg. 
Co., Plainville, Conn. (20) 

WATSON, JAMES H., Adv. Dept., S. D. 
Warren Company, 89 Broad St., 
Boston. (1) 

WATSON, THOMAS J., Pres., Interna- 
tional Business Machine Corp., 590 
Madison Ave., New York. (6) 

*WaTT, WILLIAM T., Vice - Pres., 
Maujer Publishing Co., 420 Main 
St., St. Joseph, Mich. (2) 

WAXMAN, J. H., Adv. Mgr., L. B. 
Foster Co., Carnegie, Pa., and Hey! 
& Patterson, Inc., 50 Water St. 
Pittsburgh. (8) 

Way, Evmer E., Adv. Mgr., Taylor 
Instrument Companies, 99 Ames 
St., Rochester, N. Y. (A) 

WEARSTLER, ALBERT M., Pres. & Mer., 
Wearstler Advertising, Inc., 20 W. 
Front St., Youngstown, O. (10) 

*WEATHERBY, FRED S., N.E. Mgr., Mc- 
Graw-Hill Publ. Co., Inc., 1427 Stat- 
ler Bldg., Boston. (20) 

WEAVER, LEON H. A., 145 Fiskhill 
Ave., Beacon, N. Y. (A) 

WEAVER, W. A. (Major), 4007 Con 
necticut Ave. N. W., Washington, 
D. C. (4) 

*“WeEBER, CHARLES, Brown & Bigelow 
Company, Hanna Bldg., Cleveland 
(4) 

*WeEBER, LLoyp H., Dist. Mgr., Mac 
Rae’s Blue Book Company, 859 
Leader Bldg., Cleveland. (4) 


WEBSTER, Forrest U., Acct. Exec., 
MacManus, John & Adams, Inc., 
Fisher Bldg., Detroit. (12) 

WEBSTER (Miss), M. R., Headq. Secy.. 
National Industrial Adv. Assn., Inc., 
100 E. Ohio St., Chicago. (A) 


WesstTerR, SimpNEY H., Adv. Mer. 
Eclipse Aviation Div. of Bendi» 
Aviation Corp., Bendix, N. J. (11 


WEEKS, KENNETH W., Pres.-Treas., 
The Walton Company, 94 Allyn St., 
Hartford, Conn. (20) 

*WEGELE, GLENN H., Pres., Displ: 
Studios, Inc., 6633 Hamilton Av: 
E.E., Pittsburgh. (8) 

WEHMILLER, Pau, Barry-Wehmill: 
Machinery Co., 4660 W. Florissa 
Ave., St. Louis. (9) 

WEIDEL, VAUGHN, Owner, The Weid 
Co., 11 W. 42nd St., New York. (' 

WEIHENMAYER, H. W., JR., Sal 
Pro. Megr., L. H. Gilmer Co., Ke 
stone & Cottman Sts., Tacony, Ph 
adelphia. (7) 

*Weise, A. F., Genl. Mgr., MacRat 
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Blue Book Company, 18 E. Huron 
St., Chicago. (2) 

*Weiss, JACK, Industrial Publishing 
Co., 812 Huron Rd., Cleveland. (4) 

*WELLS, CHESTER L., Eastern Rep., 
Metal Progress, Box 24, Chester, 
Conn. (6) 

WeLp, GerorGcE, Adv. Mgr., Inter- 
chemical Corp., 75 Varick St., New 
York. (6) 

WENSLEY, ROGER L., Pres., G. M. Bas- 
ford Co., 60 E. 42nd St., New York. 
(6) 

WENTWORTH, A. G., Asst. Sales Mgr., 
The Seymour Mfg. Co., Seymour, 
Conn. (20) 

WERNER, C. E., Adv. Mgr., Galland- 
Henning Mfg. Co., 2753 S. 31st St., 
Milwaukee. (5) 

WERNERT, R. J., Photo Retoucher & 
Layout, Union Switch & Signal Co., 
1789-1807 Braddock Ave., Swissvale, 
Pa. (8) 

WESSINGER, LEWIS H., Pres., Foltz- 
Wessinger, Inc., 26 W. Orange St., 
Lancaster, Pa. (16) 

West, A. K., Adv. Mgr., Climax 
Molybdenum Co., 500 Fifth Ave., 
New York. (6) 

WESTMAN, L. E., Westman Publica- 
tions, Ltd., 366 Adelaide St., W.., 
Toronto, Ont., Can. (14) 


WEsTON, R. B., Asst. Adv. Mgr., Ethyl] 
Gasoline Corp., 405 Lexington Ave., 
New York. (6) 

WETTLIN, DAN, JR., Wettlin & Com- 
pany, 312 Cooper St., Camden, N. J. 
(7) 

WETZEL, R., Charles L. Jarvis Co., 
Middletown, Conn. (20) 

WertzeL, Ray L., Adv. Director, The 
Dayton Rubber Mfg. Co., Dayton, 
O. (A) 

WHEELER, ALVAH B., Adv. Megr., 
Magazines of Industry, Inc., 347 
Madison Ave., New York. (7) 

WHEELER, R. A., Mgr. of Publicity, 
Nickel Sales Dept., The Interna- 
tional Nickel Co., Inc., 67 Wall St., 
New York. (6) 

*WHELAN, JOHN J., Bus. Megr., Haire 
Publishing Co., 1170 Broadway, 
New York. (6) 

WHIPPLE, BRUCE, Wearstler Advertis- 
ing, Inc., 20 W. Front St., Youngs- 
town, O. (10) 

WHIPPLE, GEORGE F., Educational Di- 
rector, Whipple Technical Libraries, 
50 Beacon St., Boston. (1) 

\V HITAKER, E. J., Adv. Mer., Harshaw 
Chemical Co., 1945 E. 97th St., 
Cleveland. (4) 

‘HITE, DONALD H., Vice-Pres., Tezx- 
(a3 Age, 80 Boylston St., Boston. 
{ 

HITE, HARM, Vice-Pres., Carpenter 
rt Co., Citizens Bldg., Cleveland. 

) 
HITE, J. J., Adv. Mgr., Fiske Bros. 
Refining Co. (Lubraplate Div.), 29 

Lockwood St., Newark, N. J. (11) 
HITE, JAMES R., Dir. of Sales, Clover 
fg. Co., Norwalk, Conn. (6) 
HITEHILL, W. N., Adv. Mgr., Fisher 
Governor Co., 203 S. First Ave., 
Marshalltown, Iowa. (A) 

VHITELEY, H. C., (Industrial Equip- 
ment News), 151 Neshobe Rd., 
Woban, Mass. (1) 

HITMORE, WILL, Advertisement Su- 
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pervisor, Western Electric Co., 195 
Broadway, New York. (6) 

*WIARDA, (Miss) JOAN TRUMBOUR, 
Adv. Mgr., Metal Finishing, 116 
John St., New York. (6) 

WIBLE, ELMER T., Mgr., Product Pro., 
Pittsburgh Steel Co., Grant Bldg., 
Pittsburgh. (8) 

WicKkHAM, M. C., Adv. Megr., The 
Foote-Burt Co., 13000 St. Clair 
Ave., Cleveland. (4) 

WIELAND, JOHN, Adv. Megr., The 
Standard Oil Co. (Ohio), Midland 
Bldg., Cleveland. (4) 

*WIGDALE, NORMAN B., Western 
Builder Publ. Co., 407 E. Michigan 
St., Milwaukee. (A) 

Witcox, Pup E., Pub. Dir., Keuffel 
& Esser Co., Hoboken, N. J. (11) 
WILDE, W. H., No. Calif. Mgr., The 
McCarty Co., 116 New Montgomery 

St., San Francisco. (18) 

*“WILps, Horace G., Rep., Power Plant 
Engineering, 512 W. Clapier St., 
Philadelphia. (7) 

WILEY, B. G., Asst. Gen’l Sales Mer., 
All-Steel-Equip Co., Inc., Aurora, 
Ill. (2) 

WILKINSON, HENRY H., Adv. Megr., 
The Permutit Co., 330 W. 42nd St., 
New York. (6) 

WILL, W. D., Pres., Will, Inc., Marion 
Bldg., Cleveland. (4) 

*Witicox, A. M., A. M. Willcox & 
Associates, 420 Lexington Ave., 
New York. (6) 

*WILLIAMS, CHAUNCEY L., Gen. Mer., 
Sweet’s Catalog Service, 119 W. 
40th St., New York. (6) 

*WILLIAMS, D. E., Vice-Pres. & Sales 
Mer., Texas Contractor, 507 Con- 
struction Bldg., Dallas, Tex. (A) 

*WILLIAMS, FRED §S., Western Mer., 
Thomas Publishing Company, 20 W. 
Jackson Blvd., Chicago. (2) 

WILLIAMS G. C., Adv. Mgr., North- 
west Engineering Co., 28 East Jack- 
son Blvd., Chicago. (2) 

WILLIAMS, GILBERT H., Federal Ad- 


vertising Agency, Inc., 444 Madison 
Ave., New York. (6) 


WILLIAMS, GORDON, Heating Engi- 
neers, 43 Sanford Place, Glen Ridge, 
N. J. (11) 

*WILLIAMS, JOHN M., District Mer., 
Sweets’ Catalog Service, 119 W. 
40th St., New York. (6) 


WILLIAMS, JOSEPH H., Adv. Megr., 
Sangamo Electric Company, 11th 
St. at Converse, Springfield, Ill. (9) 


WILLIAMS, RALPH E., Sec’y-Adv. 
Mgr., B. F. Gump Co., 431 S. Clin- 
ton St., Chicago. (2) 

*WILLIAMSON, M. A., Vice-Pres., Mc- 
Graw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

*WILLOUGHBY, LLOYD, Western Mer., 
Mill & Factory, 333 N. Michigan 
Ave., Chicago. (12) 

Witts, Roy, Adv. Megr., Shovel & 
Crane Div., Lima Locomotive 
Works, Inc., Lima, O. (A) 

WINANS, T. C., Adv. Mgr., A. M. 
Byers Co., Clark Bldg., Pittsburgh. 
(8) 

WINSLow, C. H., Adv. Mgr., Cuno 
Engineering Corp., 80 S. Vine, Mer- 
iden, Conn. (20) 

WINSLow, H. B., Sales Pro. Mgr., H. 
H. Robertson Company, Farmers 
Bank Bldg., Pittsburgh. (8) 


*WINSOR, WILLIAM P., Bus. Megr., 
Metals and Alloys, 330 W. 42nd St., 
New York. (6) 

*WIPPERMAN, R. C., Petroleum Engi- 
neer, 905% N. Fairfax, Los An- 
geles. (19) 

WISCHERATH, LAMBERT J., Adv. Mgr., 
Buffalo Foundry & Machine Co., 
tA) Fillmore Ave., Buffalo, N. Y. 


*WisE, Louis EpWaArp, Sales Rep., 
Jahn & Ollier Engraving Co., 604 
Penn Ave., Pittsburgh. (8) 

WITHEROW, KENNETH C., Sales, 
Walker & Downing, 526 Oliver 
Bldg., Pittsburgh. (8) 

Witt, A. O., Mgr. Sales Pro., 
Schramm, Inc., West Chester, Pa. 
(7) 

Witt, W. LANE, Crane Co., 836 S. 
Michigan Ave., Chicago. (2) 

Wo.Laver, E. D., E. D. Wolaver. Adv. 
Agency, 815 Superior Ave., N. E., 
Cleveland. (4) 

WOLBERG, BENJAMIN M., Sales Mer., 
Gibbs Boardtile Corp., 615 N. Aber- 
deen St., Chicago. (2) 

Wore, RautpH L., Pres., Ralph L. 
Wolfe & Asso., Inc., 76 Adams St., 
W., Detroit. (12) 

Wotrr, D. A., Sales Pro. Mgr., Ed- 
win L. Wiegand Company, 7500 
Thomas Blvd., Pittsburgh, (8) 

Wotrr, Ep, Proprietor, Ed Wolff & 
Associates, 428 Taylor Bldg., Roch- 
ester, N. Y. (A) 

*WoLFF, Howarp, Sales Pro. Mer., 
Beaverite Products, Inc., 1 E. 42nd 
St., New York. (6) 

Wo.rr, WILLIAM A., Information 
Mer., Western Electric Co., 195 
Broadway, New York. (6) 

WOLLASTON, EDWARD H., United Ad- 
vertising Corp., 354 Park Ave., 
Newark, N. J. (11) 

Woop, B. H., Adv. Mgr., The Terry 
Steam Turbine Co., P. O. Box 1200, 
Hartford, Conn. (6) 

Woop, Rospert F., Adv. Mer., The Au- 
tocar Co., Ardmore, Pa. (7) 

WoopDALL, W. P., The W. P. Woodall 
Co., 153 Waverly Place, New York. 
(6) 

Woopwarp, E. A., Sales Pro. & Adv. 
Mer., Building Products, Ltd., 240 
St. Patrick St., Ville La Salle, Que., 
Can. (17) 

*WRAY, EDWARD, Publisher, Railway 
Purchases and Stores, 9 S. Clinton 
St., Chicago. (2) 

*WREDE, Louis H., Eastern Mgr., Na- 
tional Engineer, 509 Fifth Ave., 
New York. (6) 

WricutT, A. E., Adv. Mgr., The Elec- 
tric Furnace Co., 170 Wilson St., 
Salem, O. (10) 

WRIGHT, Epcar F., Sec’y-Treas., Mono 
Service Co., 349 Oraton St., New- 
ark, N. J. (11) 

WRIGHT, GEORGE B., Adv. Mgr., Nash 
Engineering Company, Niaal St., 
South Norwalk, Conn. (20) 

Wricat, H. L., Sales Pro. Mgr., Cur- 
tis Lighting of Canada, Ltd., 260 
Richmond St., W., Toronto, Ont., 
Can. (14) 

WRIGHT, MALCOLM K., Adv. Mgr., The 
Baldwin Locomotive Works, Pa- 
schall Post Office, Philadelphia. (7) 

*WRIGLEY, WESTON, Wrigley Publica- 
tions, Ltd., 137 Wellington St., W., 
Toronto, Ont., Can. (14) 
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Wutrr, C. F., Sec’y, The Kirk & Blum 
Mfg. Co., 2838-52 Spring Grove 
Ave., Cincinnati. (3) 

*Wynkoop, N. O., Vice-Pres., Mc- 
Graw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

Wyse, F. O., Publicity Mgr., Bucyrus- 
Erie Co., South Milwaukee, Wis. 
(5) 











e 


*YeacerR, R. R., Pres., Advertisers 
Display & Exhibit, Inc., 1408 Locust 
St., St. Louis. (9) 

Yocerst, W. M., Sales Mer., Bodine 
Electric Company, 2254. W. Ohio 
St., Chicago. (2) 

Yorks, S. H., Adv. Dept., Bethlehem 
Steel Company, Bethlehem, Pa. (6) 

YounG, Curtis, Wagner’ Electric 
Corp., 6400 Plymouth, St. Louis. 
(9) 

YouNG, JOHN P., 809 State St., Lan- 
caster, Pa. (A) 

*YounG, J. WiILson, Adv. Mgr., Com- 
pressed Air Magazine, 942 Morris 
St., Phillipsburg, N. J. (6) 

Youna, R. H., Pres., R. H. Young & 
Associates, Brook St. (Elmwood 
Div.), Hartford, Conn. (20) 

YounG, RALPH L., Ass’t Adv. Mgr., 


NIAA Membership by 


A 

ApBoTT BALL Co.: J. Howard Dona- 
hue. 

ABRASIVE Co.: Dudley S. Saurman. 

ACHESON COLLOIDS CorPp.: Edward A. 
Bodine. 

ACKLIN 
Acklin. 

ACME STEEL Co.: V. C. Hogren. 

ACTON Burrows Co.: Aubrey A. Bur- 
rows. 

ADAM ELEctTrIC Co., FRANK: Arthur 
Koehler. 

ADAMS Co., J. D.: E. E. Christena. 

ADVERTISERS DispLAY & EXHIBITS, 
Inc.: R. R. Yeager. 

ADVERTISING PUBLICATIONS, INC.: G. 
D. Crain, Jr.; Ralph O. McGraw; 
Edwin F. Thayer. 

AHLBERG BEARING CoO.: 
Ladd. 

AHRENS PvuBL. Co., INc.: Don Nichols. 

Atrk REDUCTION SALES Co.: John F. 
Callahan; G. Van Alstyne. 

AJAX FLEXIBLE COUPLING Co.: Wayne 
Belden. 

ALLAN & SON, A.: William T. Allan. 

ALLEGHENY LITHOGRAPH Corp.: E. 
W. Boynton. 

ALLEGHENY LUDLUM STEEL Corp.: C. 
B. Templeton. 

ALLEY & RicHARDs Co.: Harry M. 
Billerbeck; George A. Little. 

ALLING & Cory Co.: Howard Lewis; 
Forrest C. Lydic. 

ALLis Co., Louts: Van B. Hooper. 

ALLIS-CHALMERS MrcG. Co.: George J. 
Callos; A. F. McGraw; W. D. Shan- 
non. 

ALL-STEEL-Equip Co., INc.: B. G. 
Wiley. 

ALLWORK, RONALD. 


STAMPING Co.: James M. 


Ralph H. 
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The DeLaval Separator Co., 165 
Broadway, New York. (6) 

YounG, TRUMAN, Ass’t Adv. Mer., 
Pyrene Mfg. Co., 560 Belmont Ave., 
Newark, N. J. (11) 

Younc, V. R., Adv. Dept., Canadian 
General Elec. Co., Ltd., 212 King 
St., W., Toronto, Ont., Can. (14) 

Youncs, EARL R., Asst. Adv. Mgr., 
The Toledo Pipe Threading Machine 
Co., 1445 Summit St., Toledo. (13) 


Z 


*ZABRISKIE, RUSSELL J., Nat’l Adv. 
Megr., Newark Evening News, 217- 
221 Market St., Newark, N. J. (11) 

*ZELLNER, JOHN, Adv. Prom., Hodes- 
Daniel, Inc., 381 Fourth Ave., New 
York. (6) 

ZERWECK, CARL E., Graham Paper 
Co., 1014 Spruce St., St. Louis. (9) 

ZIEME, CARL H., Service Engineer, Re- 
public Rubber Div., Lee Tire & Rub- 
ber Corp., Youngstown, O. (10) 

ZISTEL, NorMA E., Adv. Megr., The 
American Crayon Co., 1706 Hayes 
Ave., Sandusky, O. (A) 

ZOLLNER, K. A., Adv. Mgr., Wickwire 
Spencer Steel Co., 500 Fifth Ave., 
New York. (6) 

*Zorn, E. W., Eastern Mer., Canadian 
Engineer Publications, 159 Craig 
St., W., Montreal, Que., Can. (17) 


Company Affiliations 


AMERICAN AIR FILTER Co.: J. R. Mc- 
Connell. 

AMERICAN BANKERS 
William R. Kuhns. 

AMERICAN CABINET HARDWARE CoO: 
Folke Engstrom. 

AMERICAN CHAIN & CABLE Co., INC.: 
Edward V. Creagh. 

AMERICAN CHEMICAL SOCIETY: 
lace F. Treaendly. 

AMERICAN CITY MAGAZINE CORP.: 
George S. Conover; Myron Mac- 
Leod. 

AMERICAN CRAYON Co.: (Miss) Norma 
E. Zistel. 

AMERICAN DISTRICT 
Charles E. Murphy. 

AMERICAN FLOOR SURFACING MACHINE 
Co.: L. F. Steele. 

AMERICAN FOUNDRY EQUIPMENT Co.: 
A. E. Lenhard. 

AMERICAN GAS FURNACE Co.: 
C. Cook. 

AMERICAN INSTITUTE OF ELECTRICAL 
ENGINEERS: Glenn H. Eddy. 

AMERICAN INSTITUTE OF MINING & 
METALLURGICAL ENGINEERS: Wheel- 
er Spackman. 

AMERICAN LAUNDRY MACHINERY Co.: 
R. C. Caine; George G. Rups. 

AMERICAN LOCOMOTIVE Co.: 
Downes. 

AMERICAN MACHINE & FouNpry Co.: 
R. G. Sutherin. 

AMERICAN METAL MARKET Co.: R. A. 
Langer. 
AMERICAN MINING CONGRESS: Russell 
C. Fleming; James E. Neary, Jr. 
AMERICAN MONO RaliL Co.: Edw. H. 
Doerger. 

AMERICAN PAINT JOURNAL Co.: A. F. 
Voss. 

AMERICAN PULLEY Co.: F. W. Spetell. 


ASSOCIATION : 


Wal- 


STEAM’ Co.: 


Elmer 


H. J. 





AMERICAN ROAD BUILDERS’ Asso.: 
Robert E. Harper. 

AMERICAN ROLLING MILL Co: P. J. 
Butler; Bennett Chapple; William 
E. McFee; Harry V. Mercer; R. M. 
Nelson. 

AMERICAN SCREW Co.: H. Mayoh. 

AMERICAN SOCIETY OF CIVIL ENGI- 
NEERS: W. L. Glenzing. 

AMERICAN SOCIETY FOR METALS: 
A. P. Ford; Chester L. Wells. 

AMERICAN SOCIETY OF MECHANICAL 
ENGINEERS: Glenn H. Eddy; Fred- 
erick Lask. 

AMERICAN STEEL & WIRE Co.: Wil- 
mer H. Cordes; W. S. Flad; Charles 
N. Schmidt; A. R. Teifeld. 

AMERICAN TAG Co.: W. J. Brown. 

AMERICAN TRADE PUBL. Co.: R. F. 
Shrope. 

ANACONDA COPPER MINING Co.: Jo- 
seph N. McDonald. 

ANACONDA WIRE & CABLE Co.: Wal- 
ter L. Funnell; E. F. Luna. 

ANCHOR Post FENCE Co: M. J. Dona- 
hue. 

ANDERSON ADVERTISING Co., J. W.: 
J. W. Anderson. 

ANDERSON Co., V. D.: 
Gleason, Jr. 

ANFENGER ADVERTISING AGENCY, INC.: 
Roy S. Lang. 

ANGUS COMPANY, INC.: 
Deily, Jr. 

APPLETON ELectric Co.: Carl A. 
Bloom. 

Arco Co: James J. Clarke. 

ARMCO DRAINAGE Propucts Asso.: W. 
H. Spindler. 

ARMCO INTERNATIONAL Corp.: R. A. 
Brayton. 
ARMSTRONG, 

Armstrong. 

ARMSTRONG CORK Co: 
nock. 

ArrIcK Co.: D. C. Arrick. 

ART-CRAFTS ENGRAVING Co.: J. M. 
Kaiser. 

ARTWIL COMPANY ADVERTISING, INC.: 
Arthur Bandman. 

ASHLEE PUBL. Co., INC.: 
Munn. 

ASSOCIATED BUSINESS PAPERS, INC.: 
Schuyler Hopper; Stanley A. 
Knisely; Rudolf R. Kopfmann. 

ASSOCIATED SCREEN NEws, LTp.: E. 
S. Roberts. 

ASSOCIATION OF IRON AND STEEL EN- 
GINEERS: James D. Kelly; James 
R. Scott. 

ATKINS & Co., E. C.: M. W. Dallas. 

ATLAS ENGRAVING Co: Joseph Porter. 

ATLAS LITHOGRAPHING Co.: H. B. 
Shute. 

ATLAS LUMNITE CEMENT Co.: Ger 
ald T. Haddock. 

ATLAS PowperR Co.: John Swenehart 

AUSTIN-WESTERN ROAD MACHINERY 
Co.: H. F. Barrows; R. G. Lune 

AuTocaR Co.: Robert F. Wood. 

AUTOMATIC TRANSPORTATION Co: Ex 
win L. Bertram. 


B 
Bascock & WILCOX Co.: 
Neighbors; W. E. Roth. 
Bacon, R. H. & Co: R. H. Bacon. 
BACON, RALPH W. 


William J. 


Charles H. 


GorDON, Co.: Gordon 


M. J. War- 


James C. 


Charles M 
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BADGER & BROWNING & HERSEY: O. 





E. G. Snow. 


BAILEY METER Co.: E. B. Bossart. 
BAKELITE CorP.: Robert J. Barbour; 


Allan Brown; Don Masson. 


BAKER & BAKER & Assoc., INc.: Earl 


E. Humphrey; Walter Morrison. 


BAKER & Co.: William A. Burnette. 
BAKER-ASHDOWN, LTp.: H. G. Ash- 


down. 


BAKER RAULANG Co.: W. M. MeMil- 


lan. 


BAKERS’ HELPER Co.: Paul E. Clis- 


sold. 


BALDWIN BELTING & LEATHER Co., 


INc.: Preston de G. Baldwin. 


BALDWIN-DUCKWORTH DiIv., CHAIN 


BELT Co.: A. T. Arnold. 


BALDWIN LOCOMOTIVE WoRKS: Mal- 


colm K. Wright. 


BALDWIN-SOUTHWARK DIv., BALDWIN 


LOCOMOTIVE WoRKS: Graham Rohrer. 


BaLL & ASSOCIATES, T. H.: Sanford 


W. Ball. 


BALZARI & STaFF, R. A.: R. A. Bal- 


zari. 


BARBER-COLMAN Co: M. R. Crossman; 


W. C. Galloway. 


BARNES Co., W. F. & JOHN: George 


R. Holt. 


BARNES CorP., JOHN S.: G. A. Mar- 


kuson. 


BARRETT Co.: A. L. Diederich, Jr. 
BARRY-WEHMILLER MACHINERY COoO.: 


Paul Wehmiller. 


BARTON Press, INC.: Caleb Higgins. 
BASFORD Co., G. M.: G. P. Kurtz, Wil- 


loughby S. Leech; Lawrence G. 
Malone; W. F. Mulhall; Edward S. 
Pattison; W. H. Schink; Gregory 
H. Starbuck; Roger L. Wensley. 


BassicK Co.: Ralph D. Mount. 
BATTEN, BARTON, DURSTINE & Os- 


BORN, INC.: George E. Bliss; (Mrs.) 
Mabel Potter Hanford; Alan D. 
Lehmann. 


BauscH & LOMB OPTICAL Co.: Ru- 


dolph Miller. 


BAXTER, W. R. E. 
Bay City SHOVELS, INc.: A. W. 


Reidinger. 


BAYLESS-KERR Co.: Walter Butcher; 


Horace D. Kerr. 


BEACON PAPER Co.: C. S. Lafferty. 
BEAUMONT, HELLER & SPERLING, INC.: 


tobert F. Heller; F. T. McDonough. 


BEAVERITE Propucts, INc.: Howard 


Wolff. 


Beck & WALL DISPLAYS: Jack Mce- 


Laughlin. 


BECKER, INC., WILLIAM H.: William 


H. Becker. 


SECKETT PAPER Co.: Dan M. Beckett. 
CEHEL & WALDIE: V. W. Behel, Jr. 
BELDEN ASSOCIATES: Frank E. Bel- 


den, 
NJAMIN ELECTRIC Mrc. Co.: Ru- 
lolf W. Staud. 


ENNETT & Co., INC., FRANK P.: 
Frank P. Bennett, III; Andrew A. 
Underwood. 


RNZOTT Stupios, A. J.: A. J. Bern- 
zott. 

ESSER Mrc. Co.: Jonathan J. Buzzell. 
est & Co., FRANK: Walter Taegan. 
2THLEHEM STEEL Co.: S. H. Yorks. 
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BIDDLE PRINTING Co., HOWARD: Wil- 
liam Walton Biddle, III. 

Biacs, INc., GEORGE B.: W. I. McCord. 

Buack & DecKEeR Mrc. Co.: J. F. 
Apsey, Jr. 

BLACKHAWK Mre. Co.: Ken W. Funk. 

BLANCHARD MACHINE Co.: H. A. 
Loudon. 

BLAW-KNox Co.: C. L. Byers; D. 
Clinton Grove; A. E. Hohman. 

BoDINE ELEctTRIC Co.: W. M. Yogerst. 

BOHNETT Co.: Walter R. Mason. 

BoRDEN METAL Propucts Co.: A. K. 
Borden. 

Boston GEAR WorkKs, INc.: Carl A. 
Henline. 

Boston NEws BurREAu: Arthur J. C. 
Underhill. 

Bott Co., ALFRED: Alfred E. Bott. 

BouRNE & ASSOCIATES, HENRY T.: 
Henry T. Bourne. 

BRADLEY WASH FOUNTAIN Co.: Gor- 
don Owen. 

BRAGDON, INC., JOHN C.: H. F. 
Reuter. 

BRAMSON PUBL. Co.: Roy T. Bram- 
son; Dwight H. Early; Irving 
Lesher, Jr. 

BRAND Stupios: L. L. Rice. 

Bray Co.: Len J. Bray. 

BRESKIN PuBL. Corp.: M. A. Olsen. 

BREUNICH, JOHN T. 

BREWER-CHILCOTE PAPER Co.: Carl F. 
Schultheis. 

BREWER-TITCHENER Corp.: W. A. 
Bruce. 

BREWER-WEEKS Co.: W. A. Brewer. 

“ahead MACHINE Co.: I. C. Law- 
ess. 

BRISTOL Co.: George P. Lonergan. 

BROEDER ADVERTISING AGENCY, CLIF- 
FORD F.: Clifford F. Broeder. 

BRooKE, SMITH & FRENCH, INC.: 
Charles W. Brooke; L. Grant Ham- 
ilton. 

BrRooKS ADVERTISING ART SERVICE: 
William Brooksbank. 

Brooks Co.: Barton J. Haggard. 

Bros BorteR & Mrec. Co., WILLIAM: 
Lowell H. Swenson. 

BROWN & BIGELOW Co.: Burt R. Phil- 
ips; Charles Weber. 

BROWN & SHARPE Mrc. Co.: John P. 
Burdick. 

BROWN INSTRUMENT Co.: J. F. Sul- 
livan. 

BRYANT E.ectric Co.: F. F. Herold. 

BRYANT PRESS, INC.: Anthony W. 
Marshall. 

BucHAN LOOsE LEAF REcoRDs Co.: 
George H. Buchan; Edwin G. Han- 
sen; R. A. Stewart; Ernest A. 
Thesieres. 

BUCHANAN & Co., INc.: F. E. Adams; 
Frederick W. Apgar. 

BucHEN Co.: W. R. Ceperly; Leon 
Morgan; Howard W. Rose; Henry 
W. Tymick. 

BucKERIDGE & ASSOCIATES, J. O.: 
Archer L. Bogue. 

BUCKLEY, DEMENT & Co.: Homer J. 
Buckley. 

BUCKLEY ORGANIZATION, EARLE A.: 
Earle A. Buckley. 

Bucyrkus-ErRIE Co.: Arnold J. An- 
drews; F. O. Wyse. 

Bupa Co.: Howard H. Cohenour. 


BUFFALO FouNDRY & MACHINE Co.: 
Lambert J. Wischerath. 

BUILDING PrRopucTs, LTpD.: E. A. 
Woodward. 

BUILDING WITNESS PUBL. Co.: C. E. 
O’Brien. 

BuLL Doc ELeEctTrRIc Propucts Co.: 
E. R. Dunn. 

BULLARD Co.: R. C. Bullard. 

BuRBANK & Co., S. H.: Frank C. 
Goldner. 

BURLEC, LTp.: L. E. Messinger. 

BURNDY ENGINEERING Co.: Ted Grav- 
enson. 

BUSINESS PUBLISHERS INTERNATIONAL 
Corp: John Abbink. 

BUSSMANN Mrc. Co.: H. von P. 
Thomas. 

BUTTENHEIM-DIx PUBL. CorP.: Don- 
ald V. Buttenheim. 

Byers Co., A. M.: G. B. Cushing; T. 
C. Winans. 

BYERS MACHINE Co.: E. T. Geddes. 


Cc 


CALDWELL-BAKER Co.: Howard C. 
Caldwell. 

CALIFORNIA CORRUGATED CULVERT Co.: 
R. T. Reinhardt. 

CANADA CEMENT Co., Ltp.: G. J. 
Samson; Harry S. Van Scoyoc. 
CANADA PRINTING REVIEW Co., LTD.: 

L. C. Hazelton. 
CANADA STARCH Co., Ltp.: Harold 
E. ‘Stephenson. 
CANADIAN ENGINEER PUBLICATIONS: 
A. E. Jennings; E. W. Zorn. 
CANADIAN ENGINEERING PUBLICA- 
TIONS, Ltp.: N. E. D. Sheppard. 
CANADIAN FAIRBANKS - MORSE Co., 
Ltp.: John O. Pitt. 
CANADIAN GENERAL ELEcTRIC Co., 
Ltp.: L. B. Hicks; V. R. Young. 
CANADIAN INDUSTRIES, LTp.: B. W. 
Keightley; D. W. Kelley. 

CANADIAN INGERSOLL-RAND Co., LTD.: 
F. A. McLean; H. G. Soper. 

CANADIAN JOHNS-MANVILLE Co., LTD.: 
H. A. Kayes. 

CANADIAN LINE MATERIALS, LTD.: 
George Clark. 

CANADIAN LiquiD AIR Co., LtpD.: Er- 
nest Harris. 

CANADIAN MANUFACTURERS’ Asso.: D. 
B. Gillies. 

CANADIAN WESTINGHOUSE Co., LTD.: 
John A. M. Galilee. 

CANTON ENGRAVING & ELECTRO. Co.: 
Knight Stemler. 

CARBOLOY Co., INc.: T. D. Emerson; 
E. C. Howell. 

CARBORUNDUM Co.: Francis D. Bow- 
man. 

CAREY Co., Puiuip: C. D. Easton. 

CARNEGIE - ILLINOIS STEEL CORP.: 
Francis Juraschek; G. Reed 
Schreiner. 

CARPENTER ADv. Co.: Harm White. 

CARPENTER STEEL Co.: Frank R. 
Palmer. 

CARRIER CorP.: Walter A. Bowe. 

CARTER CARBURETOR CorP.: Charles 
W. Bolan. 

CARTER-THOMSON Co.: George Miller. 

CasE-Hoyt Co.: Albert D. Perry. 

CASE -SHEPPERD- MANN PUBL. CoO.: 
Walter H. Fredericks; Alfred J. 
Houghton; Karl M. Mann. 
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CaSsIER Co., Ltp., Louis: Gerald 
King. 
CATERPILLAR TRACTOR CoO.: 
Fahey; G. W. Monfort. 
CAXTON Co.: R. E. Bandelow; Edgar 
S. Hall. 

CENTRAL ELECTROTYPE Co.: Frank P. 
Herbert. 

CENTRAL Founpry Co.: C. W. Stack- 
house. 

CENTRAL OHIO PAPER Co.: A. J. Kin- 
near. 

CENTURY ELECTRIC Co.: 
Imes; Anthony Neher. 

CHAIN BELT Co.: George Herberv 
Pfeifer. 

CHAMPION PAPER & FiBReE Co.: Frank 
Gerhart; Alexander Thomson, Jr. 
CHANCE Co., A. B.: H. A. Houston. 
CHANDLER-Boyp Co.: William F. 

Viehman, Jr. 
CHAPIN PuBL. Co.: Frank R. Cook. 
CHATFIELD & Woops Co. or Pa.: D. 
J. Coullie; W. F. Doyle. 
CHERRY-BURRELL CorP.: W. 
Ewen. 

CHICAGO BripGE & IRON Co.: Milo E. 
Smith. 

CHICAGO MOLDED PrRopUCTS CORP.: 
John Bachner; H. D. Payne. 

CHILTON Co.: Charles S. Baur; A. 
R. Eckel; E. E. Elder; Will J. Fed- 
dery; Emerson Findley; W. J. Fitz- 
gerald; Joseph Geschelin; George 
H. Griffiths; Joseph S. Hildreth; H. 
K. Hottenstein; John Hoole; H. E. 
Leonard; Peirce Lewis; Chester H. 
Ober; W. B. Robinson; William F. 
Sherman; Dwight C. Warren. 

CuirurG Co., JAMES THOMAS: J. T. 
Chirurg; George A. Frye. 

CINCINNATI BiIcKForD Toot Co.: R. N. 
Piper. 

CINCINNATI CORDAGE & PAPER Co.: 
Isaac C. Moermond. 

CINCINNATI GAS & ELEcTRIC Co.: 
Kenneth Magers. 
CINCINNATI MILLING MACHINE Co.: 
Henry Dods; Charles M. Reesey. 
CINCINNATI PROCESS ENGRAVING Co.: 
Fred W. Meyer. 

CINCINNATI SHAPER Co.: A. G. Baum- 
gartner. 

CINCINNATI Toot Co.: J. A. Gardner. 

CLARK CONTROLLER Co.: Ernest C. 
Roberts. 

CLARK Mrs. Co., J. L.: W. R. Frank- 
lin. 

CLARK PUBL. Co.: 
M. Smith. 

CLARK EQUIPMENT Co.: 
Clark. 

CLEAVER-BROOKS CO.: 
Meneilley. 

CLEVELAND AUTOMATIC MACHINE Co.: 
G. V. Patrick. 

CLEVELAND CRANE & ENGINEERING 
Co.: C. L. Peterson. 

CLEVELAND PNEUMATIC Too. Co.: E. 
L. Oldham. 

CLEVELAND Rock Dritt Co.: E. L. 
Oldham. 

CLEVELAND TRACTOR Co.: 


tT. W. 


Oliver S. 


R. Me- 


Roy Carey; Junius 
Ezra W. 


William H. 


Steve C. 


Brown. 

CLEVELAND TWIst DriILt Co.: George 
E. Corey. 

CLIMAX MOLYBDENUM Co.: A. K. 
West. 
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CLOVER Mrc. Co.: James R. White. 

COCHRANE Corp.: S. D. Distelhorst. 

COLGATE-PALMOLIVE-PEET Co.: Har- 
old G. Karn. 

CoLLins Mrc. Co., A. M.: (Miss) Mil- 
dred Poehlmann. 

COLLINS, WM. HoweEs. 

COLMAN Co.: Niles Colman. 

COLONY Press: Thomas J. Devery. 

COLUMBIA ALKALI Corp.: H. L. 
Poulton. 

COLUMBIA STEEL Co.: H. J. Bennett; 
Harold Coffin; Norbert Nolan. 

COMBUSTION ENGINEERING Co., INC.: 
Charles McDonough; Everitt Mitch- 
ell. 

COMBUSTION PUBL. Co.: 
Acheson. 

COMMERCIAL ADVERTISING AGENCY, 
Inc.: W. I. Brockson; E. A. Geb- 
hardt. 

COMMERCIAL LETTER, INC.: 
Lehleitner. 

COMPLETE SERVICE PuBL. Co.: D. R. 
Egbert. 

COMPRESSED AIR MAGAZINE Co.: J. F. 
Kenney; J. Wilson Young. 

CONCRETE PUBL. Co.: Louis Brookman, 
Jr. 

CONOVER-MAST CorP.: Harvey Con- 
over; H. E. Gaillard; Richard C. 
Grove; A. J. Kaiser; B. P. Mast; 
A. M. Morse, Jr.; Joseph Mehr; 
Richard T. Roney; Stanley J. 
Smith; Edward M. Stanley; Lloyd 
Willoughby. 

CONSTRUCTION DIGEST: Fred G. 
Johnston; George C. Stewart. 

CONSTRUCTION NEWS: Ray Metzger. 

CONTAINER CORP. OF AMERICA: M. 
Gaukerud; Edgerton A. Throck- 
morton. 

CONTINENTAL-DIAMOND FIBRE Co.: 
Nelson W. Sieber. 

CONTINENTAL STEEL CORP.: 
DeLo. 

CONTINENTAL SuppPLy Co.: Carl D. 
McWade. 

CONTRACTOR PuBL. Co.: Richard C. 
Mertz. 

CO-OPERATIVE DISPLAYS, INC.: J. E. 
Baxter. 

COOPER-BESSEMER CorP.: E. R. Bon- 
nist. 

COPIFYER LITHOGRAPH Co.: Jack C. 
Bell. 

COPPERWELD STEEL Co.: Walter B. 
Connor, Edmund D. Kennedy, 
George Sowash. 

CorBIn, P & F: Andrew J. Sataline. 

CORNELL-DUBLIER CorP.: William G. 
Many. 

CORNELL UNIVERSITY: Harry J. Lo- 
berg. 

CORRIGAN ADV. AGENCY, C. A.: Car- 
roll H. Cook; C. A. Corrigan. ~ 

CRAFTS, EDWARD F. 

CRAFTSMAN PRINTING Co.: O. J. Doss- 
man. 

CRAIG, ADVERTISING, JOHN GILBERT: 
J. G. Craig. 

CRAMER-KRASSETT Co.: M. 
man; T. C. Du Mond. 

CRANE Co.: H. H. Simmons; W. Lane 
Witt. 

CRANE, Ltp.: A. P. Darcel. 

CREAMERY PACKAGE Merc. Co.: Fred 
G. Jones. 


H. Stuart 


G. J. 


J. A. 


R. Cross- 





CROCKER-MCELWAIN Co.: Edson §S. 
Dunbar. 

CROCKER-WHEELER ELEC. MFc. Co.: 
Nicholas Gassaway. 

CROMPTON & KNOWLES LOOM WoORKs: 
John Richardson. 

CrousE-HINDs Co.: F. Ware Clary. 

CROWN CorK & SEAL Co.: N. D. 
Grasty. 

CRUCIBLE STEEL Co. OF AMERICA: 
Gordon Tuthill. 


CRYSTAL TISSUE Co.: Richard E. 
King. 

CUNNINGHAM Co., M. E.: Franklin 
Speicher. 


CUMMINGS, BRAND & McCPHERSON 
Apv. AGENCY: A. B. Brand. 

CUMMINS ENGINE Co.: F. W. Sparks. 

CUNO ENGINEERING CorpP.: C. H. 
Winslow. 

Curtis LIGHTING Co. OF CANADA, 
Ltp.: H. L. Wright. 

CURTIS PNEUMATIC MACHINERY Co.: 
L. C. Blake. 

CurTIs-Way Co., INC.: 
Eaton. 

CurTiss, INC., SPENCER W.: Spencer 
W. Curtiss. 

CUTLER-HAMMER, INC.: L. P. Niessen. 


D 


DaILy COMMERCIAL NEws, LTp.: M. T. 
Horning; E. J. L. Stinson. 

Davies & McKInney: A. J. Davies. 

Davis-Lisson, Ltp.: Leonard Davis. 

Davis Press, INC.: Rae M. Spencer. 

DAVIS REGULATOR Co.: R. A. Peterson. 

Dayton Pump & Mrc. Co.: Harry 
Rothermel. 

DAYTON RuBBER Mrc. Co.: Jack Her- 
shey; Ray L. Wetzel. 

Deere & Co.: H. M. Railsback. 

DELAVAL SEPARATOR Co.: Ralph L. 
Young. 

De.tta Mrc. Co.: Walter E. Schutz; 
James Tate. 

DEMING Co.: L. H. Taylor. 


Elmer K. 


DENVER EQUIPMENT Co.: John N. 
Cronk. 

DetroIT EpIson Co.: Robert L. 
Greene. 


Detroit REx Propucts Co.: George 
W. Walter. 

D’EVELYN & WapDSWORTH, INc.: Nor- 
man F. D’Evelyn. 


De VitBiss Co.: Emil Frey; Ben 
Gardner. 
DEVoORN Di1spLAy Corp.: Arthur C 


DeVorn. 

DEWALT Propucts Corp.: Harry W 
Fortey. 

DIAMOND CHAIN & Mrs. Co.: H. L. 
Martin. 
DIAMOND STATE FiBReE Co. oF CANA 
pA: A. G. Ballard. 
DICKIE-RAYMOND, INC.: 
Leason. 

DrexL Mrc. Co.: Harold W. Kloth. 

DIESEL PUBLICATIONS, INc.: William 
J. Gibson. 

Dit & Coruins Co.: W. R. Kort 
Kamp. 

Dit. Mrc. Co.: A. A. Sump. 

Direct Matt Service Co.: Harry |. 
Berle; I. H. Bloom; Morris Linton 

DispLaAy Stupios, INnc.: Glenn H. 
Wegele. 


Edwin E 
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Disston & Sons, INc., HENRY: Wal- 
ter H. Gebhart. 

DirzLerR Coutor Co.: Lloyd R. Vivian. 

Drxr—E CONTRACTOR, INC.: Roy L. Kerr. 

DOBECKMAN Co.: J. M. Cowan, W. E. 
Heibel. 

DopGcE Corp., F. W.: Leslie G. Ander- 
son; Homer Andrews; A. D. Becker, 
Louis A. Cleaver; Arthur G. Elk- 
ington; E. T. Eyler; Roy J. Hard; 
Moses King; George H. Partridge; 
Judd Payne; Claude B. Riemersma; 
H. F. Thomas; Thomas A. Tred- 
well; Chauncey L. Williams; John 
M. Williams. 

DopcE Mrc. Corp.: W. W. French. 

DOLE VALVE Co.: Stuart G. Phillips. 

DoLtpeH Co., JOHN C.: James A. Mor- 
an. 

DOMESTIC ENGINEERING Co.: J. U. 
Farley; Alfred T. Papineau; R. V. 
Sawhill. 

DOMINION ENGINEERING Co., LTp.: C. 
F. Davis. 

DOMINION OXYGEN Co., Ltp.: Donald 
N. Griffiths. 

DONAHUE & Cog, INc.: Rufus Choate. 

DONNELLEY Co., LEE: Lee E. Don- 
nelley; Jack Higgins; Gene P. 
Robers. 

DONOVAN-ARMSTRONG: H. M. Dono- 
van. 

Dorr Co., INc.: Anthony Anable. 

DosiE & JOHNSON Co.: Elmer L. Stein. 

DOWNINGTON IRON WoRrRKsS: Ashmore 
C. Johnson. 

DOYLE, KITCHEN & McCorRMICK, INC.: 
Harry B. Doyle; George C. Taylor. 

DoZIER-GRAHAM-EASTMAN: Samuel C. 
Eastman. 

DRAPER CoRP.: William H. Chase. 

Dravo Corp.: F. C. Cole. 

Dresser Mrc. Co.: H. K. Ducody. 

DressER Mrc. Co., Lrp., D. B. Me- 
Williams. 

>on Co.: (Miss) G. V. Cor- 
ett. 

DurF-NoRTON Mrc. Co.: W. I. Floyd. 

DuMoreE Co.: R. L. Hamilton. 

DuN & BRADSTREET, INC.: 
Daych. 

DUNHAM Co., Ltp., C. A.: Donald Mc- 
Crimmon. 

DuPont De Nemours & Co., E. I.: R. 
A. Applegate; R. T. Ellis; Edward 
J. Pechin. 

DUREZ PLasTics & CHEMICALS, INC.: 
H. S. Spencer. 

DURIRON Co., INc.: Dwight Spofford. 

Duro METAL Propucts Co.: Earl L. 
Koberg. 

YER & Co., R. C.: R. C. Dyer. 


E 
bY, Hyatt: L. H. Eby. 
LIPSE AVIATION DIv. OF BENDIX 
AVIATION Corp.: Sidney H. Web- 
ster. 
ONOMICS LABORATORY, INC.: S. A. 
Osborn. 
ONOMY FusE & Mrc. Co.: A. L. 
Eustice. 
ONOMY Pumps, INc.: E. R. Schorr. 
‘DY Press Corp.: Homer B. Kline; 
Julius Schmidt. 
ELMANN & Co., E.: 
Kain. 





H. C. 


Seymour S. 
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EpIson, INc., THomas A.: K. W. 
Bailey; E. P. Cramer. 


EDISON INDUSTRIES, INC., THOMAS A.: 
John F. Coakley. 

EDWARD VALVE & Mrs. Co., INc.: W. 
F. Crawford. 

Epwarps & Co.: C. W. Bostrom, Jr. 

EHLINGER ADVERTISING, INC., STAN- 
LEY J.: Stanley J. Ehlinger. 

EIGEN, DAVID. 

Evastic Stop Nut Corp.: Clayton E. 
Ellis. 

ELECTRIC FURNACE Co.: A. E. Wright. 

ELECTRIC SERVICE SUPPLIES Co.: L. B. 
Gawthorp. 

ELECTRICAL PUBLICATIONS, INC.: C. 
Wm. Cleworth. 

ELuLioTT Co.: C. W. Kalbfus. 


ELLIOTT COMPANY, Roy: Roy D. 
Elliott. 

ELWELL-PARKER ELEC. Co.: C. B. 
Cook. 


ENGLISH ELECTRIC Co. OF CANADA, 
Ltp.: E. C. Perley. 

ENSIGN ADVERTISING AGENCY: Wil- 
liam C. Arther. 

EQUIPMENT DIGEST PUBL. Co.: Brad- 
ley R. Baker; F. O. Rice; J. H. 
Robison. 

ERIE RAILROAD: C. C. Howard. 

ESPIE PRINTING Co., Ltp.: Robert Es- 
pie. 

EsseExX ENGRAVING Co.: Frank Mil- 
bauer. 

ETHYL GASOLINE Corp.: R. B. Weston. 

EVANS ASSOCIATES, INC.: W. H. Ev- 
ans. 

EVENING NEWS PUwuBL. Co.: Russell J. 
Zabriskie. 

Ex-CeELL-O Corp.: H. L. Joseph Hum- 
phrey. 


F 


FABER, INC., A. W.: Harry Bittman. 

Facts CONSOLIDATED: A. B. Mueller. 

FAFNIR BEARING Co.: P. F. Bannister; 
Donald M. Davidson. 

FAIRBAIRN ADVERTISING, JOHN B.: 
John B. Fairbairn. 

FAIRBANKS, Morse & Co.: Harry Neal 
Baum. 

FALK Corp.: L. H. Billing. 

FALSTROM Co.: Clifford F. Lindholm; 
Harry Schlyen. 

FANSTEEL METALLURGICAL CorP.: Al- 
lan L. Percy. 

FARREL-BIRMINGHAM Co., INC.: T. V. 
Busk. 

FEDERAL ADVERTISING AGENCY, INC.: 
Gilbert H. Williams. 

FEDERAL Motor Truck Co.: Franklin 
A. Johns. 

FEDERAL PropucTs Corp.: I. A. Hunt. 

FELLOWS GEAR SHAPER CO.: Douglas 
T. Hamilton. 

FENSHOLT Co.: Norman D. Buehling. 


FERRANTI ELECTRIC, LTp.: G. A. 
Brace; H. G. Dighton. 

Ferry - HANLY COMPANY: William 
Grimm. 

FISCHER EXuHIBiTs, INC.: Franklyn 
Fischer. 


FISHER-GOVERNOR Co.: John J. Mul- 
len, Jr.; W. N. Whitehill. 


FISHER SCIENTIFIC Co.: Howard 
Draving. 
FisKE Bros. REFINING Co.: J. J. 


White. 


FLINTKOTE Co.: Kenneth E. Moore. 

Focc, WALTER §. 

FouLTz-WESSINGER, INC.: Frederick S. 
Foltz; Lewis H. Wessinger. 

Foote-Burt Co.: M. C. Wickham. 

ForBes LITHOGRAPHING Co.: M. D. 
Penny. 

ForBEs Pus. Co.: Frank H. Burns. 

Forp SALEs Co., J. B.: T. S. Blair. 

FORESMAN ASSOCIATES: Donald B. 
Foresman. 

Forest City BOOKBINDING Co.: Fred 
H. Vlach. 

Fort Pitt STEEL CASTING Co.: T. F. 
Dorsey. 

Foster & Davies, INc.: W. K. Coch- 
Tane. 

Foster Co., L. B.: J. H. Waxman. 

FosTER WHEELER Corp.: Frank Page. 

FOWLER BECKER PUBL. Co., INC.: Leod 
D. Becker. 

Fox & MACKENZIE: W. A. Fox. 

Foxsoro Co.: Edward S. Lawson. 

FRASER PuBL. Co.: Melville J. An- 
drews; George E. Fraser. 

FrassE & Co., INc., PETER A.: Ber- 
nard Dolan. 

FREIGHTWAYsS, INC.: Gordon Grant. 

FRENCH & ASSOCIATES, OAKLEIGH R.: 
K. J. Bayer; Hans G. Bloch; O. R. 
French; C. S. Pangman. 

FREYSTADT ASSOCIATES, INC., E. M.: 
Everett M. Freystadt. 


Frick Co.: Terry Mitchell. 
Fritz PusBLicaTIons, Inc.: A. S. 
Dowd. 


Frost STEEL & Wire Co., Lrp.: L. H. 
Doering. 

FuLLerR & SmitH & Ross, INc.: Rob- 
ert E. Allen; Allen L. Billingsley; 
H. P. Forrester; Donald L. Hague; 
Archie H. Knapp; Ralph Leaven- 
worth; F. A. Lyman; E. J. Martin. 

FULTON SYLPHON Co.: Edward D. 
Rogers. 

G 


GAGE PusBL. Co.: L. C. Bassett; L. C. 
Fletcher; John J. Milligan; Louis 
J. Perrottet; Al Rose. 

GALLAND-HENNING Mrc. Co.: C. E. 
Werner. 

GARDNER ADVERTISING Co.: E. A. W. 
Schulenburg. 

GARDNER DispLAys Co.: William M. 
Gardner. 

GARDNER PUBLICATIONS, INC.: Robert 
E. Ahrensdorf; Granville M. Fill- 
more; Gene Schwarber. 

GARRISON MACHINE WorKS, INC.: R. 
P. Garrison. 

GATHMANN ENGINEERING Co.: (Mrs.) 
Francis P. Kennedy. 

CHESTER A. GAUSS. 

GEARE-MARSTON, INC.: John E. Roo- 
ney. 

Geppes & Assoc., R. S.: Harold D. 
Myers. 

GENERAL ELeEctTrIc Co.: C. A. Binns; 
B. E. Burrell; Andrew Doremus; 
W. V. Merrihue; H. E. Merrill; P. 
C. Sowersby. 

GENERAL ELEcTRIC X-Ray Corp.: W. 
D. Crelley. 

GENERAL FIREPROOFING Co.: W. S. 
Miller; W. H. Schafer. 

GENERAL PRINTING INK Co.: Herbert 
Kaufman. 

GENERAL Rapi0 Co.: John M. Clayton. 
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GENERAL RAILWAY SIGNAL Co.: Albert 
G. Moore. 

GEREKE-ALLEN CARTON Co.: Edward 
G. Gereke. 

Griesons, Ltp., J. J.: A. Houghton. 

Gripes BoARDTILE CorPp.: Benjamin M. 
Wolberg. 

Gipson & PerRtn Co.: Charles S. 
Marsh. 

G1BsoNn PuBL. Co.: David B. Gibson. 

GILCHRIST-WRIGHT, Ltp.: Alex. Gil- 
christ. 

GILLETTE PuBL. Co.: J. M. Angell, Jr.; 
Bert C. Brumm; Edward S. Gil- 
lette. 





GILMAN, Inc., A. S.: Harold E. 
Thompson. 

Giumer Co., L. H.: H. W. Weihen- 
mayer, Jr. 


GISHOLT MACHINE Co.: Jackson 
Hazlewood. 

GITHENS-SonL Corp.: Frank B. Sohl. 

GITTINS ADVERTISING, Bert S.: James 
M. Costello. 

GLosBe Horst Co.: Argus Leidy. 

GuLosBe-UNIon, INc.: J. O. Ferch. 

GoopALL RUBBER Co.: J. Mack Never- 
gole. 

Goopricu RuspsBer Co., B. F.: H. E. 
VanPetten. 

GorRTON MACHINE Co., GEORGE: 
George Gorton, III. 

GouLps Pumps, INnc.: G. W. Cramer. 

GRAHAM Paper Co.: Carl E. Zerweck. 

GRAPHIC ARTS ENGRAVING Co.: Wil- 
liam L. Sharp. 

GRAVER TANK & Mrs. Co., INc.: Har- 
vey W. Blankenship, Jr. 

Gray & ASSOCIATES, CHARLES M.: 
Charles M. Gray; Charles J. 
Shower. 

Gray, INc., Russet, T.: J. R. Arm- 
strong; Waldo G. Schnell; Harvey 
A. Scribner. 

GRAYBAR E.ectric Co., INc.: Edwin 
Lex Bacon; K. B. Hopkins. 

GREENFIELD Tap & Dre Corp.: Ray- 
mond C. Helbig; Gene Tunney. 

GREENELEE Bros. & Co.: Roscoe E. 
Brightup; G. O. Fossler. 

GRINNELL Co., INc.: L. F. Cashen; 
Harry A. Keene. 

GRISWOLD-ESHLEMAN Co.: Kenneth 
W. Akers; Lee Canfield; Strand 
Galey; Lee Merkel; Earl R. Preble; 
Richard W. Smith; Kenyon Steven- 
son. 

Grose Co., W. J.: W. J. Grose. 

GUARDIAN ELEcTRIC Mrc. Co.: John J. 
Rowell. 

GuuLr Or Corp.: J. A. Burgess; W. 
Marshall Hamilton; W. R. Huber; 
W. C. Kernahan. 

GuLF PusL. Co.: R. L. Dudley; H. G. 
Fitzpatrick; D. C. Lance; Dick 
Swinsky; Charles A. Wardley. 

Gump Co., B. F.: Ralph E. Williams. 

GUTTA PERCHA PAINT & RUBBER, 
Ltp.: E. J. Hayes. 


H 
HAASE Co., INc., WILBERT W.: Sid- 
ney L. Schultz. 
HADLEY Co.: Harold Rosenquist. 
HAGAN Corp.: H. A. Bergquist. 
Hacstrom Co., INt.: A. G. Hagstrom. 


120 


HAIRE BUSINESS PUBLICATIONS, INC.: 
David W. Grimes. 

HAIRE PuBL. Co.: John J. Whelan. 

HAMILTON Apv. AGENCY, J. R.: S. T. 
Claflin; John J. Lawler. 

HAMILTON BRIDGE Co., LTp.: Vernon 
Phillips. 

HAMILTON Mrc. Co.: J. W. Christen- 
sen. 

HAMMOND MACHINERY BUILDERS, 
Inc.: R. D. Hawkins. 

HANDY & HARMAN: F. T. Van Syckel. 

HARDWARE WorRLD Corp.: George C. 
Eyland. 

HARNISCHFEGER CorP.: Edward T. 
Slackford. 

HARRIS-SEYBOLD-PoTTER Co.: Louis R. 
Beck. 

HARSHAW CHEMICAL Co.: E. J. Whit- 
aker. 

HART, THOMAS A. 

Hart Co., W. M.: William M. Hart. 

HASKINS Co., R. G.: P. M. Gardanier. 

HATCH ADVERTISING, G. E.: George E. 
Hatch. 

HATHEN Stupios: Stanley Hathen. 

HAvEeG Corp.: Nelson W. Sieber. 

Hays Corp.: Frederic I. Lackens. 

HAZARD ADVERTISING AGENCY: Her- 
bert Peck. 

H-B INSTRUMENT Co.: Norman E. 
McKinney. 

HEALD MACHINE Co.: Lewis A. Hast- 
ings. 

HEATING ENGINEERS: Gordon Wil- 
liams. 

Heit Co.: H. F. Pugh. 

HEINN Co.: Harry Ehman. 

HERCULES PowpDER Co.: Montgomery 
R. Budd; Theodore Marvin. 

HERMAN & Co.: Lewis Herman. 

Hetrrick Mrc. Co.: William Sergen. 

Hevi Duty E.ectric Co.: Arthur H. 
Oberndorfer. 

Hewitt RuspsBer Corp.: H. B. Urtel. 

HeYL & PATTERSON, INc.: J. H. Wax- 
man. 

HEYMAN Mrc. Co.: Horace W. Hey- 
man, 

HICKERSON, INc., J. M.: J. M. Hicker- 
son. 

Hitt & KNOWLTON: Leonard H. 
Church; Don Knowlton. 

Hitt Co., INnc., ALBERT P.: Edgar 
D. Mason. 

HILL Co., W. S.: Vinton H. McClure; 
Allen K. Shenk. 

HINDE & DaucH PAPER Co.: P. C. 
Meelfeld. 

HINEs Pusu. Co., J. S.: 
Rochie. 

HINTERLEITNER, ERNEST, J. 

Hitcucock Pusu. Co.: Warren Hoff- 
man; Robert C. Van Kampen. 

HopeEs-DANIEL, INC.: John Zellner. 

Hopces & Sons, Inc., W. FRANKLIN: 
Samuel W. Hodges. 

Hoept Stupios, Inc., W. H.: Harry E. 
G. Munch. 

HoeFLicn & LysTer: Alan P. Lyster. 

HOLDEN, GRAHAM & CLARK, INc.: Lan- 
sing Moore. 

HOLLINGSHEAD & Co., R. M.: Wm. F. 
Plowfield. 

HOME CRAFTSMAN PUBL. CorpP.: Henry 
B. Burnett. 


B. N. De 


HOMESTEAD VALVE Mrc. Co.: Elliott 
G. Johnson. 

HopkKIns, J. R. 

Horn, CRONE, Horn, INc.: A. Nelson 
Horn. 

HORNER, LEONARD S. 

HORTON-NOYES Co.: Raymond C. R. 
Noren; Frederick C. Noyes. 

HOTSTREAM HEATER Co.: O. A. Reiter. 

HouGHTON Co., E. F.: Douglas C. 
Miner. 

Howe Co., C. E.: B. D. Jacquette. 

HowES PuBL, Co.: A. P. Howes. 

Hoyt Co., INc., CHARLES W.: Doug- 
las Coutlee; James L. Hamar, Jr.; 
E. T. Nettleton. 

HvuBBARD & Co.: Norman E. Sharp. 

HUBERT-ADVERTISING COUNSEL, F. B.: 
F. B. Hubert. 

HvuesscH Mrc. Co.: H. A. Brown. 

HuGHEs Co., Inc., F. A.: F. A. 
Hughes. 

HUMBERT & JONES: Ralph C. Jones. 

HuNT Co., ROBERT W.: Robert N. Mac- 
alister. 

HUNTER- HARTMAN Corp.: A. R. 
Kloos. 

HUTCHINS ADVERTISING Co., INC.: F. 
Irving Hutchins. 

HYATT BEARINGS DIVISION OF GEN- 
ERAL Motors SALES Corp.: Harry 
M. Carroll. 

HYGRADE SYLVANIA Corp.: J. R. Duf- 
fy; John Holland. 


IDEAL COMMUTATOR DRESSER CO.: 
Paul Froeb. 

IDEAL LETTER SERVICE: C. E. Ritter- 
holz. 

ILES-AYARS PUBL. Co., INc.: John D. 
Bowler. 

ILLINOIS DEVELOPMENT COUNCIL: Mil- 
burn P. Akers. 

ILLINOIS TESTING LABORATORIES, INC.: 
M. D. Pugh. 

IMPLEMENT RECORD: 
dock. 

INDEPENDENT PNEUMATIC Too. Co.: 
C. N. Kirchner. 

INpusco, INc.: Delbert Johnson. 

INDUSTRIAL ADVERTISING AGENCY, 
Ltp.: G. M. Smith. 

INDUSTRIAL GLOVES Co.: E. W. Beatty. 

INDUSTRIAL PHOTO-ENGRAVING Co.: 
Howard Dykman. 

INDUSTRIAL PRESS: Dwight Cook; Ed- 
ward K. Hammond; W. E. Robin- 
son; Clifford Strock. 

INDUSTRIAL PuBL. Co.: Jack Weiss. 

INDUSTRIAL TAPE Corp.: W. E. Myers. 

INGERSOLL MILLING MACHINE Co.: G. 
E. Howard. 

INGERSOLL-RAND Co.: William C. 
Cash; Linwood H. Geyer; Warren 
M. Hackenburg; A. W. Loomis; G. 
W. Morrison. 

INLAND STEEL Co.: Keith J. Evans. 

INsto GAs Corp.: Henry F. Belcher 

INTERCHEMICAL CorP.: George Wel} 

INTERNATIONAL BALSA CorP.: Samu 
E. Gold. 

INTERNATIONAL BUSINESS MACHINE 
Corp.: Arch Davis; Frederick W 
Nichol; Thomas J. Watson. 

INTERNATIONAL FILTER Co.: O. A. Di 
Celle; John D. Frankel. 

INTERNATIONAL NICKEL Co., INC 
Kenneth Henderson; Harold La 


Osgood Mur- 
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sen; T. J. Lindley; Robert L. 
Lloyd; W. C. Nettleton; M. J. Phil- 
lips; R. A. Wheeler. 

[NTERSTATE SANITATION Co.: Allen T. 
Rooch. 

IRON City PHOTO ENGRAVING Co.: 
Ambrose Eves, Jr. 

IRON FIREMAN Co.: R. E. Gunn. 

IRVINGTON VARNISH & INSULATOR Co.: 
Harry D. D’Almaine. 

ISLAND CREEK COAL SALES Co.: T. A. 
Day. 





J 


JAAP-ORR Co.: Harry C. Jaap; L. P. 
Orr. 

Jacosps Co., FRANK D.: Edw. C. Ma- 
gee. 

JAEGER MACHINE Co.: O. G. Mandt. 

JAHN & OLLIER ENGRAVING Co.: Louis 
Edward Wise. 

JAPHA, FRANK G. 

JaQua Co.: Chester A. Jaqua. 

Jarvis Co., CHARLES L.: R. Wetzel. 

JEFFREY Mra. Co.: J. X. Farrar. 

JENICK ENGINEERING LABORATORIES, 
STEPHEN: W. E. Puddock. 

JENKINS ADVERTISING AGENCIES, WIL- 
LIAM: William Jenkins. 

JENKINS Bros: C. C. Chamberlain. 

Jewett ArT SERVICE: Mort P. Rob- 
ertson. 

JOHNS-MANVILLE SALES CorpP.: Wil- 
liam J. McKeon; Edward A. Phoe- 
nix; Gordon F. Price. 

JOHNSON ADV. AGENCY, GROVER J.: 
Grover J. Johnson. 

ae BRONZE Co.: Eugene Scan- 
on. 

JOHNSON SERVICE Co.: Rex Vernon. 

JOHNSTON Co., WILLIAM G.: Edward 
H. Sutton. 

JOHNSTON & JOHNSTON, INC.: Carl 
T. Johnston. 

JOHNSTON Export PuBL. Co.: Dun- 
can Forbes; Scott Gilmore; V. 
George Harper; Robert H. John- 
ston. 


JOHNSTON LETTER Co.: 
Johnston. 


JORAAN, INC., ALFRED J.: Ralph V. 
DeKalb. 


Joy Mrc. Co.: E. G. Middleton. 
Jupce Stupi0: Jack M. Judge. 
JUNE & Co.: Robert June. 


KAUFMAN & Fasry Co.: Julius O. 
Huffman. 


EARNEY Corp., JAMES R.: Harry J. 
Fey; James R. Kearney, Jr.; 
Charles F, Kistenmacher. 


EARNEY CoRP. OF CANADA, LTD., 
JAMES R.: G. A. Elliott. 


ELING & Co., INc.: J. C. Anthony. 
ELOR & STITEs Co.: Phil Hume. 
ENEY PuBL. Co.: Wallace J. Os- 


Albert S. 


born. 
LLEY, Ltp., RUSSELL T.: T. Stanley 
Glover. 

LLOW-BROWNE Co.: Leslie E. Clax- 
ton. 


NNY Press, INc.: J. F. Barry. 


‘TCHUM, MacLeop & Grove, INC.: 
Robert L. Forsythe, Jr.; Ernest T. 


Giles. 
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KEUFFEL & ESSER Co.: Philip E. Wil- 
cox. 


KippE & Co., INc., WALTER: P. W. 
Eberhart; C. E. Gischel; John F. 
Kidde. 

KING ADVERTISING AGENCY, WALLACE 
W.: Wallace W. King. 

KirK & BLUM MPs. Co.: C. F. Wulff. 

KOBBE, PHILIP. 

KOEHRING Co.: E. J. Goes. 


KOMSTHOFF, INDUSTRIAL MARKETING: 
Roger S. Komsthoff, 3rd. 

KOPEL-BORACK ADVERTISING: Edward 
E. Borack. 

KORETZ, KOPEL, IDEAS, INC.: Seymour 
Koretz. 

KRAHNEN INDUSTRIAL ADVERTISING, 
E.: E. Krahnen. 


KREHBIEL Co., C. J.: Oliver W. Shar- 
man. 
KREICKER & MELOAN: Norman Deno. 


KUESTER & ASSOCIATES, JAMES G.: J. 
G. Kuester. 


Kwick-Kut Mrc. Co., INc.: Clifford 
F. Boyer. 


L 


LACROIX, FREDERIC W. 
LAMAQUINA, INc.: A. L. Marsh. 
LAMB Co., JAMES G.: George F. Davis. 


LAMSON & Sessions Co.: A. E. R. Pe- 
terka. 


LANDIS MACHINE Co., INc.: M. B. 
Henneberger. 

LANDIS Toot Co.: Frank W. Pen- 
singer. 


LANSTON MONOTYPE MACHINE Co.: 
Frank M. Sherman. 

LAPP INSULATOR Co., INC.: Brent 
Mills. 

LARSON, C. A. 

LASALLE STEEL Co.: Robert S. Mack. 

LATEX FIBER INDUSTRIES, INC.: C. B. 
Hall. 

LEBLOND MACHINE TOOL Co., R. K.: 
Walter L. Rybolt. 

LEEDS & NorTHRUP Co.: L. R. Garret- 
son; James M. Plummer. 

LEE-STOCKMAN, INC.: J. F. Koellisch. 

LE TOURNEAU, INC., R. G.: George C. 
McNutt. 

LEWIN Co,. INc., A. W.: Donald N. 
Waterbury. 

LeEzIUs-HILEs Co.: William J. Fintze. 

LIBBEY GLASS COMPANY: Carl U. 
Fauster. 

LIBBEY-OWENS-ForD GLASS Co.: Karl 
F. Radke. 

LIBERTY ENGRAVING Co.: James A. 
Carey. 

LIGGETT ADVERTISING, CARR: Carr 
Liggett; Eugene C. Scheeler; Leon- 
ard Smith. 

LIGNUM-VITAE PRODUCTS CorRP.: Sam- 
uel E. Gold. 

LIMA LOCOMOTIVE WorKS, INC.: Roy 
Wills. 

LINCOLN ENGINEERING Co.: William 
Gordon; John R. Morrill. 

LINE MATERIAL Co.: Grant H. Kem- 
nitz. 

LINEAR PACKING & RUBBER Co., INC.: 
P. A. Swartz. 

LINK-BELT Co.: Julius S. Holl; John 
F. Kelly. 

LINK-BELT, LTp.: J. G. Beare. 

LiquIpD CARBONIC Corp.: Lester E. 
Stybr. 


LITTLEFORD BROTHERS: R. G. Hext. 

Lock JOINT PIPE Co.: Robert S. Bubb. 

LOGAN Co.: W. Hume Logan, Jr. 

LONG Co., W. E.: L. A. Rumsey. 

LOVEKIN Corp., R. E.: R. E. Lovekin. 

LUCERNA Co., INC.: Emanuel Gold- 
man. 

LUKENS STEEL Co.: George M. Gillen. 

LUNKENHEIMER Co.: Fred Berling; 
George F. Mathews. 

LYNN - FIELDHOUSE Co.: Wilbur A. 
Myers. - 

LYON METAL PropUCcTs, INC.: Leonard 
B. Rhodes. 

LYONS ADVERTISING SERVICE: Walter 
F. Lyons. 


M 


MACLAREN ADVERTISING AGENCY Co., 
Lrp.: R. L. Gough; Arthur Jones; 
F. B. Thompson. 

MACLEAN PUBLICATIONS, LTD., HUGH 
C.; Thomas W. Hill; T. W. Jack- 
lin; S. S. Moore. 

MacLEAN PusBL. Co., Lrp.: J. Lin 
Craig; E. G. Gauley; W. B. Hart; 
Hugh Kennedy; B. G. Newton. 

MAcMANUs, JOHN & ADAMS, Inc. 
Forrest U. Webster. 

MacRae’s BLvuE Book Co.: Frank J. 
Canavan; W. P. Dent; James I. 
Ford; Charles S. Wallace; Lloyd H. 
Weber; A. F. Weise. 

McCarty Co.: Martin R. Klitten; 
W. H. Wilde. 

McCormick Co., INc.: (Miss) Ida S. 
Friedman. 

McCrosk_Ey, D. W. 

McGrRAw-HILu Pusu. Co., INc.: T. E. 
Aleorn; Robert H. Anderson; 
Stephen A. Babcock; Edgar H. 
Bedell; Robert F. Boger; Nelson L. 
Bond; Mason Britton; William Bux- 
man; James S. Cawley; Willard 
Chevalier; H. W. Clarke; Edward 
F. Coffey; Ray Deen; Edward 
E. Duff, Jr.; A. W. Fisher; Ed- 
win D. Fowle; Frank B. Godley; 
Fred Grant; Ralph C. Greiner; 
Harry M. Grinton; James R. 
Hayes; H. E. Hilty; Franklin H. 
Johnson; W. E. Kennedy; Paul 
Montgomery; A. M. Morris; Clar- 
ence L. Morton; Alf T. Ofstie; John 
P. Ora; William Orchard; John W. 
Otterson; A. E. Paxton; James O. 
Peck; Rey N. Phelan; George E. 
Pomroy; S. H. Quarles; Richard 
R. Ream; J. M. Rodger; T. A. 
Rogers; Allan Rood; R. P. Rose; 
J. H. Rudd; Phillip Ruprecht; 
George G. Sears; Frank J. Seiler; 
S. D. R. Smith; W. Hunter Snead; 
J. Spackman; John C. Spurr; Al- 
fred M. Staehle; John H. Steven- 
son; Glenn Sutton; H. E. Thayer; 
Ray M. Thierer; Fred S. Weather- 
by; M. A. Williamson; N. O. Wyn- 
koop. 

McGRAW-PHILLIPS, INC.: 
Kress. 

McKEON, ROBERT, Co.: Charles V. 
Allen, 


McKim, Ltp., A.: A. C, O’Grady. 
McLAIN ORGANIZATION: William R. 
McLain. 


McLAUGHLIN ADV. AGENCY: W. J. 
McLaughlin. 

McMAHON, INC., JAMES J.: James J. 
McMahon. 

McMurtry Mrc. Co.: Merle D. Mar- 
low. 


Julius C. 
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MCNALLY - PITTSBURG Mrs. Corp.: 
Todd Merrill. 

McPHIL AGENCY-ADVERTISING: A. M. 
Phillips. 

McQuay-Norris Mrc. Co.: 
Tapscott. 

MACKLIN Co.: R. B. Howlett. 

MACWHYTE Co.: Forest J. Nelson. 

MAGAZINES OF INDUSTRY, INC.: Eld- 
ridge Haynes; A. Maxwell Palmer; 
John H. Phillips; Alvah B. Wheeler. 

MAGNUS CHEMICAL Co., INc.: Russell 
D. Kreie; Herb Mercready; Harry 
Miller. 

MALL Too. Co.: Melvin Rehnquist. 

MALLINCKRODT CHEMICAL WorKsS: K. 
W. Franz. 

MALONEY, INC., T. J.: Cuyler Stevens. 

MANHATTAN RUBBER Mra. Drv. 
OF RAYBESTOS-MANHATTAN, INC.: 
James J. De Mario. 

MANNING, MAXWELL & Moore, INCc.: 
I. B. Van Houten. 

MANTERNACH, INC.: Arthur H. Pat- 


Charles 


terson. 

MANUFACTURING CONFECTIONER PUBL. 
Co.: William C. Copp. 

<< --" PRINTING Co.: H. O. Thie- 
itz. 


MARSCHALK & PRATT, INc.: S. L. Meu- 
lendyke; George L. Trimble. 

MARTINDALE ELeEctTrRic Co.: E. H. Mar- 
tindale. 


MARTIN-SENOUR Co., Ltp.: L. Me- 
Allister. 

MASON-NEILAN REGULATOR Co.: L. B. 
Battin; George A. Heinemann. 


MASSACHUSETTS INSTITUTE OF TECH- 
NOLOGY: Ross M. Cunningham. 

MASTER ELEcTrRIC Co.: Charles F. Bru- 
ner. 

MATHEWS CONVEYER Co.: H. F. Hel- 
ling, Jr. 
MATHIESON ALKALI WORKS, INC.: 
Arthur G. Gilkes; J. R. Schmertz. 
MATTHEWS & Co., JAMES H.: H. E. 
McDonald. 

MATTISON MACHINE WorKs: W. Hag- 
strom. 

MAUJER PUBLISHING Co.: W. W. 
Brown; R. B. Rogers; C. Lester 


Seaman; William T. Watt. 
May, JOHN S. 
MECHANIZATION, INC.: (Mrs.) E. R. 


Coombes. 


MEEHANITE RESEARCH INSTITUTE OF 
AMERICA, INC.: C. E. Herington. 


MEEK ADVERTISING Co.: Park Meek. 

Meek & THOMAS, INC.: Ira A. 
Thomas. 

MEERMANS, INC.: Howard J. Meer- 
mans. 

MELDRUM & FEewsMITH, INCc.: J. Few- 
smith; Ray G. Simmons. 

MENGEL Co.: A. L. Entwistle. 

MENKE PRINTING Co.: Oscar Menke. 

MERcorpD Corp.: L. J. Schanz. 


MetTaL & THERMIT CorpP.: Merritt L. 
Smith. 


METAL Goops CorpP.: Karl Ewerhardt. 


METAL INDUSTRY PUBL. Co.: Palmer 
H. Langdon; (Miss) Joan Trum- 
bour Wiarda. 


METCALF, GEORGE T. 


METHODIST PUBLISHING HOUSE: Hen- 
ry Luessen. 
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MICHEL & CATHER, INC.: W. A. 
Cather. 

MICHIGAN WIRE CLOTH Co.: W. H. 
Blodgett. 


MICROMATIC HONE Corp.: L. S. Martz. 

Micro SwitcH Corp.: W. B. Schulte. 

Micro-WEstTco, INc.: C. D. Heiser. 

Mip- West Apv. AGENcy: W. A. 
Pitschke. 

MILCOR STEEL Co.: T. Clayton Cheney. 

MILLCRAFT PAPER Co.: C. A. Fahey. 

MILLER PRINTING MACHINERY Co.: E. 
Terry Gaylord. 

MILLER RUBBER Co.: Jay Miller. 

MINE SAFETY APPLIANCES Co.: N. R. 
Chillingworth. 

MINNEAPOLIS-HONEYWELL REGULATOR 
Co., Ltp.: W. H. Evans. 

MINNESOTA MINING & Mrc. Co.: F. 
H. Camp. 

MINNEAPOLIS - MOLINE POWER IMPLE- 
MENT Co.: B. Grussing. 

MODINE Mrc. Co.: M. J. Druse. 

MoccE, INC., ARTHUR R.; E. E. Krom- 
nacker; Arthur R. Mogge. 

MoNnkK & ASSOCIATES, HOWARD: George 
L. Koehn; Earl H. Kruse. 

MONO-LINO TYPESETTING Co.: Donald 
E. Freuden. 

MONO SERVICE Co.: Edgar F. Wright. 

MONSANTO CHEMICAL Co.: Robert L. 
Taylor; James R. Turnbull. 

MORRISON ADVERTISING AGENCY, INC.: 
E. J. Morrison. 

MOUNTEL PrREss Co.: Gene Mountel. 


N 


NASH ENGINEERING Co.: D. R. Four- 
nier; George B. Wright. 

NATIONAL ACME Co.: Lloyd Honey- 
well. 

NATIONAL ASSO. OF POWER ENGI- 
NEERS, INC.: Louis H. Wrede. 

NATIONAL BUSINESS PUBLICATIONS, 
Ltp.: W. H. Hewitt; R. C. Rowe; 
Ivan C. Steven. 

NATIONAL CAN CorpP.: Peter C. Happ. 

NATIONAL CARBON Co., INC.: A. Brog- 
gini. 

NATIONAL FIREPROOFING CorpP.: Jesse 
A. Cullison. 


NATIONAL INDUSTRIAL ADVERTISERS 
Asso., INc.: (Miss.) M. R. Web- 
ster. 

NATIONAL LEAD Co.: E. C. Myer. 


NATIONAL LocK Co.: Lee Anderson; 
H. M. Johnson. 

NATIONAL METAL EDGE Box Co.: M. 
P. Junkin. 

NATIONAL Ort PRopucts Co.: Lewis 
M. Carter. 

NATIONAL PrRocEss Co., INc.: James 
C. Nicoll, Jr. 

NATIONAL Supply Co.: Allen P. Colby. 

NATIONAL TYPESETTING Co.: Schell L. 
Furry. 

NATIONAL VULCANIZED FIBRE Co.: G. 
Millard Lang. 

NEARY, JAMES E., JR. 

NEPTUNE METER Co.: Robert W. Bal- 
lantine. 

NETTLETON & ASSOCIATES, W. O.: 
Walker O. Nettleton. 

NEWARK PRINTING Co.: Ferd A. Laile. 

NEW DEPARTURE DIVISION OF GENERAL 
Morors SALES Corp.: Carleton B. 
Beckwith. 





NEw JERSEY FENCE Co.: 
Scholey. 

NEw JERSEY ZINC Co.: R. Davison; 
Edwin I. Oppel. 

NEWPORT ROLLING Mitut Co.: John 
Dulweber. 

NICHOLSON FILE Co.: George Ashbey. 

NILES STEEL Propucts Co.: H. R. Or- 
merod. 

NorpBEeRG Mrc. Co.: Delbert Kay. 

NORRIS - PATTERSON, LtTp.: C. W. 
Davis; A. Jarvis. 

NORTHERN ELEctTRIc Co., LTp.: C. S. 
Steele. 

NORTHERN EQUIPMENT Co.: Don Alls- 
house. 

NORTHWEST ENGINEERING Co.: 
Williams. 

NORTON Co.: A. B. Fritts. 

Novo ENGINE Co.: Alan A. Ballan- 
tyne. 


S. Page 


G. C. 


Oo 

OpLIN ApDv. AGENCY, JOHN W.: John 
W. Odlin. 

Onto Brass Co.: Louis J. Ott. 

On10 INJECTOR Co.: W. C. Davis. 

OHIO TUBULAR PrRopucts Co.: B. Ken- 
neth Paget. 

OILGEAR Co.: Martin E. Engebretson. 

Om, PAINT AND DRUG PUBL. Co., INC.: 
W. S. Auchincloss. 

OKONITE Co.: Richard S. Hayes. 

OKONITE-CALLENDER CABLE Co.: Rich- 
ard S. Hayes. 

OsporN Mrc. Co.: James Gammell, 
G. O. Rowland. 

OsTER Mrc. Co.: L. S. Newman. 

OSWALD ADVERTISING, CHARLES: 
Charles Oswald. 

OSWALD ADVERTISING AGENCY, INC.: 
W. D. Lindsey. 

OWENS-CORNING FIBERGLAS Co.: Phil- 
ip Linne. 

OwENs-ILLINOIS GLAss Co.: T. K. 
Almroth. 


P 


PACIFIC BUILDER AND ENGINEER, INC.: 
Walter A. Averill. 

Paciric Car & Founpry Co.: Hilton 
M. Lysons. 

PaciFic INDUSTRIAL Firms: Hubbard 
Hunt. 

PANGBORN Corp.: A. Lesley Gardner. 


PANNIER Bros. STAMP Co.: Robert 
Pannier. 

PARAMOUNT ENGRAVING Co.: L. F. 
Heitkamp. 


PARAMOUNT RUBBER SERVICE, INC.: 
H. Tom Collord. 

PARKER ADVERTISING Co.: James D. 
Parker. 

PARKER APPLIANCE Co.: Paul J. Koz 
ack. 

PARKER-KALON CORP.: 
Trott. 

PARKERSBURG Ric & Reet Co.: S. T 
Keller. 

PATTERSON FouNDRY & MACHINE Co.: 
(Miss) Helene Manypenny. 

PAXSON ADVERTISING: Howard Pax- 
son. 

Peck & Co., W. T.: 
Draucker. 

PEERLESS CEMENT CorP.: Charles 4 
Luck. 

PELLETIER, LOUIS. 


Charles § 


William G 
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PENN ELEcTRIC SWITcH Co.: Kenneth 
W. Cash. 

PENNSYLVANIA FLEXIBLE METALLIC 
TuBING Co.: S. H. Collom, Jr. 

PENNSYLVANIA SALT Mrc. Co.: 
H. M. Ellsworth. 

PENTON Press: Clyde J. Geraty. 

PENTON PUBLISHING Co.: J. F. 
Ahrens; Clyde H. Bailey; Howard 
H. Dreyer; George O. Hays; Rus- 
sell C. Jaenke; S. H. Jasper; D. C. 
Kiefer; Emil W. Kreutzberg; J. M. 
Lathrop; L. C. Pelott; George A. 
Pope; Russell H. Smith; B. C. 
Snell; Harold B. Veith. 

PERFECT CIRCLE Co.: Stanley Murray. 

PERFEX CorP.: A. B. Beverstock. 

PERMUTIT Co.: Henry H. Wilkinson. 

PERRY-BROWN, INC.: Theodore Brown. 

PETERS PuBL. Co.: Clarence R. Over. 

PETERS PuBL. Co. oF CoLorapo: Lewis 
S. Parsons. 

PETERS PuBL. Co. oF TEXAS: D. E. 
Williams. 

PETERSON, ROGER N. 

PETERSON TRACTOR & EQUIPMENT Co.: 
Gordon Harris. 

PETREQUIN PAPER Co.: Carl H. Lar- 
son. 

PETROLEUM ENGINEER PUBL. Co.: W. 
L. Love; Roger Motheral; E. V. 
Perkins; R. C. Wipperman. 

PETROLEUM EQUIPMENT PuBL. Co., 
INc.: George H. Eichler. 

PETROLEUM PUBLISHERS, INC.: Davis 
E. Browne. 

PETROLEUM PUBL. Co.: C. Lloyd Cain; 
C. R. Farmer; Kenneth J. Langley; 
Howard Markt. 

PFAUDLER Co.: Herbert R. Hanson. 

PHILADELPHIA GEAR WoRKS: Russell 
C. Ball. 

PHILADELPHIA QUARTZ Co.: (Miss) 
Frances M. Suarez. 

PHOTOTYPE ENGRAVING Co., INC.: E. 
S. Benedict. 

PICKETT, H. N. 

PIONEER ENGINEERING Works, INC.: 
O. J. Ellertson. 

PIONEER GEN-E-MotTor Corp.: E. J. 
Decker. 

PITTSBURGH-DEsS MOINES STEEL Co.: 
R. H. Beck. 

PITTSBURGH EQUITABLE METER Co.: 
R. S. Reed, Jr. 

PITTSBURGH PHOTO-ENGRAVING Co.: 
Thomas C. Barr. 

'TTSBURGH PLATE GLASS Co.: Earl 
W. Sood. 

ITSBURGH REFLECTOR Co.: Earl B. 
Holdren. 

ITTSBURGH STEEL Co.: L. W. Gaupp; 
Elmer T. Wible. 

ASKON Co., INc.: W. N. Shepard. 
IBRICO JOINTLESS FIREBRICK CO.: 
Frank Rieder. 

‘EUMATIC SCALE Corp., Ltp.: Les- 
er I, Hodgdon; William Lindholm. 
LK & Co., R. L.: Paul G. Hobart. 
OR, RoGER A. 

st, Inc., L. D.: John Cornell; 
George W. Van Steenbergh. 


OWERLITE Devices, Ltp.: A. V. 
Walker. 

WERS REGULATOR Co.: Horace Fea. 
‘ELLE Co., F. W.: F. Wallace Prelle. 
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PRINTING PLATE CRAFTSMEN: Claude 
R. Lapham; Paul K. Smith. 

PROSPERITY Co., INC.: Mac C. Ritter. 

PuBLIC UTILITIES Reports, INc.: Ed- 
win S. Baker. 

PuBLIC WoRKS JOURNAL Co.: Croxton 
Morris. 

PURCHASING AGENTS’ ASSO. OF PHIL- 
ADELPHIA, INC.: Frank C. Brod- 
head. 

PursE Co.: H. O. Henricksen. 
PuTMAN Pusi. Co.: William E. 
Coates; Kenneth Stevens Kaull. 

PYRENE Mrc. Co.: Truman Young. 


RAILWAY & INDUSTRIAL ENGINEERING 
Co.: Ralph M. Jones. 

RAILwAy & POWER ENGINEERING 
Corp., Ltp.: D. Bruce; William 
I. Turner. 

RAILWAY EQUIPMENT & PUBLICATION 
Co.: Harold A. Brown. 

RAILWAY PURCHASES AND STORES: Ed- 
ward Wray. 

RAMSEY Co., L. W.: W. J. Henderson. 

RANDALL Co., FRED M.: J. W. Sweet. 

RANSOME CONCERTE MACHINERY 
Corp.: Gerald F. Monaghan. 

RAYBESTOS Div., RAYBESTOS-MANHAT- 
TAN, INc.: S. E. Shepard. 

REACH Co., CHARLES DALLAS: Charles 
Dallas Reach. 

REAST ADVERTISING, FRED M.: Fred 
M. Reast. 

RECORDER PRESS: Wilson E. Haver. 

REEVES PULLEY Co.: James M. Jewell. 

REINCKE, ELLIS, YOUNGGREEN & 
FINN: Wm. Donald Murphy; 
Charles A. Reincke. 

REINHOLD PUBLISHING CorpP.: Ed- 
ward M. Buck; Robert N. Caird, 
Jr.; G. E. Cochran; Lansing E. 
Dupree; Frank J. Enright; Philip 
H. Hubbard; H. Burton Lowe; 
Charles S. Roever; Lue L. Stearns; 
Francis M. Turner; William P. 
Winsor. 

RELIANCE ELECTRIC & ENGINEERING 
Co.: C. V. Putnam. 

RELIANCE ENGRAVERS, LTpD.: R. S. 
MacGilchrist. 

RELIANCE ENGRAVING Co.: A. L. Kal- 
tenborn. 

REMINGTON, INC., WILLIAM B.: Wil- 
liam B. Remington, John B. Rod- 
gers. 

RENNER ADVERTISERS: Otto W. Ren- 
ner. 

REPUBLIC BANK NOTE Co.: Robert H. 
Caffee. 

REPUBLIC FLow METERS Co.: H. W. 
Stoetzel. 

REPUBLIC RUBBER Div., LEE TIRE & 
RUBBER CorpP.: H. P. Schultz; Carl 
H. Zieme. 

REPUBLIC STEEL Corp.: Donald R. 
G. Cowan; Alexander Gaal; H. 
Heckman; F. D. Jones; H. H. Old- 
ham; Forrest H. Ramage; Chester 
W. Ruth. 

RHOADES METALINE Co., INc., R. W.: 
B. Richard Rhoades. 

RwHoaDs & Sons, J. E.: J. Edgar 
Rhoads. 

Rice & Sons, GEORGE: Hal G. Davis. 

RICHARDSON Co., FREDERICK A.: Fred- 
erick A. Richardson. 

— Co.: J. M. Richardson, 

r. 


RICHARDSON, JAMES E. 

RICHMOND RapDIATOR Co.: S. M. Gil- 
len. 

Rickarp & Co., INc.: Howard L. 
Fisher; Julian Gran: B. C. Mayer. 

RiwpGway Co., INc.: A. Maescher. 

Rossins Pusu. Co., INc.: Alfred E. 
Lindquist. 

ROBERTSON Co., H. H.: H. B. Wins- 
low. 

RoBINsS CONVEYING BELT Co.: Alfred 
S. Otton. 

RoBINSON Co., D. E.: D. E. Robin- 
son. 

RoBpoTHAM & Co., Epwarp W.: Ed- 
ward W. Robotham. 

ROCKBESTOS PropUCTs CorP.: Edward 
A. Heery. 

Rockwood SPRINKLER Co.: James J. 
Ryan. 

Rop.Lum, Troy M. 

ROEBLING’s SONS Co., JOHN A.: F. J. 
Maple. 

Roum & HAAS: Edmund Greene. 

RONALDS ADVERTISING AGENCY, LTD.: 
Kenneth O. MacLeod. 

Root Co., B. M.: J. William Stair. 

RooTs-CONNERSVILLE BLOWER CORP.: 
B. C. O’Brien. 

Roper Corp., GeorceE D.: Cy Ed- 
wards. 

Rotor Toot Co.: H. P. Bailey. 

Rowe Mrc. Co., Inc.: Arthur E. 
Nack. 

ROXALIN FLEXIBLE LACQUER Co.: 
Charles W. Scott. 

RuMRILL & Co., CHARLES L.: Carl A. 
Rogers; Charles L. Rumrill. 

Rupp Strupios: Robert Rupp. 

Ryerson & Son, INc., Josepn T.: 
Keith J. Evans. 


SALES DESIGNERS: W. N. Hudson. 

SANDERSON & Murray, INc.: Ervin 
Magyary; W. H. Sanderson. 

SANGAMO ELEcTRIC Co.: Joseph H. 
Williams. 

SANGAMO ELEcTRIC Co., Ltp.: G. W. 
Lawrence. 

SANGER, ALAN B.: Keith B. Lydiard; 
Alan B. Sanger. 

SAUEREISEN CEMENTS Co.: C. Sauer- 
eisen. 

SCHAFFNER ADVERTISING 
CLAUDE: Claude Schaffner. 

SCHAUER MACHINE Co.: A. J. Kohn. 

SCHEEL ADVERTISING AGENCY: Carl 
Scheel. 

Scumipt Co., E. F.: H. A. Fuhry. 

ScHOLLER Bros., INc.: Fred C. Schol- 
ler. 

SCHONEMAN-HENING AGENCY: E. 
Bradford Hening. 

ScHRAMM, INc.: A. O. Witt. 

ScHWEIM Co., CHARLES: Charles 
Schweim. 

SCIENTIFIC ENGINEERING Corp.: S. J. 
Fairweather. 

Scott PUBLISHING Co., E. A.: Ralph 
F. Duysters. 

Scovitt Mra. Co.: R. R. Morgan. 

—_ CoMPANY: Harry W. Smith, 
r. 

SEYLER-NAU Co., INC.: Bob Nau. 

Seymour Mrc. Co.: A. G. Wentworth. 

SHARON STEEL Corp.: J. W. Swanson. 


AGENCY, 
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SHELDON, Morse, HUTCHINS & EAs- 
TON: William H. Easton. 

SHELL O11 Co., INc.: K. J. Schmaelzle. 

SHEPARD NILES CRANE & Horst Corp.: 
Frank J. Crouch. 

SHERMAN PAPER PRODUCTS CORP.: 
Edgar W. Pitt. 

SHERWIN-WILLIAMS Co.: Russell A. 
Burton; E, T. Deasy; Hugh H. 
Graham; Paul B. Perrine. 

SICKLES PHOTO-REPORTS: Gustavus 
Sickles. 

SIGNS OF THE TIMES PUBL. Co.: D. R. 
Swormstedt. 

SIMMONS-BOARDMAN PUBL. CORP.: 
Harold B. Bolander; Frederick J. 
Fischer; L. R. Guerley; Frederick 
C. Koch; Harry H. Melville; Joseph 
A. Miller; H. A. Morrison; Fred- 
erick H. Thompson. 

SIMMONS-SISLER Co., INC.: 
Goessling. 

SIMONDS SAW & STEEL Co.: Roy D. 
Baldwin; Harry G. Tobin. 

SIMPLEX WIRE & CABLE Co.: Arthur 
F. Lewis: E. J. MacKenzie. 

SINGER Mrc. Co.: J. E. Painter. 

SITTERLY & Sons, Inc., J. E.: Abram 
J. Rose. 

SKF INpustrigs, INc.: R. C. Byler. 

SLATER Co., Ltp., N.: W. N. Elliott. 

SLOCUM AUTOMOTIVE PUBLICATIONS: 
W. R. Cotton; Colin M. Selph. 

SMALL, FRED GLEN: Robert Jeffers 
Lay; Fred Glen Small. 

SMITH-FOLLETT Co., INc.: Earl S. 
Smith. 

SMITH, HOFFMAN & SMITH, INC.: 
Robert M. Jenkins; A. J. Mittle- 
hauser. 

SMITH PAPER MILLS, LTp., HOWARD: 
N. B. Powter. 

SMITH Pus... Co., B. L.: 
McCarthy; B. L. Smith. 

SMITH PuBL. Co., W. R. C.: E. L. 
Rogers; Arthur C. Shaw; A. E. C. 
Smith. 

SMitH & SoN Mpc. Co., LEE S.: Wil- 
liam H. Smith. 

SNAP-ON TOOLS CORP.: 
Smith. 

SNow, BATES & ORME, INC.: Galen 
Snow. 

SNow & STAFF, INC., WALTER B.: 
Harold Bugbee. 

SocreTy OF AUTOMOTIVE ENGINEERS, 
Inc.: E. L. Carroll; Arthur J. Un- 
derwood. 

SOULE STEEL Co.: J. H. Pettker. 

SPARTAN SAW WoRKS: Fred Emerson. 

SPOONER & KRIEGEL: W. B. Spooner, 
Jr. 

SPRAGUE Sruptos, B. D.: 
Sprague. 

SQUARE D Co.: R. G. Kellogg; Bruce 
Morse. 

SQUARE D Co. oF CANADA, Lrp.: J. L. 
F rink. 

St. Lourts LABORATORIES: R. E. Stur- 
hahn. 

STANDARD O11 Co. (OHIO): John Wie- 
land 

STANDARD PAPER Co.: W. H. Evans. 

STANDARD RATE & DaTA SERVICE, INC.: 
Albert Moss. 

STANDARD Toon Co.: Ernest B. Cole. 

STANDARD TRANSFORMER Co.: Robert 
G. Alexander. 


Paul H. 


Edward J. 


George A. 


Berwick D. 
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STANLEY WorRKsS: G. M. Fletcher. 

STECHER-TRAUNG LITHOGRAPH CORP.: 
John Burke. 

STEEL Co. OF CANADA, LTp.: William 
A. Bates. 

STEEL PUBLICATIONS, INc.: T. B. Lit- 
tle; N. R. Moll; Henry Milton 
Reich. 

STEEL SALES Corp.: G. A. Hansen. 

STEPHAN-NATIONAL INDUSTRIAL AD- 
VERTISING: John C. Stephan. 

STEPHENS-ADAMSON Co.: C. W. Hoe- 
fer, Jr. 

STERLING BEESON ApDvy. AGENCY: R. J. 
Faller. 

STEUBING AUTOMATIC MACHINE Co.; 
John L. Parker. 

STOKES MACHINE Co., F. J.: 
Silver. 

STONEHOUSE SIGNS, INC.: Mark Bulot. 

Stork Hisscu, N. V.: C. H. Van 
Looij. 

STRATHMORE PAPER Co.: H. E. Riggs. 

STROBRIDGE LITHOGRAPHING Co.: An- 
drew Donaldson, Jr. 

STUART, INC., EDWIN H.: Edwin H. 
Stuart. 

STURTEVANT Co., B. F.: Evert W. 
Andros. 

SULLIVAN MACHINERY Co.: Roy Ever- 
ett Campbell. 

Sun Or Co.: Albert E. Aldridge, Jr. 

SUNDSTRAND MACHINE Too. Co.: J. 
M. Kjellstrom. 

SUN PRINTING HouSE: Heberton E. 
Fricke. 

SUPERHEATER Co.: C. G. Udell. 

SupeRIOR CoAcH Corp.: Howard K. 
Kenyon. 

SURFACE COMBUSTION CorpP.: L. C. 
Kerrick. 

SUTHERLAND-ABBOTT: Paul M. Ab- 
bott; K. R. Sutherland. 

SWARTZBAUGH Merc. Co.: Walter Gib- 
son. 

Swirt Co., INc., JOHN S.: 
Pflasterer. 

SWINK ADVERTISING AGENCY, How- 
ARD: Howard Swink. 

SWINSTON Co., GEORGE: George Swin- 
ston. 

Swiss ELectric Co. or CANADA, LTD.: 
Lindsay G. Morris. 

SYKES ADVERTISING AGENCY: Daniel 
M. Davis; Edward H. Sykes. 

SYMONDS ADVERTISING, MERRILL: Mer- 
rill Symonds. 


John A. 


Robert E. 


T 


TAYLOR & ASSOCIATES, GRAVES: Sew- 
ard O. Covert; Graves Taylor. 
TAYLOR INSTRUMENT COMPANIES: El- 
mer E. Way. 

TEAS, INC., PAUL: Paul Teas. 

TECHNICAL PuBL. Co.: John A. Ker- 
shaw; Walter Painter; Kingsley L. 
Rice: Horace G. Wilds. 

TELEGRAPH PRESS: Harold B. Dun- 
mire. 

TEMPLE ART StTupios, INc.: Edward 
T. Hutton. 

TEMPLE Press, INc.: Lou T. Rubin. 

TEMPRITE PRODUCTS CorRP.: Gordon 
Muir. 

TERRY STEAM TURBINE Co.: B. H. 
Wood. 

Texas Co.: A. R. Dunphy; F. C. 
Kerns. 





TEXTILE AGE, INC.: A. P. Gumaer, 
W. K. Hoffman; Donald H. White. 
THERMOID Co.: Russell W. Case, Jr. 

THEW SHOVEL Co.: J. L. Beltz. 

THOMA, CHARLES. 

THOMAS PUBL. Co.: H. J. Alexander: 
Charles A. Burton; Charles DPD 
Cilley; Howard Ely; William G 
Frye; B. J. Goldman; Oliver G. 
Hendricks; Edwin W. Hoffman: G 
C. Hooker; W. E. Irish; R. H. 
Irvine; J. A. Norman; MacDonald 
H. Pierce; G. H. Scoltock, Jr.: G. 
Park Singer, Jr.; F. Morse Smith: 
R. D. Smith; H. C. Whiteley; Fred 
S. Williams. 

THOMAS & SKINNER STEEL PRODUCTS 
Co.: James R. Thomas. 

THOMPSON & SON Co., HENRY G.: A. 
W. Tucker. 

THOMPSON Co., J. WALTER: Morgan 
O. Bogart. 

THORNDIKE PRECISION ADVERTISING, 
RICHARD: Richard Thorndike. 

TIDE WATER ASSOCIATED OIL Co.: 
Walter Sauer. 

TIME, INc.: C. G. Aschenbach; He 
bert Bippart; Philip K. Crowe; W. 
P. Hamann; John A. Keppelman, 
Jr.; Fred Maguire; George P 
Shutt; Donald H. Tyler. 

TIMKEN-DETROIT AXLE Co.: W. J. 
Chappell. 

TIMKEN ROLLER BEARING Co.: Arthur 
James Brady; Roland P. Kelley. 

Topp Co., INc.: D. E. Robeson. 

TOLEDO PIPE THREADING MACHINE 
Co.: Earl R. Youngs. 

TOLEDO SCALE Co.: Lloyd Ellingwood. 

TOMASCHKE-ELLIOTT, INC.: Bruce W. 
Elliott. 

TOMKINS-JOHNSON Co.: (Mrs) Ferne 
Pattison Dwelley. 

Toot & Dre JOURNAL: George J. 
Huebner. 

Too. STEEL GEAR & PINION Co.: E. 
S. Sawtelle. 

TORRINGTON Mrc. Co.: Alexis Doster. 

TowMoTor Co.: Edward Southworth 

TOWNE ADVERTISING, W. L.: W. L. 
Towne. 

TRADEPRESS PuBL. Co., INC.: George 
M. Earnshaw; W. F. George. 

TRAFFIC SERVICE Corp.: E. F. Hamm 
Jr.; D. J. Hansen; Emil G. Stan 
key. 

TRANE Co.: L. A. Trumble. 

TRANE Co. OF CANADA, LTp.: T. H. 
Dowsett. 

Tri-ArT Stupios: E. L. Ford. 

Trico Fuse Mrc. Co.: M. G. An 
drietsch. 

TRIMMER PRINTING Co.: John f 
Groome. 

Troy ENGINE & MACHINE Co.: F. J 
Vonachen. 

TRUMBLE ELECTRIC MANUFACTURIN 
Co., Allan A. Watson. 

TRUSCON LABORATORIES, INC.: Hen! 
G. Doering. 

TRUSCON STEEL Co.: Paul L. Calla 
han; R. P. Dodds. 

TUBE-TURNS, INC.: Walter H. Girdl 
Jr. 

TuNnc-Sot LAMP Works, INc.: H. F 
Cook. 

20TH CENTURY ENGINEERING CO.: 
C. Covington. 
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NIAA Membership Roster 


Twin Disc CLuTcH Co.: Gordon M. 
Guilbert. 

TYPOGRAPHIC SERVICE, INC.: 
erick C. LaWall. 

TYSON AND Co., INc., O. S.: F. Key- 


Fred- 


ler; Irwin W. Tyson; Oscar S. 
Tyson. 
U 
UDYLITE Corp.: E. F. Berry, Jr., 
ULLMAN ORGANIZATION, R@LAND G. 


E.: Roland G. E. Ullman. 
]NDERWRITERS’ LABORATORIES, 
S. Bowles King. 

JINION CARBIDE Co.: F. E. Loeffler; 
George Sykes; Vernon H. Van 
Diver. 

INION METAL MFG. Co.: 
Fromm. 

INION PAPER & TWINE Co.: Carl E. 
Lermer. 
JNION SPECIAL MACHINE Co.: Arthur 
J. Feigel. 

JNION STEEL PrRopucts Co.: C. D. 
Davenport. 

JNION SwITtcH & SIGNAL Co.: K. E. 
Kellenberger; George J. Kuhbach; 
A. B. Ledwith, Jr.; R. J. Wernert. 
JNIQUE SERVICES: Niles S. Engle; 
Deac Martin. 

INITED ADVERTISING CORP.: 
H. Wollaston. 

INITED SERVICE ADVERTISERS: Nathan 
Loudon. 
JNITED STATES HOFFMAN MACHINERY 
Corp.: Douglas Holyoke. 

JNITED STATES MACHINE Corp.: Nor- 
man J. Gill. 
JNITED STATES PIPE AND FOUNDRY 
Co.: J. B. McFarland. 

[NITED STATES PRODUCERS OF By- 


INC.: 


-- 


—_ 


— 


Albert S. 


— 


~ 


— 


—_ 


Edward 


_ 


_ 


—_— 


—_ 


PropucT AMMONIA: A. L. Diede- 
rich, Jr. 
UNITED STATES RuBBER Co.: Ralph 


N. Hanes; F. H. Pinkerton. 

INITED STATES STEEL Corp. OF DELA- 
WARE: Barrett Mason; C. R. Mof- 
fatt. 

INIVERSAL O1L PrRopucts Co.: Paul 
Truesdell. 

/NWIN ADVERTISING AGENCY: B. V. 
Unwin. 


Vv 

"AN AUKEN RAGLAND Co.: 

L. Van Auken. 

AN SANT, DUGDALE & Co., INc.: C. 

M. Buchanan. 

VAPOR RECOVERY SYSTEM Co.: Robert 
L. Koch. 

"EEDER-Root, INc.: E. Barrie Smith. 
ESTAL CHEMICAL LABORATORIES, INC.: 
Carl E. Richards. 

VICKERS, INC.: L. Raymond Twyman., 

VICTOR ELEcTRIC Propucts, INC.: 
Fred Rayburn. 

‘ICTOR EQUIPMENT Co.: E. L. Mathy. 
ICTORIA ADVERTISING Co.: M. A. 
Shickman. 

IKING AIR CONDITIONING CorP.: A. 
W. Lehman. 

OGEL & Co., JOSEPH S.: 
Vogel. 


“ 


Kenneth 


a 


“ 


Joseph S. 
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Voss MACHINERY Co., EDWARD W.: 
R. W. Cooper. 


Ww 


WAGNER ELEcTRIC Corp.: Carl B. 
Dietrich; Curtis Young. 

WALKER & DOWNING: Harold S. 
Downing; John T. Sweeny; Ken- 
neth C. Witherow. 


WALKER ENGRAVING CorP.: Walter 
A. Capitain. 
WALKER- TURNER Co., INC.: John 


Pheatt. 

WALLACE, J. B. 

WALSH ADv. AGENCY, LTD.: K. G. 
Anderson. 

WALTON Co.: Kenneth W. Weeks. 

WANK AND WANK: Melville E. Wank. 

WARNER & SWASEY Co.: C. A. Cow- 
drey; E. W. Falcon. 

WARREN Co., S. D.: Philander Bates; 
Mervyn G. Dunnagan; John L. 
Kroenberg; James H. Watson. 

WATERBURY-FARREL FOUNDRY CO.: 
Fred R. Daniels. 

WATLOW ELECTRIC MFG. Co.: 
A. Greene. 

WATSON-STILLMAN Co.: 
Gilbert. 

WAUKESHA MorTor Co.: Richard Har- 
rison; Prescott C. Ritchie. 

WEARSTLER ADVERTISING, INC.: R. G. 
McCallister; Albert M. Wearstler; 
Bruce Whipple. 

WEAVER, LEON H. A. 

WEAVER, W. A. (MAJOR). 

WEBER SHOWCASE & FIXTURE Co.: 
Don Mack. 

WEBSTER & Co., WARREN: Harold F. 
Marshall. 

WEEKLY PUBLICATIONS, INC.: E. J. 
Hughes; Arthur Hurd; Hal Hursh; 
Malcolm Muir; Fred L. Van Len- 
nep. 

WEIDEL Co.: Vaughan Weidel. 

WELLMAN Co., S. K.: W. E. Canfield. 

WESTERN AUTOMATIC MACHINE SCREW 
Co.: Wilson J. Cox. 

WESTERN BUILDER PUBL. Co.: Nor- 
man B. Wigdale. 

WESTERN CATAPHOTE CorpP.: W. H. 
Searight. 

WESTERN CONSTRUCTION PUBLICA- 
TIONS, INC.: Donald Forster; David 
C. Joly; Arthur F. King. 

WESTERN ELEcTRIC Co.: J. Vance Hil- 
liard; Edward I. Pratt; Robert L. 
Ware; Will Whitmore; William A. 
Wolff. 

WESTERN PRECIPITATION CorP.: Rich- 
ard O’Mara. 

WESTINGHOUSE AIR BRAKE Co.: Fred 
W. Pennington. 

WESTINGHOUSE ELEC. & Mrc. Co.: 
Donald E. Jenkins; Edward Laing; 
J. M. McKibbin; John F. Morten; 
Herbert E. Plishker; George A. 
Sawin, Jr.; H. S. Schuler. 

WESTMAN PUBLICATIONS, LTpD.: L. E. 
Westman. 


Nelson 


William W. 


WESTON ELECTRICAL INSTRUMENT 
Corp.: Philip Barnes; Sidney 
Cassey. 


WEsT PENN POWER Co.: Paul S. Pat- 
terson. 


WEST VIRGINIA CoAL & COKE CoRP.: 
Charles A. Floyd. 


WETTLIN & Co.: Dan Wettlin, Jr. 


WHEELER REFLECTOR Co.: John S. 
Sessler. 

WHIPPLE TECHNICAL LIBRARIES: 
George F. Whipple. 

WHITAKER PAPER Co.: Alvin A. 


Aquardo. 

WHITAKER-RUEHL ENGRAVING Co.: C. 
D. Hanyon. 

WHITE-RopGEeRS ELEctTRIc Co.: T. W. 
Broesel. 

WHITING Corp.: A. De Young 

WHITLOCK PrREss, INc.: Jay J. Hunt. 

WHITNEY CHAIN & Mpc. Co.: E. N. 
Bidwell. 

WHITNEY METAL TOOL Co.: 
Mechling. 

WICKWIRE SPENCER STEEL Co.: George 
Le B. Randall; K. A. Zollner. 

WIEGAND Co., EpwIn L.: E. N. Cal- 
houn; D. A. Wolff. 

WILL, INc.: Fred Donley; W. D. Will. 

Witicox & AssociaTEs, A. M.: A. M. 
Willcox. 

WILLY, INc., JOHN: James E. Neary, 
Jr. 

WILSON MECHANICAL INSTRUMENT 
Co., INc.: Frederick Lange. 

WiLson Propucts Co., INc.: Stanley 
Herbine. 

WINCHELL & Co., INc., T. A.: F. H. 
Gloeckner. 

WINE RAILWAY APPLIANCE Co., Div. 
oF UNITCAST Corp.: Earl H. Fisher. 

WIREMOLD Co.: John D. Murphy. 

WITTE & BuRDEN: W. Wilson Burden. 

WOLAVER ADVERTISING AGENCY, E. D.: 
E. D. Wolaver. 

RALPH L. WoLre & Assoc., INc.: Tom 
Moule; Ralph L. Wolfe. 

WoLrr & AssociATEs, Ep: Ed Wolff. 

WOLVERINE TUBE Co.: John A. Mar- 
shall. 

Woop’s Sons Co., T. B.: 
Washinger. 

WoopALL Co., W. P.: W. P. Woodall. 

WORTHINGTON Pump & MACHINERY 
Corp.: C. A. Hirschberg; Robert P. 
March; R. G. Stilsbury. 

WRENN Paper Co.: J. J. Hallowell. 

WRIGLEY PUBLICATIONS, LTD.: Weston 
Wrigley. 

WROUGHT WASHER Mre. Co.: Charles 
G. Crabb. 


Lloyd 


Guy R. 


Y 


YALE & TOWNE Mrs. Co.: J. S. Me- 
Cullough. 

YARNALL WARING Co.: B. G. Waring. 

Y.M.C.A. MoTion PICTURE BUREAU: 
A. L. Fredrick. 

YorK IcE MACHINERY CorpP.: Albert 
C. Evans; J. L. Rosenmiller; J. 
Donald Smith. 

YOUNG, JOHN P. 

Younc & ASSocIATEs, R. H.: R. H. 
Young. 

YOUNGSTOWN ARC ENGRAVING CoO.: 
W. J. Gutnecht. 

YOUNGSTOWN PRINTING Co.: John A. 
Carson. 


Yusa Mrc. Co.: Herbert A. Sawin. 
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ADVERTISING VOLUME FOR JUNE ISSUES OF INDUSTRIAL, TRADE AND CLASS 
PAPERS, AND SIX MONTHS’ TOTALS, 1940-1941 


noted, all publications are monthlies and have standard 7x10-inch type page 


Pages Pages Pages Pages 
June Issues First six months June issues First six months 
1941 1940 1941 1940 Industrial Group 1941 1940 1941 1940 


Aero Digest .. 135 , 915 52 Printing 38 39 261 266 
Air Conditioning & Retrigera Product Engineering 121 106 700 609 
tion News (w) (114x16). 27 ; } Products Finishing (42x62). 51 49 233 204 
American Builder & Building Purchasing 112 91 609 415 
Age ... - Railway Age (w) $196 72 ,266 158 


Tl 
Machinist (bi-w)... 2 2,077 y } | Railway Purchases & Stores... 46 $60 366 


American 
Architectural Forun Refiner & Natural Gasoline 


Architectural Record .. 3 37 Manufacturer 

Automotive Industries (bi-w). 3 Roads & Streets 

| SESE IEEE IES 3 | Southern Power & Industry... 

Bakers’ Helper (bi-w)... ] Steel (w) 

Brick & Clay Record. 2 , 5 ' Telephone Engineer 

Bus Transportation Telephony (w) 

Ceramic Industry er ay Textile World 

Chemical & Metallurgical En Water Works & Sewerage. ... 
gineering Water Works Engineering (bi-w) 

Civil Engineering , Welding Engineer 

Coal Age .... eae Western Construction News.. 

Construction Digest (bi-w)... Wood Worker 

( 

( 





_ 
625 


x 


351 
381 
603 
182 
°446 
758 
290 
346 
159 
399 


wom de uo ~J 


te 
Jnr wn 


++ 
% 

c 
ox 


b 


Im Oo 





aM Vw 
—~I 


‘onstruction Methods (83x12 8 | Wood-Working Machinery 

Yotton sawe (414x6ly.) 

Diesel Power & Diesel Trans 

portation es e-6 pese 

Diesel Progress (8! 2x! 1) 

Electric Light & Power. 

Electrical Contracting 

Electrical South 

Electrical West ; 

Electrical World (w) 

Engineering & Mining Journal 

Engineering News-Record (w) §2 

Factory Management & Main 

tenance eesees 

Food Industries 8 2 Domestic Engineering 

The Foundry S § Electrical Merchandising (9x12) 

Gas om a 3 Farm Implement News (bi-w) 

Gas Age (bi w) ‘ ; Hardware Age (bi-w) 

pre Piping & Air Cond: Jewelers’ Circular—The Key- 
oning 


TOTAL 


+ 
t 
+ 


Trade Group 


American Artisan 
American Druggist 


ae 
) 


w O* 


co 
->iy~wws = 


American Exporter 
Boot & Shoe Recorder 
Building Supply News 


Commercial Car Journal 


ss 
ax 


Heating & Ventilating l sone . 
Hitchcock's Machine Tool Blu Mida’s Criterion 
Book (44x64) Motor 
Industrial & Engineering Chem Motor Age 
istry (3 editions) 33 Plumbing & Heating Journal. 
Industrial Power (4'1/)x65@).. 2 83 Sheet Metal Worker 
The lron Age (w).. ; : 32 , & Southern Automotive Journal. 
I vundry Age 8 - Southern Hardware 
+ rhe : Sporting Goods Dealer 
Manufacturers Record 
Marine Engineering 
pit Review 
- hani oe ngineering 3 ’ - Class Group 
et nishing 
Metal ogres 0 3 Advertising Age (w) (1034x15) 
| American Funeral Director... 
American Restaurant 
Hospital Management 
Hotel Management 
Dee dan) Industrial Marketing 
. Bens ner (w) 7 ‘ ) Modern Hospital 
is Journal (v 9x1 8254 >] 33 Nation's Schools 
Weekl 


dl 


< 


Ahr w ex 


A ~J tv ~I 4“ ty by 


+. 


tv 
tv 
= 


TOTAL 





(w) 13 14 ; Oral Hygiene (4 § 
it Industry and pet Restaurant Management 


Trafhe World (w).... 
rOTAI 
§Includes special issue. *Includes classified advertising Last 


issue estimated. {Five issues. Three issues. **Two editions 
only. French edition suspended temporarily since August, 194 
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Advertising Up 11.84°/, 
For First Half of 1941 


@ WITH a gain of 13.06 per cent 
display advertising volume in June 
sues of business papers over like 
ues a year ago, the corresponding 
crease for the first six months of the 
ear reached 11.84 per cent. These 
eures are based on an analysis of 112 


ABP Reports 
Advertising Figures 
The 131 member publications of The 


Assoc ited bu raners ré ported a 
gross ve ( or | ‘¥ idvertising rt 
$20,132,367 is compare with $138.640 
078 reported by 134 papers in 1939. A 
total of 73.345 pages of advertising origi 


nated with agencies in 1940, whereas the 
1939 total was 65,306 


Day-Brite Names Bradley 


Pittsburgh Advertisers 
Elect Industrial Ad Men 


Several industrial advertising men were 
among those elected ofhcers of the Pitts- 
burgh Advertising Club last month, in- 
cluding: C. R. Moffatt, advertising man- 


ager, U. S. Steel Corporation, second vice- 


president: J. A. Cullison, advertising man- 


ager, National Fireproofing Corporation, 


secretary: and C. C. Conner, assistant ad 


vertising manager, Aluminum Company ol 


America, director 


vublications listed in the accompany- , 
. oe Day-Brite Lighting, Inc. St. Louis 
1g tabulation. manulact Lehtng equipment, has  Durakool Appoints Agency 
Industrial papers led the list with named Richard D. Bredley director of Durakool, Incorporated, Elkhart, Ind., 
. ; . sales and et ering ov Bradley was manufacturer of mercury switches, has 

ighty-two publications reporting a , : ns a 
. i I cf 1S previously with the Westin house lighting named Carter, Jones and Taylor, South 
gain of 16.37 per cent for June issues division at Detroit Bend, to handle its advertising 


and 14.2 per cent for the initial half 
of 1941 as compared with like issues 
ot 1940. 

Although the trade group, com- 
prised of nineteen papers, showed a 
loss of 1.44 per cent for June issues, 
total volume for the six-month period 
was still ahead of the first half of 
1940 by 

Eleven publications in the class 


2.15 per cent. 


group carried 4.01 per cent more busi- 
ness in June issues this year than a 
year ago and ended the half-year pe- 
riod 7.07 per cent over the first six 
months of last year. 


[CONTINUED FROM PaGE 22] 


Selling During War 


A day for the situation after the 
emergency is over. When the men 





come back from service you will have Here’s the news-magazine of aviation written 
exclusively for the executives in the entire indus- 
try. It brings vital facts—while they are still news 
_to the vital men in the industry, the “yes or no” 


men you must reach to sell your product. 





to determine what type of selling will ‘ 


be needed to what -xte ’ 
’ extent government a , 
5 Clear indication of the impor- 


tance of AMERICAN AVI- 
ATION to the industry is shown 
by the percentage of the domi- 
nant figures of aviation who sub- 
scribe to this news-magazine. 
A typical group: 

AERONAUTICAL CHAMBER OF 

COMMERCE 

a 50% 
Executive Committee . . 57% 
Governors ........ 58% 


MANUFACTURERS AIRCRAFT 


ASSOCIATION 
Officers & Directors . . . 53% 


AIR TRANSPORT ASSOCIATION 
Officers & Directors .. . 64% 
Operations Committee . 71% 
Engineering & Mainte- 

nance Committee. . . 52% 
PRIVATE FLIERS ASSOCIATION 
Officers & Governors . . 63% 


SPORTSMAN PILOTS 


control is going to enter into the pic- 
ture, and how to make a profit on the 
AMERICAN AVIATION, published twice a 
month in Washington, the focal point of the in- 
dustry today, prints the news these important 
buyers are eager to get, must have. The largest 
editorial staff in the field concentrates on pre- 
senting the facts — simply, straightforwardly, 
without bias. No frills or special articles are in- 
cluded to attract general readers. This is a busi- 
ness paper that means business—for the aviation 
industry and for those who sell to that industry 


reduced volume. In other words, while 
we still have an extended period ahead 
of us, no one knows for how long 
it may be, and the wise sales man- 
will be preparing for an M day 

his own, 
hese are days when sales managers 
st really be sales managers; intelli- 
What's the practical result of this concentration 
of circulation on aviation’s real buyers? Complete 
assurance that your advertising hits its mark! 
Every ad in AMERICAN AVIATION is de- 
livered at the right moment, in the right sur- 
roundings, to the right men—the men who can 

and do take action! 


1t sales management can materially 
d up our defense program. 


ONTINUED FROM PaGeE 33] 


roblems 


line for bonus or any premium 


American Aviation Associates rounds out its service 
to the age tA rang Fe other > 
“American Aviation Daily” is an informed, up- 
ASSOCIATION to-the-minute daily news-letter from W ‘aokiagioe 
Officers & State Governors 93 % on every phase of aviation. The “American Avia- 
a tion Directory”, appearing semi-annually, is recog- 
nized as the most complete directory of the industry. 


ments for additional sales unless 








y reported on the minimum number 





case stories on sales development. 
en the men understand that this 


tance is a regular part of the j c A merican 
hi \. - 
F 


k for which they are paid, they 


soon dig in and become apt in 





new methods. 


DUSTRIAL MARKETING, July, 1941 127 



















The Auaust issue of BLAST FURNACE 
AND STEEL PLANT will be devoted 
entirely to 4 write-up of the Pittsburgh 












Works of the Jones and Laughlin Steel 





Corporation Photographs of 





your 





equipment in these plants can be se 





cured and the name of the Jones and 
Stee! be 
advertisements appearing in 
this issue. Write to BLAST FURNACE 
AND STEEL PLANT for further details 
as to how you can obtain photographs 





Laughlin Corporation may 





used in 








and tie-in your advertisement with this 





article 






Published by 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 


HEAT TREATING 
FORGING 


The market today for products 
and equipment in the fields cov- 
ered by HEAT TREATING AND 
FORGING is unsurpassed. Why 
not place your sales message in 
a business paper that is vertical 
to the executives and operating 
officials of these important in- 
dustries? The men who read 
HEAT TREATING AND FORG- 
ING represent tremendous buy 
ing power as most of these 
companies are active in defense 
work. Average circulation—3954 
—February, 1941 C.C.A 






































Published by 


STEEL PUBLICATIONS, INC. 
168 Smithfield St. Pittsburgh, Pa 

















What local 








chapters of the National 


N. LA. A. News 


Industria! 
Advertisers Association are doing and thinking about 





Toronto Conference Program 
Includes Fifteen Clinics 


Fifteen clinic meetings devoted to dis 
cussion of subjects selected by members 
will feature the nineteenth annual confer 
ence of the National Industrial Advertisers 
Association to be held at the Royal York 
Hotel, Toronto, Sept 17-19. Nine of these 
sessions will be held Wednesday afternoon 
and six on Thursday afternoon, according 
to announcement by Vincent R Young, 


program chairman 
some of the te 
treatment aré Institutional Advertising 
Photogra Sales Letters: Exhibits 
Trade Shows: Publicity: Getting Informa 
tion for Advertising: House Organs: Dh 
Mail Media Selectior Market Re 
tatalogs and Sales Manuals: Com 
Advertising: Selling Through Dis 
Field Work 
spe akers rT the 
advertising in a 
sell Canadian 
ther vital sub 


ypics included for clink 


phs and 


rect 
search ( 
modity 
tributors 
Feature 


ir dusts ial 


n ' 1 ll 
program Will 


discuss war 
time economy, how to 
trer ds, and « 
Skits 
hig! light the 
interest this 


representative 


mart 
, 
Kets, economik 


jects of the day and panel discus 


eral 


sions sessions, 
will be an 
industrial 

remark 


exhibit is 


ger 
cial year 

British 
od up 


T he 


ibit of 
advertising 
ably well during the war 
being prepared in London 

J}. A. M. Galilee, Car 
Co., Ltd., Ts 
chairn an, assures 
wishes to attend the c 
any difhculty entering 
and no special papers or 
required 


‘ xh 
which has sti 


adian Westing 
general confer 
that 
nf 


house ronto, 


one who 
erence will 
leaving Canada 


identifications 


ence no 
nave 
or 


are 


Budgets Survey Under Way 


Questionnaires for the annual NIAA 


survey of industrial advertising budgets 
have been mailed to all industrial adver 
tisers of Canada and the United States 
The survey is being conducted under the 
direction of Mildred R Webster, head 
quarters secretary, and the report will be 
available this fall. All industrial adver 
tisers are invited to participate and those 


This 


received 


its charter in the National Industrial Advertisers Association last month. 


who do will the 
ot charge 


copy 


receive a copy ot 
others will be 


tree 


per 
McFee Heads Committee 


For Program Improvement 


William E. McFee, 
NIAA, 


rep 


charged 





‘ 


past president of tl 
has been appointed chairman of 


NIAA National Program Committee whi 


will devote its efforts toward the 
to 
and executing chapter educational 


grams 


NIAA Founder President 
Presents Rockford Charter 


Keith J Evans, 
Joseph T Ryerson 
and founder president of the 
sented a charter in the 
ford (Ill.) Industrial Marketers at a 
ing held June 3. The 
twenty-first chapter in 


Inc., Chic 
NIAA, 


& Son, 


> organization Is 


ciation, which now comprises re t 
1.600 members. M. R. Crossman, ad 
tising director, Barber-Colman Comp 


is president of the Rockford group 
In addressing the meeting, Mr 
related his experiences in founding 


solutior 
all problems encountered in plannit 


nr 


advertising manaj 


r 


association to Rock 


the national ass 


Evar 


the 1 


tional association and testified to the mar 


benefits he has received from being 
in its work. He 
of tying in the advertising 
sales activity of a company and 
an important cog in the marketing 
chinery by contributing toward 


sales costs 


the 


work with 


stressed 


importa! 


ma 


becom! 


loweri! 


The department headed by Mr. Eva 
performs three major functions: (1) mar 
ket research and sales analysis; (2) adver 
tising; and (3) sales promotion. In ¢ 


sales analysis work his department keeps 
salesmen posted on kinds of busines 
coming from their territories by customers 
wl é 


all 


through which records they can see 


additional sales effort is needed on 


Vari 


products. The salesmen are supported 
sales promotion work with letters a 
sales literature as the need is reflect 


at the far end of the table are Mildred R. Webster, NIAA headquarters secretary; W 


Murphy, NIAA vice-president; 


M. R. Crossman, 


president of the Rockford group; Ke 


J. Evans, founder of NIAA, who made the presentation; and E. J. Goes, NIAA vice-presid« 
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group attended the presentation meeting when the Rockford Industrial Markete 


Seat: 
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Here are the new officers of the Milwaukee 
Association of Industrial Advertisers: seated, 
vice-president, Forrest J. Nelson, Mac- 
Whyte Company, Kenosha, Wis.; president, 
E. T. Slackford, Harnischfeger Corporation; 
standing, secretary-treasurer, M. E. Enge- 
bretson, The Oil Gear Company; and 
director, Jackson Hazlewood, Gisholt Ma- 
Company, Madison, Wis. A. H. 
Oberndorfer, Hevi-Duty Electric Company, 
elected to a 


chine 


RE RT WO pT Nn 


also was directorship 
igh their reports. This close coérdina- 
effort has become a potent force 
ilding additional volume 
How the advertising department can 
i tribute sales ideas was illustrated by 
; Ryerson Certified Steel idea, which 
s created by Mr Evans and marks a 


ew era in Ryerson advertising and sales 
ry 


Cook Re-elected 
Cleveland President 


C. B. Cook, manager sales promotion, 

Elwell-Parker Electric Company, 
veland, was re-elected president of the 
lustrial Marketers of Cleveland last 


nth Ernest C. Roberts, advertising 
nager, The Clark Controller Company, 
elected vice-president; and W. § 


Basford Com- 


secretary-treasurer 


h, vice-president, G. M 
, was re-elected 


; Cincinnati Elects 
Ted Brown President 


Theodore Brown, vice-president, Perry 

wn, Inc., has been elected president of 

Cincinnati In 

trial Advertisers, 

} succeed George 
Mathews. adver- 
g manager, The 
nkenheimer Com 
) y. W. H. Spin 
r, publicity man 

Armco Drain 

: Products Asso 
tion, Middle 

O . a nd 

K Gerhart. as 





advertising 
The 
mpion Paper & 

Company, 
ton, O., 


2acer,. 


TED BROWN 


were elected vice presider ts 


Schwarber, Gardner Publications, 
S secretary-treasurer 

ipter directors are Charles M 
, advertising manager, The Cincin 
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nati Milling Machine Company; Harry 
Mercer, manager advertising division, The 
American Rolling Mill Company, Middle- 
town, O.; Bob Nau, treasurer, The Seyler- 
Nau Company; and I. C. Moermond, Cin 
cinnati Cordage & Paper Company. Wm 
E. McFee, manager copy and planning 
department, The American Rolling Mill 
Company, and Mr. Mathews were elected 
NIAA directors. 

In addressing the chapter, Mr. Brown 
said: “Now as never before all forms ol 
advertising must rise to meet the urgency 
of the times. The American public must 
be kept informed, not alone of war and 
defense, but also of business and industry 
and the part they play in the American 
way of life. Advertising now must wage 
its battle against the activities that would 
destroy the American ideal. With properly 


conceived and properly directed advertis- 
ing, America can and will come out a 
better nation, a stronger nation, and a 
better people than ever before.” 

At the same meeting, Mr. McFee, past 
president of both the Cincinnati chapter 
and NIAA, was presented with a life mem 
bership in the local chapter 


E. T. Slackford to Direct 
Milwaukee Industrial Advertisers 


E. T. Slackford, advertising manager 
Harnischfeger Corporation, has been 
elected president of the Milwaukee Indus 
trial Advertisers to succeed R. L. Hamil- 
ton, vice-president, The Dumore Company, 
Racine, Wis. Forrest J. Nelson, advertising 
manager, The MacWhyte Company, Keno 
and M. E. Engebretson, advertising 


sha, 





They Buy—they tell us... 


Power Plant Equipment 


Pumps 
Blowers 


Materials Handling 
Machinery 


Power Transmission 
Machinery 


Power Metal Working Tools 


Compressors 


trial progress. 


means that: 


sands of dollars. 


A WHALE OF A MARKET! 


DISTRIBUTION OF THE A.S.M.E. CATALOG IS CAREFULLY 
CONTROLLED, and very definitely reaches NOTHING BUT the 
leading mechanical men in industry. Careful and conscientious ques- 
tionnairing has established their buying status beyond doubt. 


15,000 Engineer-Buyers 


Machine Tools and Shop 
Equipment 

Forge Shop Equipment 

Foundry Equipment 

Rolling Mill Equipment 


Instruments - 
Measuring and Recording 


The Materials of Industry 


DISTRIBUTE YOUR CATALOG to these 15,000 Engineer-Buyers by 
placing it in the A.'S.M.E. CATALOG. You get a distinctly different 
distribution for no other reference annual covers the A.S.M.E. Mem- 
bership. This group is united for professional advancement and indus- 
Here is a fertile field for those manufacturers who have 
engineering equipment and materials to sell to industry. 


Economical to Cover 


Only $225 Between Your Product and Prospect . 
eted for a single-page catalog in the 1942 A.'S.M.E. CATALOG 


1 FOR EACH 1!/3 CENTS you have on file, readily available, factual 
sales information before an interested engineer authorized to spend thou- 


2 ALL YEAR ROUND, from October 1941 through October 1942, you 
will have a contact with 15,000 mechanical engineers and executives, 
key-men of recognized buying power, in practically 10,000 plants. 


Only through the A.S.M.E. can you get this powerful unduplicated catalog service. 





-A- S : M ° E : 
MECHANICAL CATALOG 











AND DIRECTORY 


Process Industry Equipment 


General Industrial 
Equipment 


Heating and Ventilating 
Equipment 

Testing, , em 

Dene Air Conditioning Equipment 


Electric Motors and Contro 


. . $225 appropri- 


1942 EDITION 


Closing 


Date 
AUG. 4th 














Midwest Office 





ARRANGE NOW for inclusion of Your Catalog—address 


THE AMERICAN SOCIETY of MECHANICAL ENGINEERS, 29 W. 39°St. New York 


905 West Wacker Drive, Chicago, iil 
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She MORGAN 


ADVERTISING CO. 
22nd year 


ae = hay A 
Advertising Agency 


Serving industrial, a 
and trade advertisers of 
high standing. 
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Hoosiers Like Golf and Chicken 




















































































e @ THE Indiana Association of Industrial Christena, advertising and sales prom 
we Cépeack ISSUES Advertisers refuses to let the summer sea manager, |. D. Adams Company, India 
nterrupt the regularity of its monthly apolis, and president of the chapter; | 
meetings. For the urth year, the second DeLo, advertising manager, Continent 
@ Complete coverage Thurs lune. July. and August find Steel Corporation, Kokomo, Ind.; H. | 
of current and back this NL A. A chapter having a golf session Martin — Chain & oo 
llowed | a Hoosier chicken dinner Company Yeac Garrison, Studio Pri 
issues of wade papers with all the trimmings Horace Moorman, Sidener & Van Rips 
and general magazines “Using Ab is shown a couple of foursomes Inc., and Jack White, Opencer W. Curt 
for editorial and adver- jae ee pg just before the take-off at Columbus, Ind., Inc., Indianapolis 
4. wood last month when the chapter was enter The photograph was taken by Fr: 
oe ae oe tained by the Reeves Pulley Company Johnston, publisher, Construction Dig: 
Left to mght: J. M. Jewell, advertising The July meeting will be held at ( j 
| inager, Reeves Pulley Company, Colum nersville, Ind.. with B. C. O'Brier 
BACO N 5S is, Ind.: Howard C. Caldwell, president, Roots-Connersville Blower Corporatio 
CLIPPING BUREAU | ‘ Caldwell Baker G mpany E i host 
221 N. LASALLE ST., CHICAGO, ILL. manager, The Ojulgear Company, were sha Motor Company; blind bogeys, R. | i 
elected vice-president and secretary Hamilton, he Dumore Company, 
treasurer, respectively. Those elected di K. Schlosser, Oshkosh Engraving C 
CONTACT THE COAL INDUSTRY rectors were: Jackson Hazlewood, adver pany: high gross, H. P. Pheifer, Chai 
THROUGH ITS ACCEPTED tising manager, Gisholt Machine Com Belt Company; best dressed golfer, E. | 
MEDIUE Chicago pany, Madison, and A. H. Oberndorfer Goes, Koehring Company 
Manhattan Bidg ivertising manager Hev: Duty Electric 
mania 1 Ar | ormal rolf t irnament precede d Toledo Selects 
Whitehall Bldg. the election and prizes were awarded is Colby for President 
follows: low score, J. G. Swain, Wauke ‘ 
Allen P. Colby, advertising manag: 











The National Supply Company, has be: 
elected president ot Toledo Industr 
Marketers, to succeed T. K. Almroth, a 


vertising manager, Owens-Illinois Gl 


Compan R J Faller, vice-presid¢ 
M US T R e? a di l il s Y Seosling 5 ae p Prete I Agency, 











Ben Gardner, The DeVilbiss Company 
were elected vice president and secretary 
— Contractors value local news and notices of treasurer respectively. The new officia 
ns , . . P ce othce Sep 
” Pioie 4 local bids far more than information on will take ofhce Sept. 1 
igan Contractor jobs outside their territories. That's why 
and Builder agen Kennedy Elected 
Mi West Contractor good regional publications—doing a job of Pittsb h President 
eu me nstruct ent o,f 2 . . ittsOur resiaen 
Va vay ) editing the news within their territory—are 9 
5 the best media for getting your advertising ; Edmund D Kennedy, Copperweld St 
Company, Glassport, Pa., and former 
; message to the men who buy. vice-president, In 
WV estes dustrial Advertising 








Council, Pittsburgh, 
was elected presi 





















dent of the latter 

last month, succeed 

HUB OF THE ing K = Kellen 
derger, idvertising 

NATION’S DEFENSE manager, Union 
lub of the Nation’s Defense Industry” Switch @& Signal 
that’s Illinois, Indiana and Ohio. Company, Swiss 


vale, Pa Others 


Over a billion dollars of Publie Works 
elected to take 











funds will be spent in this compact mar 
ket in addition to defense highways ofhce Sept. 1 are 
expenditures Reach this market by tell C E Herington, 
: your story in the newspaper of the director ot sales E. D. KENNEDY 
Illinois, Indiana and Ohio construction promotion, Meehan 
industry with over 8100 regular readers. ite Research Institute of America, | 


vice-president; Elliott G. Johnson, ad 
tising manager, Homestead Valve M 
Company, Coraopolis, Pa ‘ treas 

George J. Kuhbach, advertising depart! 

Union Swit h & Signal Company, Sv 
\ le. Pa oc 

Alt eta 


G BL Cus ! I naver sales pr 


Construction Diesst 215 ; New York 


Street, Indianapolis, Indiana, 











ONSTRUCTION [JIGEST 





— : tion, A. M. Byers Company; H. S. D 
IMlinois Indiana Ohio Public Work Indianapolis ing. Walker & Downi ind Fra 
Speicher, advertising manager, M. E. ¢ 
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thitinn hia ata 














When Fred H. Pinkerton (right), manager 
sales promotion, Mechanical Goods Divi- 
sion, United States Rubber Company, 
retired as president of the Industrial 
Marketers of New Jersey last month he 
was presented with a special gavel by 
Samuel E. Gold, sales and advertising 
manager, Lignum-Vitae Products Corpora- 
tion, IMNJ treasurer-elect, and president 
of the Direct Mail Club of New York 


ingham Company, were elected active 
lirectors. Associate directors elected were 
I. H. Bloom, manager, Direct Mail Service 
Company, and G. H. Scoltock, Jr., Thomas 


Publishing Company 


L. B. Hicks Will Pilot 
Ontario Chapter 


The Industrial Advertisers Association 
Ontario, Toronto, has elected L. B 
Hicks, Canadian 
General Electric 
Company, Ltd 
esident, succeed 
J. A. M. Gali- 
assistant adver 
tising manager, 
Canadian Westing 
ise Company, 
Ltd., Hamilton, 
Ont. Other officers 
ted were: vice 
ident, D. Me- 
rimmon, publicity 
inager, . A 
nham Company, 
Ltd secretary, G 
rk, advertising manager, Canadian Line 
Materials, Ltd.; treasurer, J. G. Beare, 
K Belt, Ltd 
Directors elected were: H. G. Dighton, 
ranti Electric, Ltd.; J. A. M. Galilee; 
|. Hayes, advertising department, Gutta 
ha & Rubber, Ltd.; A. Jarvis, account 
utive, Norris-Patterson, Ltd.; A. E. 
nings, general manager, The Canadian 
sneer; and V. R. Young, advertising 
urtment, Canadian General Electric 
pany, Ltd. J. A. M. Galilee and L 
Hicks were elected NIAA directors 





L. B. HICKS 


( 


waukee Hears Depue 
n Motion Pictures 


irtton W. Depue, general manager, 
ton Holmes Films, Incorporated, Chi- 

in an address before the May meet- 
of the Milwaukee Association of In- 
trial Advertisers, pointed out that in- 
trial motion pictures with sound capi- 
zed on the eighty-three per cent of 
impressions gained through the eyes, 
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plus thirteen per cent gained through the 
ears. He cited experiments conducted by 
New York University from which it was 
found that 81.7 per cent of the sound 
picture audience keep their eyes on the 
screen, as compared with 72.2 per cent of 
the silent picture audience, while only 
54.6 per cent of a lecture audience listen 
intently. He also mentioned an experiment 
which demonstrated that students taught 
with films learn one-third more, and those 
taught with motion pictures retain fifty 
per cent more 

One of the examples of the efficacy of 
industrial motion pictures which Mr 
Depue used was the picture produced for 
the Goss Printing Press Company, costing 
only a few thousand dollars, and resulting 
in the sale of over $250,000 worth of 


equipment—a dividend of 7,000 per cent 


Detroit Holds Emergency 
Marketing Symposium 

Present and future advertising and sales 
problems in the industrial field were ex 
plored last month in a symposium held by 
the Industrial Marketers of Detroit. Mason 
Britton, chief of the machine tool division 
of the Office of Production Management, 
Washington, laid the ground work for th 
discussion in a review of defense work to 
date and a look into the future 

The sales aspect of the situation was 
presented by Frederick B. Heitkamp, vice 
president, American Type Founders Sales 
Corporation, Elizabeth, N. J., and the ad- 
vertising phase by Harry W. Fortey, as 
sistant to the president, DeWalt Products 
Corporation, Lancaster, Pa. Both of these 


——————————— = 





26,619 EXECUTIVES OF MANUFACTURING CON 


CERNS ARE 


REACHED BY DUN’S REVIEW. OF 


THEIR COMPANIES, 15,380 ARE RATED OVER 


$125,000. “a 


AVERAGE TOTAL EDITION: 54,779 
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talks are presented in full elsewhere in 
this iisue. The symposium was preceded 


TELEPHONE COMPANIES ave ropay by a ee - hich — a large 
ENJOYING MORE BUSINESS THAN EVER BEFORE attendance of Detroit business and indus- 


trial executives 
MERCHANDISE used in this $5,000,000.000 
indusiry find an eager market in the columns ol McCullough Elected President 


Fortnightly Eastern Industrial Advertisers 
J. S. McCullough, manager sales pub- 
TELEPHONE ENGINEER licity, Yale & Towne Mfg. Company, has 


i, BA t 
seen elected presi 
dent of the Eastern 
Industrial Adver 
Welle Gar lelectaiind tisers, Philadelphia, 
den Rood 5 to succeed Walter 
H. Gebhart, mana 
ger of sales, Indus 


« ) y 5 oO . 
“dl Seda "eS George F. Mathews (right), advertising 
Reon Chior seaielle manager, The Lunkenheimer Company, Cin 
7 — died, pines aes cinnati, retiring president, Cincinnati Indus 
$13.067.7 1a —That’s what 4 O Witt yo tices trial Advertisers Association, presents W. E 
this industry spent in one year for nes pat promotion “Bill” McFee, manager copy and plans, The 
only ONE item. It’s a big industry. > Releama cao American Rolling Mill Company, Middle. 
° — you colt to itmor je . West Chester. Pa : town, 3 with a desk set engraved, "Life 
ilk Plant me mace pagel Ls vice-president; S. D Member Cincinnati Industrial Advertisers 
your client manufac- , : Distelhorst, adv er- at the annual meeting last month. Mr. Mc 
Monthly McCULLOUGH Fee is past president of CIA and NIAA 


tures and ask for sam- tising manager 
anag ; 


CHICAGO ple copy teday 


10,500 CIRCULATION 


Advertisements Bring RESULTS 





Cochrane Corporation, — secretary and 
Walter S. Fogg, Lansdowne, Pa., treasurer 


Those elected directors are: Robert C Witt Heads Engineering 
Byler, advertising manager, SKF Indus- Adivertioors Association 


LATIN AMERICA tries, Inc Graham Rohrer, advertising 
supervisor, Baldwin-Southwark Division, The Engineering Advertisers Assoc 
MAILING LISTS The Baldwin Locomotive Works; H. W tion, Chicago, has elected W. Lane Witt 
Send for free catalog. W cmcnmeyes, Jr., sales promotion mana assistant advertisi 
LATIN AMERICA LIST & ger, L. H. Gilmer h ompany; and John ( manager. Crane ( 
INFORMATION SERVICE purr, managet Eastern research depart president to 
225 FIFTH AVENUE NEW YORK ment, McGraw-Hill Publishing Company, ceed Frederic 
In Lackens, advertisit 


manager, The Hay 
Corporation, Micl 
gan City, Ind 
e Blaine G. Wile) 
Modern illustrations assistant gener 
of merchandise sales manager, Al 


with or without models Steel-Equip Con 
pany, Inc., Aurora 


John Bachner, ad 
vertising depart 


W. LANE WITT ment, Chicag 
- Molded Product 
Company; and Allan Percy, advertisi 


manager, Fansteel Metallurgical Corpor: 


tion, were elected vice-presidents. L 
Schanz, advertising manager, Mercoid 
Corporation, was elected secretary-trea 


sured. 
Directors elected to serve two years ar 
C. N. Kirchner, advertising manager, | 
dependent Pneumatic Tool Company 
Howard Rose, The Buchen Company; a: 
STANDARD STUDIOS INC 540 N MICHIGAN AVE © WHI 5355 John Kelly, assistant advertising manage" 
Link-Belt Company. W. T. Witt, adv: 
—_—___— tising manager, Industrial Power, ™ 
elected associate director. 


























f 90,000 INDUSTRIAL EXECUTIVES IN NEW POSITIONS! 7 Robert M. Peterson Dies 


This authoritative estimate of the year’s executive per- Robert M. Peterson, “omy a 
otee 


- sonnel changes in industry is a pointed reminder that ing manager, American 
tAuly- your market picture has changed radically ... new Company, Cleveland, died suddenly 
, men in purchase-controlling jobs, new companies in the May 30 at the age of fifty-two 
—— — organizations finding new uses for your Prior to joining American Steel & Wi 
products. 4 é 
Total sales at the end of the year depend upon how in 1934, Mr. Peterson had been } en 
well you reach these key men now. McGraw-Hill Mail- with the Mahoning Foundry om pa 
ing Lists covering your specialized field deliver your Republic Iron and Steel Company, Ne 
message to the right executives, in the right plants, at York Central Railroad, Equitable Life | 
the right addresses. surance Company, the MacDonald Wor 
All McGraw-Hill lists are maintained on a 24-hour basis. of the Carnegie Steel Company, Gene: 
AE Practically all new manufacturers and buyers included. Fireproofing Company, and the Trusx 
Mc GRAW-HILL Accuracy guaranteed. Write for information and rates. Steel Company. Upon leaving Truscon 
DIRECT MAIL LIST SEAVICE ows -ncghiasens Maptamuagae oo oS ery “ 
¥ the Chairman of the Board o e Four 
330 eaves pane Pubtehing Sie Federal Reserve District until the time 
. A his joining American Steel & Wire 
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An informal view of some of the officers of the newly formed Northeastern Ohio chapter 
of the American Marketing Association taken at the installation meeting late in May. Facing 


the camera are: director, Ralph C. Greiner, associate manager Cleveland district, McGraw- 
Hill Publishing Company; president, Donald R. G. Cowan, manager commercial research, 
Republic Steel Corporation; national chairman of chapters committee, Frank R. Coutant, 
director of research, Pedlar & Ryan, New York; vice-president, R. E. Gunn, assistant general 
sales manager, Iron Fireman Mfg. Company; treasurer, Howard Whipple Green, director 
of real property inventory of Cleveland; William S. Flad, American Steel & Wire Company. 


With backs to camera, C. B. Cook, 


sales 


promotion manager, Elwell-Parker Electric 


Company and president, Industrial Marketers of Cleveland; director, C. F. Connor, sales pro- 
motion manager, B. F. Goodrich Company; Ted Morris, vice-president, Meldrum & Fewsmith 


Milestones 


in Publishing 


ew file of manufacturer's catalogs 
residential and light construction 

now being compiled for 
142 by Sweet's Catalog Service, and will 
‘ Sweet's Catalog File for 
Builders It will be in addition to the 
publisher's file for the architectural field 
Catalogs will be filed under five division 
Builders’ Equipment and Tools 
Building Materials; Structural Equipment: 
M inical Systems; Household Appli 
s and Furnishings Distribution will 


this fall 








use In 


known as 


am 
Corporation, 
il nounced the discontinuance ot 
f Mover and Road Builder Mal- 
Pierce Burton, formerly editor of the 
has joined the staff of Roads and 


s as research editor 
e 


Trathe Service Chicago, 


recognition of the advance made by 

iding materials industry and the addi 
f this work by roofing contractors, 
ican Roofer, thirty-one-year-old trade 
ition has changed its name _ to 
in Roofer and Siding Contractor 


Plastics has announced its 
Annual Modern Plastic Competition, 
Sept. 8 as the closing date for entries 
pen without fee to all plastic-using 
designers, molders, laminators, fab- 
materials suppliers, machinery 
lie makers. Entries must have been 
d or reached the market since 
1, 1940 


lern 


elhorst Given Degree 

D. Distelhorst, sales promotion man- 
Cochrane Corporation, Philadelphia, 
awarded a professional engineering 
by Purdue University on June 8 

vas graduated from Purdue in 1935 
i bachelor of science degree in elec- 
engineering 
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[CONTINUED FROM PaGeE 76] 


O.K. As Inserted 


well of by us as an advertiser, for 
packing its recent ad on Tilting Disc 
Non-Slam Check Valves full of 


formation and sell. Attention-calling 


in- 


headline, subhead promising ‘“‘head- 
losses cut 65‘, to 80°, . pumping 
costs as much as $95 per valve per 


year,” diagram of “exclusive Tilting 
Disc,” 
report of tests, solid plug for inquiry. 
(See “Gallery.”’) 


THE 


close-up, installation picture, 


Copy CHASERS. 


Ellis Plan Council 
Grants EPE Degrees 


Jesse Gorov, head of the Jesse Gorov 
Company, Chicago agency, was named 
“Ellis Plan Counsel” at the annual con- 
vention of the National Council of Ellis 
Plan Associates held in Chicago, May 31, 
and became the eighth man to be given 
that distinction. At the same time, cleven 
men were named “Ellis Plan Experts” by 
Lynn W. Ellis, Westport, Conn., origi- 
nator of the Ellis Plan, a system for break- 
ing large industrial and merchandising 
problems into smaller ones. 

Those given the EPE degree were: Ken 
neth J. Bayer, Oakleigh R. French & As- 
sociates, St. Louis; Jack W. Bjorkholm, 
Hoffman & York, Milwaukee; W. I. Brock- 
son, Commercial Advertising Agency, Inc., 
Chicago; Edward P. Harrison, Rochester 
Packing Company, Inc., Rochester, N. Y.; 
H. O. Henricksen, The Purse Company, 
Chattanooga; Harry G. Hoffman, Hoffman 
& York, Milwaukee; William A. Joplin, 
N. A. Winter Advertising Agency, Des 
Moines; George C. McNutt, R. G. Le 
Tourneau, Inc., Peoria, Ill.; P. O. Narve- 
son, Associated Advertising Agency, Los 
Angeles; Anthony Neher, Century Elec- 
tric Company, St. Louis; and Vaughn 
Weidel, The Weidel Company, New York. 
Ralph Dalton, Troy, O., agency executive, 
made the presentations. 





DO YOU KNOW 


What 
TRADE PAPERS 
LABOR PAPERS 
CHURCH PAPERS 
FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you, 
because 
We Clip Magazines— 
some 3,000 of them in a!l these 


fields—promptly, carefully and 
intelligently— 


and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADF PRESS 
15 E. 26th St. New York City 











UNIQUE 


Industrial Market- 
ing is the only 
publication which 
devotes itself ex- 
clusively to the 
problems of the 
industrial marketer. 
It is your paper, 
designed solely to 
satisfy your needs. 
Suggestions, 
ment, criticism are 
welcomed 


com- 


always 
by the editors. 
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Newsweek Reports on National 
Defense. 

A comprehensive of the 
progress made on the defense program 
during its first year and a presentation 
of future objectives defined so far as 
they are formulated as viewed by staff 
authorities of Newsweek. This thirty- 
two page book and cover is done in 
two colors and elaborately illustrated 
with photographic reproductions and 
pictographs to visualize the mass of 


477. 


report 


data presented. 


478. Letterheads. 
A book of thirty-six letterhead sug- 
gestions in original color, based on a 


survey among 5,000 printers of the 
kinds of business which require the 
greatest number of suggestions for 


stationery design. Published by In- 
ternational Paper Company. 
479. Production. 

A verbatim report of the Produc- 
tion Clinic of the Printing and Ad- 
vertising Clinics sponsored by General 
Printing Ink Corporation. This one 
deals with the production of adver- 
tising and sales promotion material. 


480. Your Approach to the Hospital 
Market. 
This booklet discusses such ques- 


tions as how hospitals are organized 
and administered, who purchases for 
the hospital market, what he buys, 
and what information he wants about 
products in making a selection. Com- 
piled by The Modern Hospital Pub- 


lishing Co., Inc. 


481. What Are the Colors of the 
Months and Seasons? 

A folder dealing with tradition and 
symbolism of color and listing colors 
of the months, zodiac, holidays, birth- 
stones, flowers, and learning. Issued 
by Eagle Printing Ink Company. 


470. How Manufacturers’ Catalogs 
Can Be Made More Useful. 

Some valuable information gained 
from field research as to what buyers 
want to find in catalogs designed for 
their use. Suggestions are divided un- 
der catalog content and catalog format 
illustrated with typical examples. 
Sceres of catalog cover designs are 


shown in the list of 1,268 prefiled 


catalogs included in Sweet’s Catal 


File, which is part of the book. 


473. Guest Review of Advertising. 


A series of reprints of the spread 
ads of Electrical World in which read 
ers of that publication tell which ads 


they like and why. 


475. Distributors in National Defense. 

A reprint of twenty-one illustrated 
case studies of important time savings 
in national defense production made 


possible by the codperation of loc 


distributors. Published by Mill & Fa. 


il 


tory. 
458. “... so we plan to do Prestigi 
advertising.” 
This booklet presents a common 


sense viewpoint of prestige advertising 


and shows how it may 
achieve beneficial results. 
by Putman Publishing Company. 


413. Foreign Government Buyin: 


Agencies in the U. S. A. 


be used to 
Published 


‘S 


This revised list gives addresses of 
buying agencies in the United States 


for foreign governments. 
by Business 
Corporation. 
Your 


437. Tips on Making 


Compiled 


Publishers International 


Ne u 


Product Descriptions Effective. 

A guide sheet giving specific rec- 
ommendations for the preparation of 
text and illustrations for new product 


publicity items. 
tor of Industrial Equipment News. 


Prepared by the edi- 


439. An Analysis of a $600,000,000 


Market and How to Reach it. 


A file folder of market facts with 
reference to public works funds to be 
spent in Illinois, Indiana, and Ohio 


Prepared by Construction Digest. 


440. Seeing the Building Indus 
through the Lumber and Buil 
ing Material Dealer’s Eyes. 


This booklet presents a breakdow: 


of the building market by types 
construction, discusses the build 
material dealer’s relation to it and su 
gests how dealer advertising should 
directed. Prepared by Building Su 
ply News. 
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